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with Jet Washing Action and exclusive “Silk Line” 
* SAFE, GENTLE, THOROUGH 
TOP-TO-BOTTOM CLEANSING! 
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WASHER SALES AND PROFITS! 





PLUS a complete, siaatindd line of Apex Spiral Dasher Washers Your distributor 


(SHER Amor oem) hed dunner 6 has a 
' " q i [ ( ag complete 
xtra le “3 \ \ 

! A — ' \ - = —_) 
Noell MODEL 1063-P > - 

‘| MODEL 1061-P » 0 c tar fomilyic | merchandising 

Avtomatic-timed, budget-priced 
5) ttelerge 44 B Te. [ p' package for YOU 
i] « 


COMPLETE DETAILS! APEX ELECTRICAL MANUFACTURING DIVISION 


WHITE SEWING MACHINE CORPORATION 
Cleveland 11, Ohio 





“A WRITE TODAY FOR “Ape HOUR-SAVING APPLIANCES 









Aer 
South 


ale! 
; 


wi 


ilk Line” 
ING! 


FITS! 


Or 





Electrical 


Merchandisin 


Contents » 


April, 1957 


ED 3b digi. o k's 4 Wh do 2 00s VE oe oe a es 2 eee 5 
Trends—-Region by Region......... eT eee eee ee ee 
Mort Farr Says: Specialty Dealers are Coming Back. ............. 33 
Economic Currents... ... By the MeGraw-Hill Dept. of Economics 36 


Does the (ppliance Dealer Belong i 


$30,000 a Year in Small Appliances 


n Electric Housewares’... . 57 


cdi ee Teta ar a By Fred A. Greene 60 


Outside Selling Pays Him $300,000 a Year............... ses | 


SPECIAL REPORT: The Present Status of Discountir 


In the Chicago Area...... 
In the Southwest........ eee 


In New York............. 


Se EGS BOs « ca bals «sees 


Lhd 
iW. 


A Dealer-Grocer Food Plan that Works. > oe) 6 Slee © mee @ 6 Oo. oe eee ee 84 


The New Look at Philco 


By Robert W. 


Six Ways to Cut TV Service Costs. .. 


Armstrong and Ted Weber. Jr. 86 
a bei ak Uae (os chsh ohio A acai 


Electrical Appliance News—-New Products............... iy: 


News Trade Report 
Scheduled Meetings 


Color TV Program Schedule 


EDITORIAL: Discounting Today 


- ™ " | @ 


ELECTRICAL MERCHANDISING is published monthly by 
the McGraw Hill Publishing Co., Inc., Jomes H. McGraw 
1860.1948 Founder. Publication Office: McGraw-Hill 
Building, 330 West 42nd St., New York 36, N. Y. See 
panel below for directions regarding subscriptions or 
change of address 

EXECUTIVE, EDITORIAL, CIRCULATION and ADVER- 
TISING OFFICES: 330 West 42nd St., New York 36, 
N.Y. Donald C. McGraw, President; Joseph A. Gerardi 
Executive Vice-President and Treasurer; John J. Cooke, 
Secretary; Nelson Bond, Executive Vice-President, Publi 
Division; Ralph 8B. Smith, Vice-President and 
Editorial Director; Joseph H. Allen, Vice-President and 


cations 


ELECTRICAL MERCHANDISING 


145 
167 


164 


Facing Inside Back Cover 


April, 1957 





Director of Advertising Sales; A. ®. Venezian, Vice 
President and Circulation Coordinator 

Subscriptions are solicited only from persons engaged 
in the manufacture or sale of household electrical 
appliance, television and radio. Position and company 
connection must be indicated on subscription orders 
Send to address shown in box below 

Single copies 75 cents. Subscription price in the 
United States and possessions: $2.00 for one year 
Printed in U.S.A. Cable address ‘McGraw-Hill New 
York Copyright 1957 by McGraw-Hill Publishing Co 
Inc. All rights reserved 





promptly of any change of address, giving old as 


for change to become effective 





SUBSCRIPTIONS: Send subscription correspondence and change of address to Subscription Manager, Electrical 
Merchandising, 330 West 42nd St., New York 36, N 


if any f possible enclose an address label from a recent issue of the magazine. Please allow one month 


Y. Subscribers should notify subscription manager 
well as new address, and including zone number 








Postmaster Please send form 3579 to Electrical Merchandising, 330 W. 42nd $+, N.Y 











TR AL MERCHANDISING—APRIL, 1957 


A 
McGRAW-HILL 
PUBLICATION 


NEW YORK 


CHICAGO 


DALLAS 
SAN FRANCISCO 
WASHINGTON 


NEW YORK 


ATLANTA 
BOSTON 
CHICAGO 


CLEVELAND 
DALLAS 

LOS ANGELES 
PHILADELPHIA 
SAN FRANCISCO 


OE a PER eee 


Merchandising 


naan 
raites 
ips 


COVER DRAWING BY SYD LANDI 







H. W. MATEER, Publisher 


EDITORIAL STAFF 

LAURENCE WRAY, Editor 

Robert W. Armstrong, Managing Editor 
Anna A. Noone, New Products’ Editor 


Marguerite Cook, Research Director 
Ken Blanchard, Asst. Research Director 


Evelyn Preston, Assistant 

Ted Weber, Associate Editor 

John A. Richards, Associate Editor 

Bill McGuire, Associate Editor 

Harry Grayson, Assistant Editor 

John Decker, Production Editor 

Harry Phillips, Art Director 

Barbara Ellwood, Assistant Art Director 

W. W. MacDonald, Consulting Editor, TV Radio 
Dexter Keezer, Director Department of Economics 
John Wilhelm, Director, World News 

Tom F. Blackburn, Chicago Editor 


Ken Warner, Chicago Editor 


Martha Alexander, Assistant 

Marjorie Fisher, Markets and Research Assistant 
Fred A. Greene, Southwest Editor 

Howard J. Emerson, Pacific Coast Editor 


George B Bryant Washington Bureau 


BUSINESS DEPARTMENT 

HARRY C. HAHN, Sales Manager 
James J. Hogan, Business Manager 
Richard Engnath, Promotion Manager 
Harold O. Eckelman, Assist. Promotion Manager 
Harry R. Denmead, District Manager 
Robert H. Powell, Jr, District Manager 
William §. Hedgkinson, District Manager 
R. A. Werth, Western Manager 

Ed. Brennan, District Manager 

Dale R. Bauer, District Manager 

J. L. Phillips, District Manager 

Gordon L. Jones, Jr., District Manager 
Russell H. Antles, District Manager 

F. P. Coyle, District Manager 


R. C. Alcorn, District Manager 


PAGE 








“Focused Se/ling’’ rings the bell for 
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The Big, 3-Way Spring Selling Spree 
for New 1957 Westinghouse Refrigerators « 
Laundromats + Dryers +» Ranges + Freezers « 


Dishwashers + Water Heaters » Disposers 


4 4 4 
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you CAN BE SURE... 
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r |}WESTINGHOUSE dealers and salesmen! 





BING-BONG! CASH AWARDS...PRODUCT PREMIUMS ...LUXURY PRIZES... 
FOR WESTINGHOUSE RETAIL SALESMEN! 


Cash-winning Phone Calls! Win-as-you-sell Prize Program! “Luxury Gifts" Jackpot! 

Up to $75 in cash awards for knowing A chance for every retail salesman to Elegant gifts like speed boats . . 
a the principal selling points of all win one or more new Westinghouse sports cars... as a special award for 

Westinghouse Major Appliances! Appliances absolutely free! the top 77 salesmen in the country! 


/ BING-BONG! POWERFUL NEW PROMOTIONS MAKE EACH WESTINGHOUSE STORE 

a THE “BIG ATTRACTION" IN TOWN! 

w Powerful Sure-Fire Promotions! Hard-selling New Demonstrations! Colorful New “Product Pushers"! 
Effective programs for building traffic Dramatic new ways to convince pros- A host of bright, attention-getting 


*. and sales based on proved selling pects that Westinghouse Appliances store displays are self-sellers, make 
‘ techniques . . . completely “pack- are best . . . so simple and graphic, selling easier . . . make the selling 
aged” and ready to run! they’re short-cuts to selling! floor ‘come alive’’. 


a a RE SS OL AE SE NE ES ee ee ee ee ee oe ee cae oe 
: BING-BONG! WESTINGHOUSE NATIONAL ADVERTISING PRE-SELLS i 
a LIKE NEVER BEFORE! - 
{ al With stronger-than-ever local On a bigger and better With more national magazine i 
- support! “Studio One"! advertising! 1 
’ This spring, Westinghouse goes all- New selling power for Betty Furness 29 ads in the next 90 days... most in i 
. “&. out with full-color ads in THIS — Westinghouse “Studio One’ will full color... in top-cireulation maga- s 
7 WEEK... PARADE... FAMILY have bigger and better STARS... zines: LIFE... Saturday Evening : 
. WEEKLY ... supplementing biggest bigger and better SHOWS... bigger Post... Better Homes... Household i 
local newspaper program in years! and better AUDIENCES! ... R.E.A. and farm magazines. i 
janenes ee a ee A Ne Se es mee ee eee ee oe ee ee ae es ee oe 
BING-BONG MEANS BIGGER AND BETTER SELLING IN '57 
For Westinghouse dealers with Westinghouse major appliances! To learn how you can 
Bing-Bong spring sales to new heights, see your Westinghouse distributor! 
WESTINGHOUSE ELECTRIC CORPORATION, MAJOR APPLIANCE DIVISION, MANSFIELD, OHIO 
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Q. Edivon- 


Significant for LOASTMASTER Dealer 


everywhere is this announce- 
ment released early thi 


ycal 


Lhis merging of talent 


and facilities means that TOASTMASTER 


product are bound to be even better in the future 


vondertul new TOASTMASTER Automatic Fry 
Pan and a Steam and Dry 


LOAST MASTER Toaster 


\ you know a 


Iron have already joined the famou 


line. Other appliances will follow soon 


It got without 


of 


aying that every product will be top quality 


advanced design. And they will be competitively priced 


For Dealers who want their sales to stay sold, and attract more sale 
from customer satisfaction, this happy linking of two strong ar 


highly skilled organizations should be welcome news 


>. a TOASTMASTER 
tematic 74 yplianee 


TOASTMASTER PRODUCTS DIVISION OF McGRAW-EDISON COMPANY 


TOASTMASTER 


| 
1 


a registered trademark of Metsra Ed 
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° ° Latest P ref] THE YEAR 
Business Quick-Check ee in 


5% 
DEBT. consumers owe to appl. -radio-TV dirs. {Smillions) 364° 378* ae" 1.9% DOWN 













































SALES, factory, appl. -radio-TV index (1947-'49 = 100) 164 171 166 














FAILURES of appl. sadio-TV deolers 4] 36 28 32.8% MORE 
RETAIL SALES total ($billions) 16.4 16.5 15.7 4.5% UP 
DEPT. STORE sales index (1947-49 = 100) 124 125 118 2.9% UP 














DISPOSABLE INCOME annual rate (Sbillions) 293.2 288.2 278.4 6.0% UP 





LIVING COST index (1947-'49 = 100) 118.2 118.0 114.6 3.1% UP 





SAVINGS of consumers, annual rate ($billions) 22.4 21.4 18.8 25.9% UP 





HOUSING starts (thousands) 65.0 64.0 75.0 13.3% DOWN 





AUTO output (thousands) 571.1 642.1 555.6 4.0% UP 





UNEMPLOYMENT (thousands) 3,121 3,244 2,914 9.8% HIGHER 


(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept, of Com 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
o r N [) S Pala 







































































What may very well be the most thorough-going and complet alone will not be enough. ‘They will have to be accompamed b 
inalysis of the impact of the discounting revolution on the appl: real merchandising effort, Blending the two may be difheult but 
ice industry appears in this issue of kxecrricar, MERCHANDISING appliance dealers can take heart from the realization that it will be 
beginning on page 63 just a difficult for the average discounter as for the more conven 

Ihe single biggest conclusion which emerges from this seri tional retailer 
if articles is not that discounting has become the rule in me! w 
ing appliances-radio-T'\ [‘hat’s been obvious for some 

' time. What does impress the reader is the variety of shapes d Several recent moves by Sears, Roebuck & Co, have laun 
sunting has taken in different parts of the country and th pecd manufacturers more than alittle wormed, 
it which thes« hap ire still evolving One is the national advertising Sears ha been dome re t 

In | ) Ange if rol imple 2) lle d lo ed doo Ol i! | : c¢ lr nad January p 5 It they had tarted building "| | 

dominate the local discounting picture In no other area the Kenmore name 10 years ago with that kind of advert 

I unt 0 such membershi Ip opel itions mean very much ve'd all be dead now on competitor observed last month 

en this | hanging. In La ell right now some pro he second move is more local in nature and involves | 
mal houses are going “discount” and the closed-door operator leader advertising. In Chie vo la t month Sears ran full pa 
nay have to move to meet the challengs Already the city’s first oftering either an automatic washer or dryer fo 9% with ft 
01 liscount house that what ther ill themselve delivery, free normal installation, full Sear uaranten i] fo 
down. One manufacturer has been followmg th promot - 

\ numb ft trends will be apparent to those who read th extremely closely and has advised his distributors that the Chicago 

1 me thing, discounters are diversifying, add ng oft test | probabl only a forerunn fo placing su h ads throughout 
to their historical assortment of hard goods merchandise. thy yunitr vo Juin iets 

lwo other trend : pt rhap rK lated On Is th idditic J Shopping report by this manufacture make imteresting rea 

handising etforts being expanded by New York di —— fhe ads drew very good crowd And typi ill the Seat ilesm 
vho have becom ome of the it bigg« t and most Consistent VCT¢ domg an ex cellent job ih fepping thi uistomict tip) 
idvertisers. The second is the fact that the discount house as such (his manufacturer came to one conclusion—local distributos 
las passed from the Chicago ene because of the tremendou hould beat Sears at their own game by running similat pric leaders 
npact of a mei handising price cutter the fabulous Sol Polk promotion before Scars can do $0 

Lhese two de clopm nts suggest that in the future lower price Continued on wv 
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America’s most 
versatile 
appliance 








electric 


BEAN POT > 
$795 


electric BEAN POT SET 





ielele]s) 
DESIGN 
Chosen by the 
Museum of Mod 
ern Art New 


York for the 


ood Design ex 


WEST BEND 


electric 


Bean Pot Set 


Its versatility almost makes it the “eighth wonder” of the world, Simmer 
bakes beans to old fashioned goodness, prepares soups and Stews to 
perfection, to mention only a few sales appeals, It's the perfect answer 
for customers looking for “extra” uses in an appliance. Dealers coast to 
coast have found it a popular traffic appliance leader, Now's the time to 
order the West Bend Bean Pot set for spring selling you'll be amazed 


at the way it “cooks up profits” on your gift appliance counter 


Prepares dozens of popular dishes with extra goodness 





STEWED PRUNES 


wea cn PIPING HOT SOUPS AND STEWS FOR BREAKFAST 


WRITE DEPT. 184 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 
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TRENDS consinves 


he jury is still out on stamp plans insofar as the appliance 
industry is concerned, 








I.ven now it’s difficult to figure out just how much of last year’s 
electric housewares volume was accounted for by stamp plan 
purchasers. One word of warning, however: it’s awfully easy to 
overestimate the impact of the stamp plan. Most manufacturers 
of branded housewares lines which are distributed through conven 
tional channels think retailers tend to overestimate the number of 
ales lost to stamp-savers. (Some firms, it is true, do sell a large 
hare of their output to various premium users. Here, however, we 
are talking about industry averages.) 

Manufacturers have a number of reasons for feeling that way. 
lor one thing, available statistics indicate that premium buyers of 
all kinds accounted for well under 10 percent of industry volume. 








Then too, while perhaps 80 percent of women save stamps, they 





save for a variety of items—not for electric housewares alone. And 





it should be noted that many observers think that women use the 
itamps to buy products they regard as a luxury, products they 
might feel uneasy about buying for themselves. ‘This tendency is 
encouraged by the fact that it takes time to save stamps and if 
you're saving for a necessity it may take you considerable time to 
accumulate enough stamps. It’s interesting to note that in a recent 
tudy by Batten, Barton, Durstine & Osborn women complained 
that it took too long and too many stamps to get anything worth- 
while. Of those who had stopped saving stamps the largest group 
(27 percent) had done so for that very reason 

Whiat’s this mean to the electric housewares dealer? Simply that 
it behooves him to begin actively promoting electric housewares 
as labor saving products—as products that the woman is going to 
find it hard to go without. ‘The housewife may be convinced that 
she someday wants an electric skillet. It’s up to the aggressive 
dealer to show her what she’s missing today by not owning one. 
Once that’s been done most women will find it difficult to be 


“patient” about collecting stamp 


I'he appliance trade has a special interest in the purchase of a 


large bloc of American Motors’ stock by Louis Wolfson 


[he reason is sunple enough. Wolfson is thought to favor con 








entration on the firm's profitable Kelvinator appliance lines and 
possible elimination of unprofitable automotive line 

\t this writing it’s hard to tell if Wolfson actually does feel thi 
way about American Motors. Even if he does there’s no guarante« 
it all that Wolfson will get his way. It must be remembered that 
\M president George Romney is an outspoken adherent of the 
maller car which American has been concentrating on in recent 
month There's no doubt he would oppose any surgery which 
would do away with AM’s automotive lin« 

Be that as it may, the appliance industry is still speculating a 
to the exact effect Wolfson’s entry into the American Motor 


ycture will have on Kelvinator. He been quoted recently a 











being impressed with the firm potential in the appliance field 


It should be remembered that Kelvinator claims it upped its share 


f industry in every product line during 1956—and did it at a 
proht Janua vy this vear was the biggest in company history and 
lebruary ran about eight percent ahead of the same month a yeal 


igo hus. even before Wolfson enters the picture Kelvinator 





ippears to be flexing its musc¢ les end 
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HOOVER 


IN K AP PL IANC ES ...around the house, around the world 


bottom 
1s the 
VIEW 
that 
sells 


HOOVER \— 
Steam-Dry Iron 


with the first 


STAINLESS STEEL 
SOLEPLATE 











Let the prospect look at the soleplate—run her fingers 
over it. Let her get the feel of the stainless steel. 


No other steam iron in the world like it. No other iron 
so smooth, so easy-gliding, so free from ‘‘dragginess.”’ 
The Hoover outglides all other irons. Moves easiest over 
any kind of fabric. Makes ironing next thing to a breeze. 


And, of course, Hoover’s exclusive steam channels (not 
just holes) spread the steam evenly, with no “dry”’ spots. 
The big easy-to-read dial has precision settings for all 
ironing. Many other features make the Hoover the in- 
dustry’s best iron value. 


Remember, Hoover makes a promotional aluminum 
soleplate iron as well as the healthy-profit stainless steel 


soleplate model. 


P.S. The Hoover iron is a natural high-profit item. Feature it for those special gift days like Mother's Day, 
graduations, weddings, anniversaries, and birthdays. 
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why 





WE BCOR 


sales have increased 2'2 times in the last five years! 


Yes, it's a fact, dealer sales of Webcor Fonograts and Tape Recorders actually 
increased more than 250 per cent between 1951 and 1956! 

Obviously, this just didn't happen by accident. It resulted from Webcor's 
steadfast adherence to a set of very basic principles—principles that have 
guided Webcor ever since the company started in business 43 years ago 
During the past ten years (since Webcor began marketing consumer prod 
ucts) these principles have proven of great benefit to retailers in the radio 


TV-appliance field 


Let's review them briefly 


Webcor's dedication to highest quality standards 
Through the years, Webcor instruments have earned a reputation for un- 
matched quality. “All Music Sounds Better on A Webcor' means far more 
than just a slogan. It is not only a statement of fact, accepted by people who 
recognize and expect the finest in sound reproduction, it is the end product 
of an inflexible conscience and attention to engineering and design detail. 
Webcor engineers and designers are quick to sense and anticipate trends 
Hence, Webcor Fonograts and Tape Recorders consistently lead the field 


with the latest innovations in styling and design and engineering 


Webcor's straighttorward dealer relations. Webcor has 
always made every effort to assure widespread availability of Webcor prod 
icts to the public. To accomplish this, the company has always selected 
reliable square-dealing retailers, confident that Webcor products would make 


a staple and protitable contribution to their business by serving the customers’ 


needs, by giving the best possible value 


Webcor, however, has tried to avoid the pitfalls of over-franchising so that 


loyal Webcor dealers could be assured of a profitable business volume. 


Webcor's sound price and discount policies. Webcor 
products have always been, and always will be, priced to give the customer 
the best value. This value, geared to attract sales, is tied to a profit struc- 
ture that assures Webcor dealers a liberal profit return. 

Moreover, to preserve this profit structure, Webcor has always tried to main- 
tain production at a level that would assure an adequate supply of merchan- 
dise, yet keep mark-downs to an absolute minimum. 

In addition, Webcor has avoided ill-timed model and design changes which 


lower the value of retail inventories. 


Webcor's pre-selling through advertising. Webcor leads all 
other manufacturers in fonograf and tape recorder advertising. The com 
pany's new cooperative advertising plan, ann&nc ed in 1956, provides addi 
tional evidence of Webcor's continued determination to support their dealers 
all the way. However, this new local support program was accomplished with 
no reduction in Webcor's national advertising On the contrary, it was accom 


panied by a strong intensification of Webcor's Overall brand-building program 


Webcor's merchandising support. Webcor constantly is on 
the alert for effective merchandising devices to aid dealers at the point of sale 
Hard-selling newspaper ad mats—arresting store display material—direct 
mail pieces 


impressive radio and televison scripts all are yours for the 


asking, to help you keep those welcome Webcor profits rolling in! 


SELL THE LINE THAT SELLS THE FASTEST... SELL 


WEBCOR 
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Continuing Webcor’'s arresting series of 
advertisements currently running, the 
colortul, full-page Webcor Fonograf 

ad on the opposite page will appear 


n LIFE MAGAZINE, April 1 
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Get the 1957 Home Appliance Picture 
in Milwaukee s Millionarea..- 


D 
OWNERSHIP, PREFERENCE BY eather sng 
TYPE OF EQUIPMENT. BUYING H = , 
COMPARISONS WITH PAST YEA 























For the up-to-date story of home appliance and In The Milwaukee Journal you reach 9 out 10 
equipment ownership, preference and buying homes in metropolitan Milwaukee plus the better 
habits in a major metropolitan market of more buying families throughout Wisconsin. 


than a million people be sure to see the 1957 


(Consumer Analysis of Greater Milwaukee. All Appliance Subjects Covered 





data in this edition has been obtained since 


‘’ in the 1957 Milwaukee Journal Consumer 
anuary ew 


Analysis—the 34th Annual Report 


Cook R T d Mak 
Appliance Market Increased er A= aa wail 
Mechanical Refrigerators 
by 10,000 New Homes Yearly 


Water Heaters — 
Although Milwaukee rates among the top cities Electric Washing Machines ———— 
in percentage of families owning many types of Automatic, Spinner and Wringer Types 


appliances, the potential here mounts up to box Automatic Dishwashers 

car figures in new prospects as well as replace Automatic Clothes Dryers 

ments. For example: Only 23.8% own automatic Home Food Freezers 

clothes dryers; 17.4% own separate food freezers Room Air Conditioners 

1% own automatic dishwashers, And 10,000 new Electric Garbage Disposers 

homes each year are added to the huge appliance Incinerators 
and home equipment market in Milwaukee and Electric Frying Pans ] 
its suburban area alone, Only two of the 25 Appliance Purchases in 1956 

largest metropolitan areas in the nation have a Electric Dehumidifiers 

greater percentage of families with incomes over Television Sets 


$4 000~—onlv five with more over $7.000 Size, Number, Color, When Bought 


THE MILWAUKEE JOURNAL 


Vational Representatives—O'Mara & Ormsbee, Inc 
Vew York Chicago Detroit Los Angeles San Francisco 











Saami ll 
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By Robert W. Armstrong 





... March starts out with a slow pickup 
. . . TV generally off, home laundry 
strong .. . Air conditioners move... 


Department stores join discounters 


\ ARCH came in like a lazy lion in the East 
4 While many dealers report 

provement in the early days of the month, it was 
neither significant nor easy to get. February didn’t 


ome sales im 


set any records, either, so any small improvement 
in March won’t be cause for dancing in the 
trect 


lime for a Spring Tonic. Typical of the att 
tu of man retail is this from a western 


There has been a little pickup in_ busine 

i dull time of 
ear. We don’t look for much improvement until 
ft lkaster becaus« 


k or so but this i 


families now are starting 
to put their mon ito spring apparel l'V is in 
1 seasonal decline and most of our busine nov 
pplian We are selling range washer 
1 dryer nd few refrigerators and freezer 
Another in the same area report Busine | 
ott We have tepped up ou iivertising and 
it should be bette Ihe public is hard to ell 
th p our price promotions then make the 
oun f other dealer I\ till is accounting 
fo ercent of our busine We are selling 
) undl equipm nt and refrigerators in 
vhit ds. frankly, we are not ver optimistic 
t i ny ment mn the immediate 
-_ 
National Slowup? A third retail ivs March 
ved down after a ver od January and 
| nd say ve feel the slowup is part of a 
tren March usuall rough month 
tl ( but with hea idvertisin 
| l I tt T th 
Upturnm in Washington. Deal in the na 
I found busin nnaturall low 
t t tw h f March tored a 
tt f th a small pickup in T'\ i the 
ra naditions novement, fair 
t 1d equipment olum 
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REGION BY REGION 


Some Up, Some Down in Philadelphia. Re 
tailers here couldn’t get any more excited than in 
One, tor example, said February 
was about as slow as January and March started 
off the same way. His ‘I'V was off, refrigeration 
air conditioners were lethargic. 
We are just moving along cautiously,” he said, 
just waiting to see what everyone else is going 
to do. If somebody else gets price happy, so will 
we. We are keeping our inventory at a 30-day 
level.’ 

A second Philadelphian said that March at least 
howed some improvement over a dead February. 
“Washers and dryers held their own, ‘I'V picked 
up during the first two weeks of March.” He 
old about four color sets in those weeks—along 
with a lot of portables—and was surprised to move 
ome big black and white consoles,” something 
that has been dead since Christmas.” His ait 
conditioners have started to sell at a better pace 
than they did last year, partly because ‘we've 
gotten some good deals on '56 merchandise and 
ie doing well with it.” 


other cit 


was slow, and 


Business Better in Boston. Somebody, at least 
is benefitting from the decline in home building 
One Boston distributor reports that his Pebruar 

iles were 25 percent ahead of 1956 because of a 
big boost in dishwasher and disposer sales. Oddly 
cnough, he sold more of these traditional builde 
items through kitchen 
did when builders were buying them in quantity 
His explanation: “Our low-end merchandise, th 
type generally bought by 
percent That 
housing. Built-in rang 


pecialist dealers than he 


builder was off 50 
because there is | low price 
vere up 30 percent ovel 
last Iebruary and other remodeling items were 
ilso up be iuse of a trend toward more remodel 
hing in higher pr ed home 

Boston retailers weren't all as happy. One said 
his lebruary volume was off 12 to 15 percent 
dollarwise of dips in ‘TV and 


laundry equipment March sale 


largely because 
however, iccord 
ing to one merchant, began to show some im 


proveme nt 


Phe Department Store Fight. More and more 
department stor ie making a bid to recover 
their volume role in ipphiance ile One of 


Washington Hecht 


joined the discount ranks and is 


bigg« r stor 


, hia reputedly 
proving that it 


can even undersell the discount house which 
idvertises ‘‘five percent ibove cost Hecht offer 
free delivery, a 90-day budget account with no 


irying charge, no down payment. Some dealer 
think Hecht can do it because of it 


big pu 
Others 


hase big discount believe the store 

in make up any | vith its advertising al 
Vance Whatever the idividual reason, store 

like Jordan Marsh in Boston, Gimbel’s in Phila 

elphia ind Hecht in V hington (not to men 

tion S. Kline, Gertz and othe n N. Y. City 
hghting discount th di unt 


Coie tory 1s that manutactu ire 


ick of 
100 per ent Co-Op illowance to the big 


only to have them advert 


unt operation 


1957 


ther product it cut price if the idvertise 
them at all), Another factor aiding the depart 
ment store resurgence may be tight money—and 
its corollary, over-extended credit. As more and 
more of the local discount chains get over-ex 
tended, manufacturers and distributors are find 
ing that department stores are among the few 
merchants solidly enough financed to be able to 
order and promote big 

\ good example of what is happening to some 
of the big local discounters is provided by a three 
tore chain in Philadelphia which, so the story 
goes, did a $3-millhion business in '56, but had a 
loss of $16,000 because “they gave merchandise 
iway.”’ Now the chain is down to one. store. 
sold off, say 
petitive dealer, ‘this outfit is done 


i com 


When present inventory is 


By Tom F. Blackburn 





Free replacement for defective appli- 
ances... 19 percent of builder homes 
. . Polk and 


Sears spar with $96 automatic washers 


include electric range 


The percentag of cost to retailers on making 


‘mod on defective merchandise 1 ibout ten 
times that to the manufactures 

No one has ever dug up the figures on thits 
ituation, but it will pay some dealer organiza 
tion to do so, or some dealer to keep an accurate 
Different 
of falling 


tab lor in buying, this is needed 


brands and items have different rate 


ipart 
Ihe ideal ituation i orked out b on 
manufacturer vould be te pre i new ipph 
ince on the owner of one that has gone bye-bye 
during thre ‘udarantee penod md throw the bad 
one awa’ Phis manutactu found that about 
one out of } rrirxe vent sour, and had plan 
of setting up Nyy price structu to mclude thi 
eplacement velvet S Kocbuch vhich ha 
ibout ‘) item mn hout bh t cl 
hia l¢ Wi : pine » thi 
le On I mip if ost il 
WU a in to tia ood and if price re 
tilted to allow tor thi A if told 


Continued on page |} 
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Starvation margins for the country? 


; 


t f tl Household Magazine counts laundry habit: 


heen discovered by Household Magazine i) the 
SOUTH 
WEST 


By Fred A. Greene 


wee ~n . . 
won Roebuck or Montgon Laundry paces white goods... . TV 


howed up 


Bo’, #6 “teen sales off . . . Delinquencies increase 


. . . Dealers add sidelines 
The builder 
installed ' cd a ct licated omputing ma hin 
t } per nt think 
ft Still, onl 


otten 1 their hie 


ort of a common denominator about 
onditions im the Southwest. And even 
! oud probably have to take the answer with 

percent en ‘rain of salt 

ed products for softening. th About half the dealers reporting to this 
Cc .> pr ho had a column noted a definite decrease in the past 
month’s business. The other half held 

tt they ile But then 


of tho 


ma Popeka wam boost dryer 


bringing” chief Chicago color troubk 


Built-in ranges 
onal ( 


Laundry equipment was far and away the 
biggest selling item. Utilit 


tly onu Di } if 


oO washer 


lelevision sales ranged from poor to fair. Onkh 
ibout 10 percent of dealers said business wa 


cood | no t 





tnere is only 


UCM WASHERS 


FINDLAY, OHIO 


Re PRE AR 


MODEL 57-SRPT 
in six beautiful 


fone os mono Rastoliel- Galelal- 








ADMIRAL INTRODUCES 
TO BUILD EARLY 
























8-Transistor Deluxe Portable 


MODEL 231 





e Rugged steel case trimmed with black leather-grain cover 
gold band 

@ Satin-gold grille gold plated front 

e Plays 1,200 hours on one set of flashlight batteries 


@ Dependable printed circuit chassis for jolt and jar portability 

e@ 12-volt power— push-pull transformer for “big radio’’ volume 
clarity 

+ Rotating rod antenna for long-range sensitivity 


e Front vernier tuning 


List Price $6995 


MODEL 237, tan leather grain 


6-Transistor Portable 


KA 


e Rugged steel case trimmed with 
tan saddle grain cover, gold band 


e Satin-chrome grille—chrome 
plated front 

e Dependable printed circuit chas 
sis for jolt and jar portability 


e Rotating rod antenna for long 
range sensitivity 





Plays 1200 hours on one set of 
flashlight batteries 


List Price $5995 


MODEL 221, biack saddie grain 





Giant 36" x 72" Beach Towel....... eos ..§2.98 Value 
Plaid Plastic Cooler, 15" x 18” x 9". .....65: 6.50 Value 
16" Multicolor Beach Ball.........seeeeeeees 1.00 Value 


~ 


Total Vaiue...es«. $19Q48 a ES 


Your Customers Get This Great Beach and Picnic 
Premium When They Buy Any Admiral Portable 
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FOUR NEW PORTABLES 
SEASON SALES: 
















Deluxe AC-DC-Battery Portable 


MODEL 21! 


e Steel case with red pigskin grain cover, silver band 
e Gold anodized grille, polished anodized aluminum front 


e Dependable printed circuit chassis for jolt and jar porta 
bility 


e Rotating rod antenna for long-range station sensitivily 


e Large, easy-to-read tuning dial 


List Price $3495 


MODEL 217, tan pigskin grain 


MODEL 2186, turquoise 


Leader AC-DC-Battery 
Portable 


e Steel case with brown morocco 
grain cover 





e Ebony black grille— golden metal 
front 


e Dependable printed circuit char 
sis for jolt and jar portability 

e Rotating rod antenna for long 
range station sensitivity 


List Price $2995 






Prices slightly higher South, West and Canada 
Subject to change without notice 


sety MIMD gives you oo... 


complete line, hottest prices, powerful promotions: 
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TRENDS REGION BY 


As a result, many specialty dealers are look 
cc as trafh 


mg tor non-apphiance items to wu 
getters | or th Otc] } thi 
! pith have iddeq = furniture Anothe 
t ia i te i tin equipment 
Kitchen { TT ten ( idded | 
()klal tail ly i 
Da fl 


If you can forget profits, the air conditioner 
business should be especially healthy in 1957. A 


peful put nall—chique ha t nee ré cd 
nad doe ! ( ist bett na 
here h peen no upswing j ish ment 
© ip] hal euler i \n \ibuquerq \ 
tole wd he rejected thre percent of hi ile 
noth past t nth ither than take on por 
t ish ( nsequentl idd mother deal 
istomes ! ticking to low nad items to he ure 
thi nm mect vincent na i] ie not sell 
up for ft the may ha to repo In 
Wace i ae i | hit nom fuation 
hurting, Ban a tian TU PL ie forcing 
il te repurcl ise Papel under 1 Ourse ivreement 
Wie expect me mad mor f thi 
Utility news briefs: In spite of dealer moan 
" bout the IV market i bright pot wa 
South ‘Texa vhere Central Power & Light Co 
eport Jani i ip | x nt. Drves rained 
| percent id automat ish | percent. On 
the other ( of the ledge clect oom heat 
took a tin down vercent, The utilit 
report onditionin Va i mayor tact 
nh upping Home tse ! t t | in 
f 1 kwh 19 
Hlouston§ Lightin ii ( nat 
ised built-in range iles ft S/ +ULO against 
) but f tanding ran iy d. Automat 
isher j | ! | m bile retrigerato 
held t Ih | t i j n builtin 
vall f pace h ! ! 1¢ from 
\ dition t tl / Un 
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REGION 


Oklahoma Ga 


Dealers optimistic despite February 
slump . .. TV declines, but laundry 
sales are strong . . . Dealers turn to 


promotions and gimmicks 


nonal distributor 
trend due to upping March 


regional dealer 


local distribute 








cland lal t distrnibuto aisplayvce 


quar fect of RCA product it thi he 


I 


laimed their telephone line é “ imped with 


ills from pote ntial bu isking wher pur has 


in be made for pri ducts di played in the show 


\ spokesman said he believed the reason for th 


recent Cleveland slump im sal vere custome! 
VCI vaiting for thi how to see all brands di 
slaved betore electing n ipphiance \ fe 
local dealers set up booths to nab potential 


tomer is they iewed the di pla 


Laundry equipment still remains the “hottest 
seller’ in the Great Lakes area with the comb: 
nation washer-dryer easing itself to the top of the 
list. Dealers opinions of this item still remain 
mixed It may be the thing of the future, but 
I still don’t think it’s practical and I’m not 
iv customers that | 


ing to push an item on n 

lil elf don't belie { Iti nd i regional cle iler 
If | had m vav, | would handle nothing but 
the combination washer and dryer,” said another 


Seasonal slump has hit sales of black and white 
and colored ‘I'V. “We expect sales dollar and vol 
ume of this item to drop to the bottom of th 
bucket with the ipproaching good weather. With 


meat and food prices gomg up, we expect our 


freezer and refrigerator sales to make up for our 
losses in ‘I'V sale iy most Great Lakes dealet 

With competition in this area growing ever 
keener, dealers are cogitating new methods of 
promotion and gimmicks to lure the customer 
trade. A CV dealer has now installed for 
operation an electronic range, the first in the cit 
is a gimmick to attract the crowd. A public utilit 
company has in talled the item and a local di 
tributor sends a demonstrator to operate thi 
range. His store is continuously filled with sp 
tators viewing the “most modern range” “‘this 1 
only for promoting other merchandise,” he say 

because I feel the average customer at th 
present time cannot afford a range that sells f 
$1200 


Another dealer 


ias changed his method of sell 


ing and promotion [ am now operating in the 
low price bracket, doing away with the deluxe 
models, I feel this will bring up iles he said 
I also feel because mone‘ tight the customer 


cannot afford the high prices asked for some major 
ipphliance Work is not as plentiful as a yea 
wo and with the reduction of government buying 
the consumer is now hesitating before going int 
debt for a large ticket item, unl ibsolut 


nece iT he t 


Local dealers are also trying to create good will 
among their customers. [hey feel that by ad 
vertising in local school, church and = umior 
papers their reception for trade is much greater 
than advertisements in local paper They are 
now promoting good will by donating and lending 


charitable iffair 


large and small appliances t 


Give-away promotions are becoming more and 
more prominent in the Great Lakes district. A 


egional dealer claimed hi ile went up ten 


percent since the first of the ear by using 
give-away promotion kach customer that enter 
the store 1s given a raffle ticket t deposit in 
box. Then every other week, a name is pulled from 
this box with winner receiving a large major ay 
pliance “When this drawing 1 cheduled, m 
tore is filled with hundred f customers, mor 
than I’ve had in months. Among them ar 


1 large amount of potential customer 
Small trafhie appliance til] ntinue to take 
i downward trend in thi list t with new d 
Continued on page 2] 


APRIL, 1957—ELECTRICAL MERCHANDISING 


S_, _ o,lUlU - —_— i» ee eae 














FULL-COLOR 
BILLBOARDS 


STORE 
ANNOUNCEMENT ‘aout: 


: " ‘ad MAT ADS 




















__  $TRONG 
ee 1 eae 
ADVERTISING 
NATIONAL 
ADVERTISING 






































Salesmakers in DORMEYER’S 








Go SEE the 
Difference in a 


DORMEYER 


Your Vere Name Listed Here 
Your Address Here 


Your Viere Name Listed Here 
Your Address Here 


Your Viere Neme Listed Here 
Your Address Here 


Your Vere Name Listed Here 
Your Address Here 


Your Siere Name Listed Here 
Your Address Here 


Your Vere Meme Listed Here 
Your Address Here 





Your Vere Name Listed Here 
Your Address Here 


Your Stere Name Listed Here 
Your Address Hare 


Your Here Name Listed Here 
Your Address Here 


Your Siere Name Listed Here 
Your Address Here 


Your Siere Name Listed Mere 
Your Address Here 


Your Stere Name Listed Here 
Your Address Here 


Your Siere Name Listed Here 
Your Address Here 


Your Viere Name Listed Here 
Your Address Nerve 


Your Store Name listed Here 
Your Address Here 


Your Were Name Listed Here 
Your Address Here 


Your Steve Name Listed Mere 
Your Address Here 





Your Were Name Listed Here 
Your Address Here 


Your Vere Name Listed Here 
Your Address Here 


Your Mere Name Listed Here 
Your Address Here 


Your Steve Name Listed Here 
Your Address Here 


Your Sere Name Listed Here 
Your Address Here 


Your Here Name Listed Here 
Your Address Here 


Your Sere Name Listed Here 
Your Address Here 


Your Sore Neme Listed Here 
Your Address Here 


Your ere Name Listed Here 
Your Address Here 


Your Stere Name Listed Here 
Your Address Here 


Your Were Name Listed Here 
Your Address Here 


Your Stere Name Listed Here 
Your Address Here 


Your Wore Neme Listed Here 
Your Address Herve 


Your Here Name Listed Here 
Your Address Here 


Your Store Name Listed Mere 
Your Address Here 


Your Were Name Listed Here 
. Your Address Here 


Your Store Name Listed Here 
Your Address Here 





Your Here Name Listed Mere 
Your Address Here 




















VDORMEYER 


o— 





Big 4 to 10-Cup Cotfee-Well. Chrome 


finished aluminum coffee maker with no-drip spout 


















Fri-Way Electric Skillet. New, immersible and Dormeyer's famous dual heating controls. One 
e . electric skillet has every convenience. All control control makes coffee to any strength, the other heat 

ire on handle where they're easiest to use; big cold coffee without re-brewing. Has extra-wide 

family-size frying area, Separate high dome copper opening for easy washing 

tone cover only $2.00 


Model 6901 $1995 
Mode! 9301 $1995 


New 9-Speed Portabie Dormey. 
Here's the first 9-speed portable mixer in the 


Chrome Siiver-Chet. Most impressive mixer * world! Does every kind of mixing job yet is so 









you can own because it’s of sparkling, never-stain lightweight it’s not tiring to hold. Has full-size 
chrome! Head iv portable has 10 different peeds da beaters automat beater release In white 
1utomatic beater release. Comes with 2 stainless pink turquoise, or yellow 

steel bowls, exclusive $15.00 food grinder and ~ Model 9500 $1995 


pestle at no extra cost 


Model 4% $5750 


Go SEE the Difference ina DORMEYER ! 


Big full-color ads—Big full-color posters 


pring Carnival of Values! 









a 








mey. 
in the 


N g 


white 


19°?5 


‘Ss 





Spring Carnival of Values! 


THIS AD reaches readers in these 89 cities— with THIS WEEK Magazine, PARADE Magazine, 


CHICAGO TRIBUNE Magazine, NEW YORK NEWS Magazine, PHILADELPHIA INQUIRER Magazine, plus others — 


in Sunday magazine sections of local newspapers. 


Akron, Ohio 
Albuquerque, New Mexico 
Allentown, Pennsylvania 
Atlanta, Georgia 
Augusta, Georgia 
Baltimore, Maryland 
Baton Rouge, Louisiana 
Beaumont, Texas 
Binghamton, New York 
Birmingham, Alabama 
Boston, Massachusetts 
Bridgeport, Connecticut 
Buffalo, New York 

Cedar Rapids, lowa 
Charleston, West Virginia 
Charlotte, North Carolina 
Chicago, Illinois 
Cincinnati, Ohio 


Ask your Dormeyer salesman how you can participate in the big push this spring. 


Cleveland, Ohio 
Columbus, Georgia 
Columbus, Ohio 

Dallas, Texas 

Denver, Colorado 

Des Moines, lowa 
Detroit, Michigan 

El Paso, Texas 

Erie, Pennsylvania 
Evansville, Indiana 
Fargo, North Dakota 

Fort Wayne, Indiana 

Fort Worth, Texas 
Greenville, South Carolina 
Harrisburg, Pennsylvania 
Hartford, Connecticut 
Honolulu, Hawaii 
Houston, Texas 


Indianapolis, Indiana 
Jackson, Mississippi 
Jacksonville, Florida 
Knoxville, Tennessee 
Little Rock, Arkansas 
Long Beach, California 
Long Island, New York 
Los Angeles, California 
Louisville, Kentucky 
Macon, Georgia 
Madison, Wisconsin 
Memphis, Tennessee 
Miami, Florida 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Newark, New Jersey 
New Bedford, Connecticut 
New Orleans, Louisiana 


COFFEEWELI 


Newport News, Virginia 
New York, New York 
Norfolk, Virginia 
Oakland, California 
Pasadena, California 
Peoria, Illinois 
Philadelphia, Pennsylvania 
Phoenix, Arizona 
Pittsburgh, Pennsylvania 
Portland, Maine 
Portland, Oregon 
Providence, Rhode Island 
Riverside, California 
Richmond, Virginia 
Roanoke, Virginia 
Rochester, New York 

St. Joseph, Missouri 

St. Louis, Missouri 


St. Petersburg, Florida 
Salt Lake City, Utah 

San Antonio, Texas 

San Bernardino, California 
San Diego, California 
San Francisco, California 
Scranton, Pennsylvania 
Seattle, Washington 
Sioux Falls, South Dakota 
Spokane, Washington 
Syracuse, New York 
Tucson, Arizona 
Washington, D.C. 
Wheeling, West Virginia 
Wichita, Texas 

Yakima, Washington 
Youngstown, Ohio 


Spring Carnival 
of Values! 


ELECTRIC 





(STORE NAME ) 


T H | S B | L LB 0 A ke D —a powerful full-color outdoor advertisement selling the 


DORMEY, the COFFEE-WELL, and the ELECTRIC SKILLET — will be seen nation-wide —during the month 


of April. There’s plenty of space for hard-hitting dealer identification to direct customers to your store. 


SKILLET 


-help you SELL DORMEYER 











You can SELL THE DIFFERENCE in the Dormeyer line 

















; Se el 
q > x it Cane, 
v 
MODEL 5100 MODEL 9300 MODEL 9500 
“MIX-WELL" MIXER FRI-WAY SKILLET “DORMEY” PORTABLE MIXER “SILVER DORMEY” PORTABLE MIXER 





MODEL 6700 MODEL 690! haces MODEL 5902 MODEL 14 


HURRI-HOT ELECTRI-CUP COFFEE-WELL BLENDWELL EDGE-WELL SHARPENER 








p 7 
| My buccd- ft aie, es | \ 
ye _" a re, a 
co - st i ‘ 
oe ‘a 
q ‘ Mii Dp 
A 
— 
a. mone. 4201 MODEL 4300 wODEL 6200 
FRI-WELL “POWER-CHEF’’ MIXER “SILVER-CHEF”’ MIXER DEEP-FRY COOKER 






DORMEYER CORPORATION, 
Appliance Division, Chicago 10, Illinois 





DORMEYER 
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if nu mins r the Great Lak ire 
Nlost of the liscounters mie ng mto this area 
irc from New York ind operating from that city 


id on er. Complaints are still loud. “Since 

first of the car, four discounters have opened 

» for « ition im my area, depleting all of m 
traf ' 


in the 
FAR 
WEST 


By Howard J. Emerson 





Slow season hurts refrigeration sales 
despite numerous promotions . . . 


Distributors offer trips to everywhere 


‘pe familiar old fellow, Doldrums, is visit 
: 


ng th ippliance-TV industry in the Var 


West un Evidence con in distributor 
cport that busine | pott not bad 
high] ompctitive or when translated into 

um neans that busin is running slightly 

low the level of the same period of 1956 

lhe effort of distnbutor ind dealer ike 
to bring inventories to the lowest possibl level 
cto the state inventory tax alway iccount 
for a lu n kebruary here, but so far there ha 
ot been the normal pickup ifter inventory ta 


Retrigeration again is disappointing the trade 


\fter a long steady rise in sales that promised 
ht future again, refrigeration has begun to 
vy down just at the beginning of the season 

W hile last irs models and what one distributor 

il] invthing with a ridiculous price tag” ar 

novin | f regular retri ition models ar 

ippointing and ther ems to be “no 
t ,ofa kup 


Laundry equipment is holding up somewhat 


better, although several distributor ire di 
nted t the level of combination washer 
In spite of intensive promotion, thi 

nbination ire re iv low] Some in th 
ist particular] it dealer level, however 

f that tl hea promotion of combination 
milt the flo trath vhich has been inst 

ital in KCC} f individual washe 


I'V is showing a slight upswing in carly March 

; | } ; ‘ not ip ; 

! t f th rn 

f ( ( f le ue Maa 
! t t n ! 

1\ i hit i ht month 

ilist in nm rad in 

I'\ n th nucl 

! | trving t n 
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portabl two of the pro pect ir switched to a 
larger set. two decide not to buy anvthing 


Business is not in the doldrums because of a 
lack of promotions. Dealers again this year have 
the opportunity to schedule them vacation by 
elective buying of merchandise, for tnps— to 
ibout evervwhere are available. Tlowever, it may 
not always be thu There is some fechng that 
ifter the 1957 wave of trp contests is out of 
the way, there will be a decline in this type of 
dealer-buving incentive. Some manufacturers are 
beginning to show reluctance to foot all or part 
of the bill—feeling ws one, that the money 
might be used more effectively im advertising 

But that’s for 58. Right now most dealers have 
in opportunity to buy now and get away from it 
ill later. Northern California salesmen can “roll 
their wav to Las Vega by pu hing certain models 
of the G-E line. GEA-SI will send a salesman 
to Vegas for moving 12 units of merchandise, let 
him take his wife or fnend for another 12 unit 

At Westinghouse, in addition to the national 
contest on room coolers which will send west-of 
the-Mississipi dealers to Acapulco and Mexico 
City (20 room coolers equals one trip), an 1] 
tate, six-months contest offers dealers a Septem 
ber tip to Hawaii for buying laundry equipment 
Salt Lake Hardware Co., Norge and Motorola 
distributor, just completed a Motorola promotion 
that sent 12 dealers and their wives to Las Vega 
Ihe promotion “greatly stimulated sales’ i\ 
executive v. p. Howard Price. Another Salt Lake 
City distributor, ZCMI (Admiral) just completed 
contest that gave first prize winning dealer and 
wife choice of week in Hawai or a camping 
trailer loaded with sporting good 

lrom Los Angel 85 G-E dealers were im 
Mexico City during early March as part of nation 
wid promotion Nearh OOU Hotpoimt dealer 
in southern California will be involved in April 
Ist-July 31 contest sending winners on 10-da 
trip to Hawai, one way by air, return by S.S 
Matsonia. Hotpoint dealers elsewhere on thi 
coast will take part. Las Vegas is the destination 
of Hoffman ‘TV dealers winning in the “biggest 


ile promotion Can palen in the COTM Pal 
history Unlike most other trip-contest thr 
Hoftinan promotion iit lid 1 CODSUDCT Prono 


tion program to develop store trath with extra 
trade in allowances and premium 
Distributor Suc Young and Brown’s Vornado 
dealers have been vying for the trips offered dui 
ng Jan 1.-March 31 One dealer gets choice of 
one of five locations in U, S. for five day An 
other joins the Nassau-Havana trip. ‘The winner 
of that prize wa Southland Heating and An 
Conditioning of Long Beach 
Meanwhile, the majority of dealers will be 
bu trying to pull the industry out of the do! 
drums and move some of the merchandise that 
looked so attractive when it was colored with 
the visions of trop i palm 
Continued on page 24 


THOMAS A. EDISON. . . 


started it all seventy-five years ago. And, for 
fifty of those years ELECTRICAL MERCHANDIS 
ING has been reporting the growth of an indus 
try. In July, 1957 a Golden Anniversary issue 
will report on the progress of a half century 
and what the future holds forth for the 


ELECTRICAL APPLIANCE DEALER 








THIS FELLOW 18 TRAINED IN YOUR BUSINESS. Ehis 
main duty is to travel the country — and world 

penetrating the plants. laboratories and man 
agement councils . . . reporting back to you 
every significant innovation in technology, sell- 
ing tactics, management strategy. He functions 
as your all-seeing, all-hearing, all-reporting 
business communications system. 


THE MAN WE MEAN 185 A COmPositTE of the edi- 
torial stafl of this magazine For, obviously, no 
one individual could ever accomplish such a 
vast business news job. It's the result of many 
qualified men of diversified and specialized 
talents. 


AND, THERE'S ANOTHER SIDE TO THIS “COMPOSITE 
MAN,” another complete news service which 
complements the editorial section of this maga- 
tine — the advertising pages. It's been said that 
in a business publication the editorial pages 
tell “how they do it” — “they” being all the 
industry's front line of innovators and improv. 
ere—and the advertising pages tell “with what.” 
Each issue unfolds an industrial exposition be- 
fore you — giving @ ready panorama of up-to- 
date tools, materials, equipment. 


sucH A “MAN” 18 ON YouR PAYROLL, Be sure to 
“listen” regularly and carefully to the practical 
business information he gathers 
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MCGRAW-HILL PUBLICATIONS 









' THE ALL-NEW 



































Hae’ the appliance that completes your home 
laundry market. Hotpoint’s all-new Combination Washer 
Dryer has everything for everyone—and especially for 
those hard-to-sell prospects who have space problems! 

The Hotpoint “Combo” represents the successful 
achievement of the goal set by Hotpoint engineers—the 
development of the perfect, completely versatile Combi- 


nation. And, along with che quality and convenience 


om. 
Ty 


= 
S 








’57 is the Year 


“COMBO” 










“COMBO” Washer-Dryer 


MODEL LY! 


innovations now being introduced in this triumphant 
model, you'll find many of Hotpoint’s pre-sold home 
laundry features which have proved so popular in the past. 
Now—today!—see this 3-way Home Laundry Center 
Your Hotpoint Distributor is ready to give you complete 
details on its simple operation and really outstanding 
efficiency. You'll agree that—with the great new Horpoint 
‘“Combo'’—'57 is the year for Combinations! 


t¢ Hotpoint 


+ WATER HEATER JO FREEZERS + AIR CONDITIOWERS + CUSTOMLINE 
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for Combinations 


WASHER-DRYER BY 








A BaYVA|A Home Laundry Center 


in (= Compact Unit! 
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WASHES AND DRIES IN ONE OPERATIO 











Laundry—washes and dries clothes in one auto- 
matic, uninterrupted operation 

Just toss in up to eight pounds of clothes and add 
correct amount of detergent. Shut the new See-Thru 
Door, set the simple Pushbutton and Wond-R-Dial 


The Hotpoint "‘Combo"’ is a complete Home Controls for the desired time, apres and cycle 


—and it's all set to go. A push of the Master Control 
“ON” Button, _ the Hotpoint "Combo" auto. 
matically does the rest. No further attention is nec- 
essary—it perfectly washes and dries the clothes in 
one continuous operation, then shuts itself off! 












.--OR OPERATES AS 
A WASHER BY ITSELF 


Your prospects will often want to use the washing 





Ve facilities alone. Hotpoint engineers anticipated this 
* demand, and have designed this new Combination 
to be easily used as a Washer only! Just set the 
Washer controls, push the “ON” Button, and the 


clothes are washed sparkling clean and damp dry 


| ..OR AS A DRYER 
BY ITSELF 


There are many occasions when the convenience of 
a Dryer alone ts greatly appreciated Here, too, the 
Hotpoint Combo" demonstrates its tremendous 
versatility. The clothes to be dried are tossed in, the 
Dryer controls set to the desired time and temperature 


and clothes come out dry, fluffy and fresh! 


pe fe. fot fit 
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5600 Taylor Street, Chicago 44, Illinois 














facts about 
FLEX-VENT kits 


that explain why they 
mean extra profits to you 


What is a Flex-Vent Kit? 
An all-in-one package containing everything needed to 
a length of Flex-Vent tubing, a weather 
proof aluminum vent hood with automatic damper, an 
interior 


vent a dryer 


wall flange, clamps, screws and directions 


Is venting easy to sell? 
Yes. You can sell a Flex-Vent installation with every 
dryer when you show your customers how venting pre 
vents dampness and untidy lint and fluff 
What do housewives like about Flex-Vent? 


They like the looks of this gleaming white fiber glas: 
flexible tubing And 


easy to keep clean 
Will Flex-Vent fit all dryers? 


lex-Vent Kits are made up in four types and are de 
signed to fit all dryers 


it adds to the beauty of the dryer 
they like the fact that it's washable 


They are approved by all leading 
dryer manufacturers 


How does Flex-Vent hold up in service? 


Beautifully. In addition to being flameproof, it is also 
guaranteed not to rust, corrode or break 

What about installation? 
You can install Flex-Vent in a matter of minutes. Step 


by-step illustrated instructions are included in every kit 


Where can | get further information? 
See your appliance distributor or parts jobber 
Dept s } 


or write 


Flex!ble Tuping 


CORPORATION 
GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 
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TRENDS REGION BY REGION 
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CANADA 


February-March sales spotty 


Government spokesman encourages 


dealers . 
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. War hits misleading ads 
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trical 
And thi 


Canadian G 


| pok¢ ma 


tial in 
um ption 
eral Publi 
Winter 
umption 
rising sharp 


Val md r¢ 


ha bee 1 1iCcTe 


idly than tl 


nuit ¢ pel 


thr rate ot 


population 


At pre 


> COLOR TV TOD 


ELECTRICA 


asing demand for elec 


merchandise in the future 


the official view of the 
ernment, at least of 


i for the Canadian ¢ 
pect further substa 
" idential on 
f clectncit uid bed 
Works Minister Robert 
winting out that 1 
f clectricity has be 


nee the end of th 


idential consumption 


ising even MmOor rap 


ic overall expansion Of 
cnt pel tw 
Canada growth in 


Wiiuihh OF 


ent,”’ he continued, ‘‘th 


yr L1S¢ pout (I 


or onl Wout 


onrinie d on page 


agavt 

Fe wf 

rar 
AY 
MERCHANDISING 








who's got the only 


temperature 


washer 


you can sell on your floor? 


the rp —¥AY— hg 


Only EASY gives you the selling power 

















of 5 wash water temperatures... 

3 rinse temperatures... Everything your 
customers will need (and want) to wash 
any fabric with complete safety! 

The handsome, top-of-the-line Easy 

Regent Automatic is the only 

5-temperature washer you can sell on 


your floor. Bonus features include 2-speed 


washing and spinning, two separate cycles for 





\ Regular and Fine fabrics, automatic water 


. S22 ao level selector—and famous Easy 


Spiralator Action 


/ ___\ See the 5-temperature 
— eee 


y | ~ EASY REGENT TODAY! 


Another sales-building exclusive from 


your EASY DISTRIBUTOR! 


EASY Laundry Appliances Division The Murray Corp. of America 


y P 
© 4 


Palmolive Building, Chicago, Illinois 
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FEDDERS 


fits windows others won't 





... because it’s | 
narrow enough | 
to fit any 

standard window! 












it's Thin 


Doesn't stick way out... 











~ 
i pote, Ge % 


toe wote e 4! 
a 


BARE 


no ugly overhang, 


= 


inside or outside. 











‘ 








it's Low 


Doesn't stick way up... —=—iime. 








doesn't block the view 











or shut out the light. ; / 
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Thin...~and Low 


.»S@//ls where others can’t 
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Why lose out on your sales — because the air conditioner cannot fit into the 


customer's window? 


Many current makes in an effort to achieve lowness and thinness have “squeezed 


out” their design at the side, extending the air conditioner to more than 30 inches Better cooling 


wide. This has barred them from use in millions of standard windows. 


bon oh i ae for more homes 
The new Fedders is thin... and low—and only 27 inches wide. Narrow enough 


makes it another 


to fit in any window with sufficient room for seals and side fillers necessary for a 
perfect, speedy and inexpensive installation. big year with 

Why take a chance? Whi stock or try to sell an air ” 
conditioner that cannot be installed? There is no reason FEDDERS ’ 
to lose sales, to spend extra time and money on difficult 

makeshift installation. Not when you can sell the revo World's 

lutionary Fedders that is thin... and low —and narrow enough to go into 


largest-selling 


any wu indow. 


air conditioner 
Measure all the 1957 lines of air conditioners... front to back, top to bottom 


and side to side ... and you ll see why only Fedders dealers can talk size and ‘ 





make sense, 
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Here's Your “Special” tor 


MOTHER'S DAY Promotion! 


Fully AUTOMATIC 


—.- PERCOLATORS 


Feature EMPIRE Automatic Electric Coffee Makers 


for Mother's Day gifts—for the most delicious 
coffee! Here are two popularly priced “EMPIRE” 
models with “sure-fire” sales appeal . 

Convenient 8-Cup “‘THRIFT-O-MATIC”’ 

© AUTOMATIC 


styled in gleaming aluminum 


e “SIGNALITE 


stays on to show it's serving hot! 


© “Cold-Water 


no boiling! 


all the way! And beautifully 


No. 1952 


$995 


Retail 
with cord 


glows red when coftee is ready 


Pump for finer flavored coftee 


For Smaller Needs—The 5-Cup “THRIFT-O-MATIC”’ 
No. 1951 


$925 


Retail 
model with cord 


Designed to make small quantities of full 


flavored coffee economically All the auto 


matic performance features of the larger 8-cup 


“COFFEE-QUICKIE”’ 2-Cup Percolator 
No. 63 
$4.50 


No. 72 


Fully Automat 


$7.50 


Prices slightly 
higher in West 


Makes a ip for two—or two for 


you Speedy thrifty great for 


traveling 


Originators of Emersion Elements and 
Double Wall Pumps that Per in 


peconds n 


L METAL WARE | 
Call Your 
Jobber 


wy * METAL WARE Corporation 


TWO RIVERS, WIS. 


make 


Oo boiling 
the Finest Coffee! 


TRENDS 





Bath scales 
are fast 


| 


Hccoin 

ighting 
In addition 

can anticipate iw discover 


ipplic iho tri powc! 


becoming 


wh h wall re | ] 1 Wore varied 
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To make a profit and keep it... 


es — PAO @ 


CHEST 
FREEZERS 


Sell in the country 
at a profit! 



















he | t t M DON'T PASS UP 
*New Approach + Powerful ¢ Profit 
Demonstration Protection (Rveo 


Get out of the rat race and 

go to the country. There, You sell freezerswhen you The Revco franchised ; 
you, the independent dis- make theconvincingexclu- dealer direct mail program } Ay 
tributor and dealer can_ sive Revco faster freezing automatically defines the Me 


breathe and live and grow. demonstration. It proves market and identifies you 


It’sin the countryside the advantages of alumi- as a Revco dealer. Com 

market where most freezers num tubing bonded toalu- pletely frees you from 1} YY & 

have been and will continue minum liner to providethe “‘acrossthestreet” cut-price / LZ 

to be sold. And—now—a_ fastest, most economical competition on your Revco 

great replacement market freezer action known. Own- _ line. The Revco profit pro 

makes rural areas the best ers appreciate saving on tection program will mean FREEZER PROMOTION 

freezer market ever! electricity—up to 39%*. even more to you in 1957. an outstanding freezer promotion to 
build traffic and make extra sales 


*90° room temperature test proved that Revco's 26 cu. ft. freezers use up to 39% 











fewer kilowatt hours of electricity per day, per cu. ft. than other makes tested j r 
| 
| 

SF j  REVCO, Inc. 
Dept. EM-47, Deerfield, Michigan | 
I ° | 

I'm interested in getting advance information on the new 
, = S eves “Best Buy Time” prometion ! 
i | - | 

f - 4 — Company name 

SELL r ; i pany 
T H E t -— or _---4 —- ml Ry 
LI N E ; | Address | 
| 
cu Zone tat { 
' 


SETTING TRENDS IN REFRIGERATION SINCE 1938 
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M 1957 Fans reach anew peak 


From the bargain hunter to the shopper who wants the best, R&M 
gives you a fan for every buyer. New styling, new colors, new per- 
formance, new features! You'll be ahead in profits with the R&M 


line. It's backed by a complete advertising and promotion program. 


Look in the phone book yellow pages 
and call your R&M distributor 
for 1957 catalog and price list-—or write: 


HUNTER DIVISION — ROBBINS & MYERS, INC., 2714 Frisco Ave., Memphis 14, Tenn. 


























in coolness quietness, quality 







































SECOND 
DEMONSTRATION 


SELLS THE SWEEPING NEW CHANGE IN ROOM AIR CONDITIONING 









(river 


NY a 
\ 


’ } § 3 
' } } \ } 
1 ‘ ’ 4/ 8 J 
- 0:00 SECONDS... 1 » 3% 0:02% SECONDS... 1 , 54 0:05 SECONDS... 
Gibson automatic Air-Sweep louvers Air-Sweep louvers snapped at mid- —_ full sweep completed! Louvers make 
at full right. Outside manual louvers may be adjusted point in their sweeping motion 12 side-to-side sweeps per minute 


up or down 





Gibsa, 


—— - rote 
P| 











4 EASIER TO SELL WITH MORE TO TELL Yes, the first 5 seconds show your custom- 1 
: TOP VIEW 
ers the most sweeping change in air-con- 
: @ 17” Trimline Design fits all windows—flush ‘ , allen 
; ditioning history! Exclusive automatic Air- ory % 
inside or outside without unsightly overhang . ' 7 i \ 
Sweep ends the “closed-in, closed window af i 


@ Dust Magnet electrostatic filter. Magneti- 











feeling keeps air in constant draft-free 
cally attracts pollen and dust as tiny as . 
1/25.000th of @n inch. Permanent and ‘ irculation INCTCASES cooling capacity 
washable speeds cooling time from a “hot room” 
@ low-Amp Models use regular household start. With Gibson you sell air that’s fresh EXCLUSIVE AIR-SWEEP ACTION! 
circuit current, take only 7.5 amps as all outdoors, converting air-conditioning Separate Oscillator motor drives louvers—sweeping side-to- 


side continuously, automatically. Can be stopped in any 
@ Automatic Thermostat standard on all position when desired. Finger-tip bar adjusts outside louvers 
models installations obsolete to any position up or down 


objectors” into “takers” —and making old 


@ Hushed Whisper quiet inside and out due 
MORE PROFITS TOO! 
Faster selling is only half of your profit story. Gibson's factory 
pre-assembly and removable chassis lets your men install more than 
@ High Power Factor delivers nore cooling twice as many units per day by actual time-study tests. All electrical service 
per kilowatt in front and complete chassis removal without touching window mounting! 


@ Pushbutton controls for quick selection of 4 
cooling and ventilating speeds CO eee 


to efficient twin wheel type blowers Gives 


super jet cooling 








Jehumidifies up to 8 gallo 
@ Dehumidifies up to 8 gallons of moisture per . 7 Gibson Refrigerator Company 
day ® Greenville, Michigan 
@ Sliding Panel converts from maximum cool- DIVISION OF 
ing to maximum dehumidification 4 | Pm 
@ All Trimline Models with Fresh Air intake om 
CORPORATION 
feature—outside air filtered before entering 
room 
1957 
( owentee- = - 
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Mort Farr Says... 





§ = ©Are Coming Back 


AOR i naust ha ech con 

4 ( ibout the tuture of the old-line pre 
, , 
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DISCOUNTERS ARE UNDER PRESSURI 
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Specialty Dealers 


odds are now in favor of the dealer 
took care of his customers and has then 
will People remember service long after 


f 


the 


orget price. | don't mean to inply 
dealers are going to be able to go back 
list prices and traditional pre 


ven full post-war profits, but 
that rather 
more and buy from 1 quality 
they are entitled to 


convinced customer vould 


few dollar 
ind get the service 


WOOING GOOD DEALERS. 
ire Other signs that point to a return to 
ognition of specialt clling 
outlet for the ile of tele 


\ few cal igo if was 


dealers a 
ision and 


concedt a 


that a distributor in order to make a_ profit 
hould not do over | percent of his total 
volume with so-called AD or promotional \ 
count loday, many in larger cities are doin 
ilmost half thei olun vith promotional 
tores that demand not only the lowest net 

but also the biggest advertising allowance 


lo make it 


WO! for thes« upphier many want 


to pp nd these p funds featuring cut price 
n the manufacturer's products, or even to u 

the mon to advertise other product on thr 
Promise that the vill still sell the on on 
vhich the ret the advertising dollar This, of 
ourse, does not help the manufacturer's pre 

tige in the market and often adversely affect 
the national advertising done by the manufac 
turer. For this reason, department stores and 
tore vho have maintamed a reputation ar 
today being wooed by distributors with offes 


of advertising funds to ad 


DEPARTMENT 


Nl il} 


wr neglected 


ertise their product 


STORES 
vho found 
vhile the 


COME 


themselve 


BACK 
forgott i 


promotional chains were 


ral iler 


expanding with the aid of the distributor 
money, now find themselve ought after in 
the hope that they will once again identif 
themselve vith a line It pecomimng mcrea 
ing! evident that department tore idverti 
ng do idd prestige to a line, and that thei 
idvertising lh Ip ill dealers in a market. If de 
partment stores had done tour years ago what 
th ire dome 1 yuid iot have had 
the mushrooming of th ther outlet How 

t wr t t i 1m pect 
( partn hi | i { r 1) 
P ' a fact 


EVEN 


noth 


MIGHT MONEY HELPS. ‘Thi till 


factor that is in favor of the old estab 
ip in ica vl sothie depa tment 
I hat the tight mon tuation Ih 
i in lo tl ! ! ul lo he Jil 





















































Mort Farr, Upper Darby, Pa., appliance-TV dealer 


itished to 
S10 profit Quy 


no longer a 


fly-by-night vho wer 
ell a $300 


financial 


operatol 


refrigerator for a 


mstitution in mxpou 
Actually 
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to loan money to thi 
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to oul 


typ ot opt rator 
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In the second place, the banks can now t 
higher interest from other investments than 
they could a few il igo, man ft which 
ire much sounder than loans to un penienced 
retailers or their poo k type of customer 
In addition, this tight mon is restnetin 
the mortgage mone Wailable for home build 
ing, and many mo peopl vill modernize 
their present home and buy mm equipment 


} 
iT i il] in Our fa 


for it-—whu 


FEWER DUMPS, MORE STABILIVY. Uh: 
is another force work in favor of the legitimate 
dealer who usualh operat vith one or several 


franchise fewer manufactures md upplhies 
now im the busine Many so-called low cost 
operator have been kept im busine on the 


deal 


who 
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of manufacturer 


dump 
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re merging, or getting out of the line 
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is fast as a good offer came along. Now we 
in expect only a fe more of the fashure 
wnong manufacturers, although a few distribu 
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f stability n that hy fe nan 
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WONDERINSE 
Hotpoint Super Deluxe 
Twe-Cycle Pushbutton 
Automatic Washer 

Medel! \K25 





Style-Matched Hotpoint 
Super Deluxe Pushbutton 
Sealed. Chamber Dryer 
Medel (G26 


Alse Available in 
Air-Blower Medel (8675 





=! 
ee a _ 
\ Pr 
Hotpoint Super Deluxe Model LK24 Style-Matched Hotpoint Super Deluxe Hotpoint Super Deluxe Model 1K23 Style-Matched Hotpoint Super Deluxe 
Twe-Cycle Pushbutton Washer with Pushbutton Air Blower Dryer Model Two-Cycle Pushbutton Washer with Pushbutton Model (G24 Sealed- 
SUDS-STOR —Saves Hot Water L823 with Air Freshener Automatic Sediment Swirl-Out. Chamber Dryer—No Venting. 








A Complete Line... 
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Washers and Dryers 


Price-Planned For Easy Step-Up Selling! 


MORE Seeable QUALITY — MORE Sellable FEATURES! 


There’s a Hotpoint Automatic Washer, Dryer or — to-see quality and more easy-to-sell features to make 








Style-Matched Pair for any budget. And every model your sales job easier. And it offers a complete selec- 
—regardless of price—is loaded with quality and con- tion of price-planned step-up models to make each 
venience features that turn prospects into customers! sale more profitable. Your Hotpoint Distributor has 


Hotpoint Home Laundry for 57 offers more easy- all the details—see him today! 


Hotpoint Gives You The Home Laundry Features 
Wanted Most by Homemakers 


AUTOMATIC WASHERS AUTOMATIC DRYERS 





® Wonderinse Clothes ® Automatic Pre-Soak Period ® Pushbutton Temperature ® Safety Door Catch... 
Conditioner ® Automatic Pre-Selected Controls Safety Cut-Off Switch 
@ All Porcelain Inside Wash Time f 
and Out : © New Air Freshener © Sealed Calrod® Heating 
‘ ® Automatic Full or Uni 
’ eg Pushbutton Partial Load Controls ® Precision Electric Timer wae 
udas-otor 


© 4-Way Aquamatic Wash- 


© Two-Cycle Wond-R-Dial , © Porcelain-Finished Chassis * Sealed-Chamber Models 
. Rinse Action 
for Normal or Delicate end Drum Require No Venting 
Wash © Automatic Sediment 
®@ Pushbutton Wash and Swirl-Out @ One-Piece, All-Welded © Air Blower Models Feature 
Rinse Temperature Controls ® Rubber-Finned Agitator Chassis Giant Lint Drawer 


Hotpoint WASHERS AND DRYERS ARE AVAILABLE IN 5 COLORTONES AND WHITE 





Hotpoint Deluxe Medel 4K22 Two- Style-Metched Hotpoint Deluxe Push- Hotpoint Autometic Model LK721 Style-Matched Hotpoint Air Blower 
Cycle Pushbutton Washer—all Porce button Sealed-Chamber Dryer Model Aviomatically Fills, Washes, Rinses Dryer Model 1621 Featuring Giant 
lain Finish inside and out. LG27. Air Blower Model 1822. and Spin Dries Lint Drawer 





AUTOMATIC WASHERS + CLOTHES DRYERS + RANGES + REFRIGERATORS + DISHWASHERS + DISPOSALLS 
WATER HEATERS + FOOD FREEZERS + AIR COWDITIONERS + CUSTOMLIWE + TELEVISION 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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MONOGRAM 














() LOOKING FOR... 





Look to the '57 







FRANCHISE 


For the Biggest Opportunity in the 


Space Heater Business! 


@ ... because MONOGRAM’s big 
line of heaters lets you meet the 
needs of every prospect in a space 
heater market. There are models for 
oil or gas in free-standing, wall, 
recess or floor installations. 

Heating capacities from 25,000 

to 85,000 BTU’s. 


@ ... because MONOGRAM has 
more SOLID selling features! 

Styling! Oil units operate without 
soot, smoke or odor—a MONOGRAM 
EXCLUSIVE! Low cost heating! 
TOTAL AREA HEATING (comfort 
circulation that matches most 
expensive ‘‘central’’ heating systems)! 


@... because MONOGRAM’s 
big new advertising promotion is 
the most exciting campaign ever put 
on by a space heater manufacturer. 
Prospects will come to your store 
in droves... and they’ll ask to see 
the MONOGRAM Heaters 
demonstrated! (If you’re interested 
in the complete details of this 
exciting, sales building promotion 
just fill out the coupon below. 

No obligation!) 


@... because the MONOGRAM 
Coop Advertising program helps you 
build sales . . . make better profits! 








Present Heater line 


Signed..... ‘ Title.. 





13. 


r' Seeoeeeugseereg 
, : 7 
4 Quincy Stove Mfg. Co., Quincy, Ill. 8 

' 
’ | would like to know more about the MONOGRAM ' 
I] Franchise and the MONOGRAM Heaters Please ' 
, have your salesman call on me Send Literature ' 
' 
' ' 
' Store Nome ' 
' ' 
' Address ' 
' ' 
. Town... State . 
' ' 
+ ' 
' ' 
t ' 
' ' 
: 














ECONOMIC CURRENTS 








Despite Pessimists, 
It's Still a Boom 


By the McGraw-Hill Dept. of Economics 


¢ earch for signs of recession or depression continue 
But the outlook for the over-all economy is good. Here 
re the reasons why 

Consumer income is at an all-time high And the prospect 

that per onal income will go even higher. largely because of 
built-in wage and salary increase 

Consumer spending also is at a record level. And it should 
continue at this all-time high because consumers are confident 
that more good times lie ahead (Economic Currents, March 
1957 

With the exception of automobiles, retail sales to consumers 
ire running about five percent higher than last vear at this 
time. Of course, part of this is merely a reflection of higher 
pric Keven so, total volume is greater than a year ago 

Busine investment is running at an alltime high and 
ontrary to greatly overplayed reports of minor cutbacks 
there is no evidence that the somewhat higher level of capital 
pending planned for 1957 will not be attained 

Government expenditures—national, state and local—are at 
in all-time high for peacctime, and going up 


PHREE REASONS FOR CONFIDENCE. ‘Thus, the 
three major areas of our economy—consumer income, busing 
investment and government spending—pomt to continued 
record levels of prosperity But within this generally rosy 
slow, there are these weak spot the plight of mall busine 
the decline in housing starts and lagging auto sale 

Some concern has developed with regard to the auto indu 
try. ‘There has been less of a rush to buy 1957 model cars than 
the industry had hoped there would be. Of course, the major 
part of new auto sales occur in the pring month Vhus, the 
decisis tory about the succ of this model year will not be 
told until the end of spring. In addition, more new model 
re due late in the year which could boost sales considerably 

Since the end of 1955 there has been a slump in hom« 
building. Until recently it has not had any noticeable effect 
on the over-all econom But now it has begun to cut into 
the appliance market. Because of a lack of demand, inventoric 
of apphances piled up to such an extent that several manufa¢ 
turers felt it necessary to cut production 


HOUSING SLOWS APPLIANCES. ‘The principal reason 
for the decline in housing starts is the low interest rate on 
overnment financed mortgages Although there has been 
ome pressure to ease the housing situation, Congress has 
hown little inclination to take any action at this time. ‘Thus 
there scems little likelihood that there will be a pickup in 
housing beyond the usual spring rise 

\nd, appliance sales from this area will reflect the continua 
tion of the low level of housing starts during the first half of 
the year Ihe prospects for the second half of the year ar 
better, since by then some action may have taken place to 
pur home construction 

\t this point there is some doubt that even the tax relief 
promised to small busine in the political campaigns last fall 
vill be enacted, Even so, it should be noted that no Congr 


has ever given more consideration to methods of relieving small 
usiness from its heavy tax burden 

Ot th Inany propo il being suggested the one most 
frequently mentioned is to tax profits up to the first $25,000 
it a rate of 22 percent—instead of the present rate of 30 per 
ent. Profits above $25,000 would be taxed at 52 percent—the 
ime as the current rate his would give a break to small 


ompanies, but not to the large. A big factor in determining 
whether or not Congress will pass such a measure will depend 
Continued on page +] 
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“” Motorola leads in 
Portable Profits 


eons 


BOTH TV 
AWD RADIO. 









- & © 
PY a 


When folks reach for the handle, 
your sale is half MAGE (ana they witt, because... 
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ON NEW 
MOTOROLA" 
PORTABLE TV 


RIGHT IN THE HANDLE— 
RIGHT UP FRONT—ARE 
PUSHBUTTON ON-OFF, 

VOLUME, STATION 
SELECTOR AND FINE- 
TUNING CONTROLS 


FINE STATION 
PUSHBUTTON VOLUME Finis celecTOR 
ON . OFF 


wt’ 





ON NEW 
MOTOROLA‘ 
PORTABLE RADIOS 






ONLY MOTOROLA HAS 
THE ROTO-TENNA. 
IT TURNS LIKE RADAR 
TO SWEEP IN STATIONS 

OTHER SETS CAN’T REACH. 
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The handle is to tune with 


NEW MOTOROLA PORTABLE TV 





























Prospects just naturally reach out 
to touch the handle of Motorola’s 
new Americana Portable TV. 

That’s the beginning of a sale. 
Because here’s portable TV that 
lets you watch the screen while you 
tune the set. The most used con- 
trols are right up front where folks 
want them. 

Here, at last, is Portable TV that 
gives console convenience and con- 
sole performance, too. You get big 
screen, big sound, big convenience 
and beauty. 

No wonder folks reach for that 
handle —then reach for their wallets. 














MOTOROLA "AMERICANA" 


Exclusive tuning handle, 


MOTOROLA "SUPER AMERICANA" 
Super sales feature — Motorola's tun 
Magic Mast single post an ing handle, super screen size—17 BUDGET PRICED PORTABLE TV 
tenna system’, completely over-all diagonal, super-sensitive Ihe beast value ever the big 
finished back, “Zero-in"’ 4 single pole MAGIC Mast antenna gest buy ever. his Motorola 
wafer Cascode Tuner, alumi system*. Lifetime PLAcir® chassis, Portable TV features the 
num cabinet, earphone* for aluminum cabinet, completely fin same tuner used in $300 con 
private listening. Four two ished back, earphone* for private soles. So you can offer real 
tone color combinations, listening istune tube viewniin area performance at a sizable 


...and a new exclusive super- 
sensitive antenna 


Motorola’s single 
pole MAGIC MAST 
antenna system out 
performs rabbit-ear 





antennas... tele aluminized picture tube with 155 sq. in. l-year warranty. *Optional, saving. 14° over-all diagonal 
] scopes into the cabi l-year warranty. (Shown ; picture tube (104 aq. in view 
net for easy porta- 14P11-2, 14” over-all diagonal Motorola s new 110° tube able area), with l-year war 
bility picture tube.104 sq. in. view ~ ~~ 4" shorter from front ranty. Shown: Model 14P6 





able area.) *Optional. j | back, Truly trim TV 


lighter, too 


The handle is a rotating antenna 


NEW MOTOROLA PORTABLES with new styling, new features 














The smartest, trimmest, lightest 
portables ever—yet real heavy- 
weights when it comes to perform 
ance (thanks to Motorola’s exclu- 


sive Roto-tenna handles). Lifetime 





PLAcir® chassis play on AC, DC or 
batteries. Lightweight steel (not 
plastic) cabinets covered in rich 


, 2 


| "sr 











scuffproof miracle fabrics. Sell? 
You bet they do! 


y Gol 





CORSAIR. Big performance at a budget 
price. Even has exclusive Volumatic* 
control for constant-level listening. Mod 
ern, tapered case styled in Grey Tweed 
with Maroon trim. Model 5P31 





ELECTRICAL 








LE J 
FIESTA. Inachoice of Red, 
Navy, Yellow, or Ceru 
lean Blue with Gold trim 
Like all Motorola porta 
bles, it has a shatterproof 
metal case (not plastic 
Covered with scuffproof 
miracle fabric Model 
5 P32 


sg 


RIVIERA Has earphone RANGER 700 
jack for private listening more tube 





Rich clear tone from sets this size 


Golden Voice” speaker power thank 
Choice of two-tone An 


tique White and Laven cir” chassis 





Has one 
than other 
xtra 
a to Motor 


ola's space-saving PLA 


In Navy 


der, Antique White and with chrome trim or 


Suntan with 


Model 6P54 


Navy, or Antique White 
Model 5P33 


Gold trim 


TRANSISTOR POCKET 
RADIOS. Low-cost battery 
laste up to 200 hours 
Earphone jack for pri 
vate listening. Trim, 
pocket-size case if COV 
ered in Mocha and Beige, 
Flame and Beige, Ceru 
lean Blue and Beige 
Model 6X31 (or Navyand 
chrome Model 6X32 


and look how Motorola is reaching prospects for you 
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MOTOROLA 


World's Largest Exclusive Electronics Manufacturer 





B pecifications subject to change without notice 
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How Motorola reaches 
millions of portable 


prospects 


Mass media advertising in =~. 
penetrates every shopping area | 





RB POWER ont 
suet sensevivity 
~ athere 


Here’s the kind of impact that gets you action. Full-color 
full-page ads, massive spreads, insertion after insertion 
appears in such publications as LIFE, LOOK, ESQUIRE 
HOLIDAY, SEVENTEEN, and SPORTS ILLUS- 
TRATED, plus many others 

Result—a steady stream of customers for Motorola Port 
able TV and radio millions of presold Motorola 
prospects 


and Motorola sponsors national 
figures like BOB FELLER to ‘pitch’ 


for YOu ... In national ads, in store promotions 





Here's another one of Motorola's dramatic promotions 
this one built around one of baseball's all-time greats, 
Bob Feller 

It's a promotion that has all the excitement of a ninth 
inning homer. It’s a fireball promotion that'll bring record 
crowds when Bob Feller starts pitching in national ads 
in your windows 


Bob Feller, all-time pitching great. Now 
Motorola's counselor on youth athletic 
activities. He'll be pitching for Motorola 
and you in national ads 

Buyers’ view of you—your window! It's a 





stopper. You get a raft of display and pro 
motional material: Life-size cutout of Bob 
Feller, glossy photos of Bob, newspaper ad 
mats, banners, streamers, posters, Bob 
Feller M book “How to improve your base 
ball."’ You build traffic and good will by 
offering Bob Feller’s autographed baseball 
for only $1.49 (out of which 25¢ goes to the 
buyer's favorite Youth Baseball League), 
regular price $2.50 





YOUR PROSPECTS WILL REACH FOR MOTOROLA PORTABLES. 
WHY NOT REACH FOR YOUR PHONE and 
talk to your Motorola Distributor today ! 





World's Largest Exclusive Electronics Manufacturer In Canada: Addisons, Ltd 
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ECONOMIC CURRENTS 


(continued) 


n how l ID | nn ft t 


the Administration 


SPRINGBOARD FOR INFLA 


PION? Many fea hy MeCN | i : — 
yressed that the new federal budget — _— and Gardens 
} Homes 
i pri ird for an inflationa _— \\ aye ADVERTISERS who USE 
pre But the federal budget, a | 
ubmitted to Coner« bv President j — THIS EMBLEM MAKE 
uisenhow not a springboard to 


; . \ 
i federal pending spre If it were S| we YOUR SHOPPING EASY! 


ul ted b Nii Hoover 


i Wa 
ind Mr. Humphrey, then we would 
be m for a iolent urge of infla 
tion—and then a tremendous let 
lown 

Thi nflationar jr vould 

ur because, with the notabl 
exception f housing, the econom 

running prett lose to capacit 
oth in available labor and mat 

Thi t would be impossibl 

to push up government purch 
vithout pu hing up price 

he dang if a budget of « 
the ul if proportions | that it 
vill be me iT to continue high 
ites to } p the budget balanced 
Such large tax ink if up th 
ivings required to finance an ade This Better Homes and Gardens two-page advertisement in April... 

another in the Post, April 6, a full page in Life, April 1... feature 

ciate tia i alii the names of advertisers using the Yellow Pages emblem. 


Never do something today if you 
can take a little time to think about 
it and do the same thing better 
tomorrow 


OBB DBD DE DODDP DDD PPB 
quate Dusin investinent program 

ind kill the incentive to invest in 
risky enterpri by taking such a 





larg ha of anv income from 
dome it 
Phus, although there are trouble 
resus makes your Yellow Pages 
inlikel that the will develop ad eH 4 
into such proportions a to have a 2 a e 
ignificant ettect on the over-all 
“~~ advertising even more profitabl 
egment of the cconomy—con 
umer income, business investment 


ind government spending—the gen 


ral outlook for the nation’s econ 

ymy is good End The Yellow Pages emblem wil! be displayed by 104 leading 
advertisers in their April ads appearing in Better Homes 
and Gardens, Life, and Saturday Evening Post. \t’s part of 
a continuing Yellow Pages emblem promotion. In these 
same magazines, Yellow Pages emblem ads feature the 





oy , 
Se i] names of tie-in advertisers. 
yh ! Frigidaire, General Electric, Hotpoint, Hoover, Kitchen 
4 > Aid, Magnavox, RCA Whirlpool, Westinghouse, York are 
; = 1s : , . 
¢ — among the firms participating in this tie-in promotion. 
2 } -— 
i - Bell telephone companies promote the Yellow Pages em 
l= blem locally in newspapers, television, billboards and 
) ( other media. Many local businessmen also display the 
emblem. Find Your . 
7 a = ; Nearest Dealer 
al aia a What does this giant tie-in promotion mean to you? More people in The 
SHO Ccircul JU SAY 4D 


JST HOW MUCH WILL IT COST TO 


MUCH WILL will use the Yellow Pages to find who sells the products 
LENGTHEN IT? 


and services they see advertised. 


Yellow Pages 


Your own advertising in the Yellow Pages will be more 
effective than ever. 
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OPERATION New General Electric 


BIG TICKET 





to get your full share of 





Realistic Big Ticket Plan, available through 
the help you need—from 


ODAY’S astonishing kitchen appliance market, with its 
heavy trend toward complete kitchens, is big, booming 
and begging for attention. 

Its surface has barely been scratched. 


Now Big Ticket comes up with a complete program of 
all-out assistance to let you capitalize on this opportunity. 
Now you can sell the most wanted line of complete kitchens 

practically on a shoestring. 





We're not asking you to swallow that whole. We want 
to tell you what you get on Big Ticket—from beginning 
to end. 





First of all: realistic financing. Big Ticket begins by giving 
you the most effective selling tool in the business—a spar- 
kling General Electric Display Kitchen—on credit terms 
available through General Electric Credit Corporation. 
For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That's a// the inventory 
you need. Your General Electric distributor supplies the 
units you sell as you sell them. 


op 





How do you pay for these sold units? Under its Work-in- 


For as little as $180.00—a 10% down payment 1 may be able to put Progress Plan, General Electric Credit Corporation will 
. — (@ vO) may i ) 

as Ie 11 play Kitk he tn like thi on your floor And that only the be yinninyg finance yout! total outlay lor Major appliance . until your 

Read these pages and find out more! customer’s kitchen 1s completed and accepted. 





You sell without inventory! Your General You sell the most preferred line in the busi You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them Electric ranks first with women Major Appliance advertising 
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TRICAL 


sales plan helps you 


floor plans to finance plans/ 


Now ... about customer financing: New General Electric 
Credit Corporation Kitchen Modernization Plan lets you 
sell for as low as 10% down with less than typical monthly 


car payments spread over not 1, not 3, but 5 full years. 


To help you handle installation 
that go with it 


and get the extra profits 
your General Electric distributor's factory- 
trained specialists will work day-by-day, step-by-step with 
you on selecting and setting up a complete installation staff. 
That’s only the beginning. General Electric distributor ex- 
perts will be at your service to help plan your kitchen 
layouts, color schemes, decoration, design. They'll make 
estimates, blueprints, supply color swatches, even give sug- 
gestions on painting and floor covering. 

If you wish, you can take advantage of a complete selec- 
tion of hard-selling mat ads, radio scripts, full-color promo- 
tion slides, and a full-length technicolor movie for use at 


women’s group meetings. 


And what a line of kitchens you'll sell! The General Electric 













Electric Display Kitchen. 


3 No inventory problems 
Electric distributor warehouse. 


§ Most pre-sold line in the business. 


YOU GET ALL THIS... AND MORE 


1 Delivered to you for as little as 10% down 


2 Liberal customer finance plans—up to 5 years. 


you simply order from General 


4 Plans—plus color, flooring, painting suggestions. 


the rich, ripe kitchen market! 


your General Electric distributor, outlines al/ 


line is years ahead in style, completely integrated in color 
and design, packed with more sales features than any other 
line in the industry. 


Think it over. This market features a high margin profit 
picture. When you sell complete kitchens, you're not com- 
peting on a single-appliance price basis. You're dealing on 
a service basis in the sale of tatlored multi-appliance units. 
And the man who can supply the service in this new field 
is the man who can get the sale—and the whopping, multi- 
unit profil. 


The big beauty of Big Ticket is that it makes it possible 
for you to supply that service and still have time to do the 
job you do best — sell. 


Add it up. This booming kitchen business can make a big 


difference in your career. Get in on the ground floor— now, 


See your General Electric distributor — or send in the 


coupon. General Electric Co., Home Bureau, Appliance 


Park, Louisville 1, Kentucky 


General Electric Company 
Home Bureau 

a new General 
kno \ 


Gentlemen: I want to 


about your new Big 
Name 
Addre 


City 





Live Better... electrically 


GENERAL @@ ELECTRIC 


MERCHANDISING 
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Appliance Park, Louisville 1, Ky. 


Picket Plan 


| 






ire 





An appliance retailer's guide to women, No. 4: SELLING COLOR 


G 






























































= — —-|}\ —— Ma 
NN SS 


How the sale of one colored appliance 
can lead to another 


Women love color. Keeping this in mind can boost your sales. So 
often, the sale of one new colored appliance leads eventually to the 
sale of a complete colored kitchen! 


A woman will grant you that colored appliances are attractive. 
It remains only to show her that they are a sound investment, too! 
Stress the fact that they put her kitchen years ahead. Show her 
the variety of available color schemes. 


For ideas, keep a file of “dream kitchens” from Ladies’ Home 
Journal. The Journal is read by almost half your women 
customers. They respect its judgment, trust its advice. 
That’s why it pays, too, always to feature Journal-advertised 





appliances in your selling. 


The world’s largest magazine for women... JOURNAL 


No. @ in circulation * No.@innewsstand sales * No. @ in advertising revenue 
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NEW models 
NEW styling 
NEW sales appeal 
NEW opportunities for profit 












e hard hitting sales promotion 
e colorful and effective sales literature 


® cooperative local advertising 


ys 


e attention getting displays 


DIEHL MANUFACTURING COMPANY 


Electrical Division of THE SINGER MANUFACTURING COMPANY 
Makers of the world-famous SINGER Sewing Machines 
Finderne Plant, SOMERVILLE, N. J. 
Baltimore « Chamblee, Ga. ¢ Charlotte, N.C. « Chicago « Cincinnati « Milwaukee « Needham, Mass. « New York ¢« Philadelphia 
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Kase YOUr SIGAtS 


WIN A NEW FORD STATION WAGON 


go 











1957 Ford Country Squire 
Station Wagon. 









Seemed > rsh 

















' { 
: ° 
© 
' . * 
* 
. ) ° 
e 
e 
* 
M . 4 
ust Name the Hamilton Beach Guatd 
It’s our chance to make even more friends for 10 2nd PRIZES 15 Sth PRIZES 
Hamilton Beach. It’s your chance to win a Your choice of a complete wardrobe (men’s or Hamilton Beach Model H Food Mixer with 
new Ford Station Wagon or any of 100 other women’s). Suit, overcoat, hat, shoes, shirts, Cake-Mix Timer and juice extractor; chrome 
big prizes. Nothing to buy, sell or rhyme! ties, hose —retail value, $300.00—at your finish. Retail value, $61.95 
Your chances of winning are excellent, for favorite dealer’s 
this contest is limited to retailers and retail 20 6Gth PRIZES “ 
salespeople who sell Hamilton Beach appli 16 3rd PRIZES Hamilton Beach Automatic Fry Pan—the new 4 
ances. Just name the “‘Guard”’ the ““Guard”’ Matching set of famous Hartmann Luggage deeper pan that doubles as a sauce pan. Re- . 


who tells your customers that Hamilton Beach 
appliances are guarded by the only 5-Year 
Guarantee they can get! 

Don't miss this opportunity to win one of 
101 wonderful prizes! Fill out the coupon and 


2-suiter and 20-inch case in smooth two-grain 
airline cowhide. Retail value, $150.00—or 3- 
piece set of women’s luggage 


16 4th PRIZES 


tail value, $22.95. 


25 7th PRIZES 
New Hamilton Beach Electric Food Grinder 





the quick, crankless way to handle those tire- 


Hamilton Beach ‘‘Deep-Clean” Cylinder-Type some kitchen chores. Retail value, $39.95. 


mail it today! 
Vacuum Cleaner with 11 cleaning tools. Re 
tail value, $79.50 


101 PRI Z E * for Hamilton Beach retailers and their salespeople only! 


OFFICIAL RULES 


and mail to Hamilton Beach Contest Board, be final. Entries will be judged on the basis of 
Box 5166, Chicago 77, Illinois 


1 This contest is open only to retailers and sales 


people who sell Hamilton Beach appliances originality, sincerity, and aptness. In case of 


, ties, duplicate prizes will be awarded. All 
2 Simply send us the most appropriate name, us 4 All entries must be postmarked not later than , 


words, that you can think June 1, 1957 
of for the Hamilton Beach “Guard 


entries, contents, and ideas become the prop 

erty of HAMILTON BEACH COMPANY, a 

& Entries will be judged by the Reuben H division of SCOVILL, RACINE, WISCON 
Donnelley Corporation. Decision of judges will SIN, U.S.A 


ing no more than ‘% 
3 Sign your name, store name, and store address 


HERE'S MY ENTRY! 








Address of Store 
Extra entry blanks can be obtained from your distributor salesmen Hamilton Beach Hamilton Beach 
Food Mixer Mixette 


$44.95 retail 


Hamilton Beach 
Automatic Toaster 
$19.95 retail 


Hamilton Beach 
Liqui-Blender 
$42.95 retail 


Hamilton Beach 
Home Drink Mixer 
$22.95 retail 


ra 
. 
Z “« 
: Hamilton Beach Contest Board 4 e 
e@ Box 5166, Chicago 77, Illinois « 
ia) ” — 
Z | suggest you name the “Guard @ 
a 
. 
e (no more than 2 words) ° HAMILTON BEACH COMPANY, A division of SCOVILL 
* 
@ My Name ‘ RACINE, WISCONSIN, U.S.A. 
> N 7 q 
7 Store Name a> 
° . = Ls) —— ¢ 
e Jobber's Name os nf ee —_ 
e Coy >| s 
Z Jobber Salesman's Name e } yr : 
s es i 
-~ es 
e . 
o * 


eeeeece eae eee eeeeeeeeeee ee ee $19.95 retail 
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°. A New Automatic 
Fry Pan! $2295 


retail 
cy The biggest sales edge in auto 
' matic skillets! Thanks to 
deeper walls, this 11!» -inch 
pan doubles as a sauce pan! 
Deeper 3-quart pan holds 2 
extra cups. 








Includes special rack for baking 
potatoes, squash, etc. 
Cover with new moisture control, 


$3.50 retail 
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 vamuon BEACH 
the Only 
ae T 


ear 


kree- Service 


harantee 


in Housewares 
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A New Electric 
Food Grinder! 


Real sales appeal here! 
Quick and crankless! No 
clamping down. Just flip 
the switch, and even the 
toughest grinding jobs are 
a breeze. Wonderful for 
making meat loaf, casse 
roles, etc 


S 3 9.9 5S retail 
Can-opener attachment, 
$5.95 retail 
Slicer-shredder, $9.50 retail 
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with Hamilton Eeach/ 
GET NEW PRODUCT SALES APPEAL 












feature these 2 New Profit-makers 
Low S-Year Guarantee / 
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ina Chevy cab, 
even the 


air is better ! 





... more evidence that Chevrolet Task-Force Trucks are 
engineered better and built better for bigger savings! 





These cab features give you extra comfort and 
safety behind the wheel, extra savings on truck 
maintenance. And they're proof that the most 
modern trucks for your money are Chevrolets! 


Che drawing “‘doodled”’ above shows how Chevy’s High-Level 
ventilation provides a comfortable interior and the numbers 
in the big picture point out other advantages equally as good 


to have around you when you haul! ‘They include 


1 1 roof that’s built for 
Sturdy all-steel construction adds to safety; roof’s unique inner 


safer, more comfortable hauling. 


reinforcement insulates the overhead against heat 


2 A pleaming, durable baked enamel outside finish. Here’s the 
reason your Chevy’s exterior will resist wear better, look like 
new longer! This handsome finish is available in a wide variety 


of color 


3 A Nu-Flex seat that beats the bumps! 


pring 


Deep-comfort coil 
metered air shock damping and 3-way adjustment 


let you take it easy on tough jobs! 


4 A cab that’s rustproofed to last! Doors and similar surfaces 
are rustproofed on the inside as well as on the outside by 
immersion. 

5 Concealed Safety Steps for convenience. Inside each cab door, 
they give you firmer footing, make entering or leaving the 
cab easier and safer. 

6 An undercoated floor, cowl side panels and fender flanges. 
Virtually all exposed surfaces on the underside of the cab 
are protected by an anti-rust coating. 


7 A non-glare instrument panel to make driving safer! The 
textured finish on upper portion of Chevy’s instrument panel 
reduces blinding sun reflections, minimizes eyestrain. 


8 A reliable 2-speed electric windshield wiper* on each side. 
Powered by electricity, their action remains constant under 
all conditions 

Such advantages as these (we’ve shown only a few) combine 
to make everything better in a 1957 Chevrolet truck! You'll 
see for yourself when you visit your Chevrolet dealer’s. .. . 
Chevrolet Division of General Motors, Detroit 2, Michigan. 


"Standard in Serwu »-6-7-8-9-JOO0OO mods 


... biggest sellers because they're the biggest savers! 


CHEVROLET TASK-FORGE 57 TRUCKS 
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Take a tip from the 25 manutacturers 
who pack Tide in their machines! 
Promote with Tide! 


Cie? 1 Special Offer 


GET A HOME LAUNDRY SIZE BOX OF 





WHEN YOU PURCHASE VOUR 


BRAND NEW 
AUTOMATIC WASHER 





















A Product of Procter & Gamble 














Yes, the manufacturers of 25 automatics actually pack a box of 
Tide inside every new top-loading machine—right at the factory! 
They know that more women use Tide than the next three washday 
products combined! So take this tip—take advantage of Tide’s 
tremendous popularity and promote with Tide yourself by using 
the Tide Premium Plan. Here’s how it works: 


1. to create traffic, you offer your prospects a box of regular size 


Tide just for watching an automatic-washer demonstration. 


2. to close sales, you offer your customers a box of Home Laundry 
Size Tide with their purchase of a new automatic washer 


Even after the sale, ‘Tide continues to work to your advantage by 
giving housewives the kind of results they want—the cleanest 
clothes possible! This means you'll have maximum customer satis 
faction and a minimum of in-warranty washability complaints 

For complete details on the Tide Premium Plan, under which Tide is 
made available at wholesale prices less a special promotional allowance 


contact the Tide Home Laundering Bureau, 1106 Enquirer Building 
Cincinnati 2, Ohio 


¢ the makers of 25 automatics pack Tide in their machines. 
* more women use Tide in their automatics than any other washday product. 








34% of all 
automatic washers 


are owned by 
Reader’s Digest families 


They buy more home appliances, 


more detergents, more cleansers, 
more of every household product— 


than any other magazine audience. 


ryXo SELL major hou ehold apphlanes ‘ specially 

| today an advertiser must reach two different 
group the re placement market, and the families 
who are buying for the first time 


You can get both—in every issue of Reader’: 
Livre | he Digest reach 


mathe washe I 


more owners of auto 
than any other magazine and more 


noneowners, too 


It reaches one-third of all American families who 


own automatic washers, nearly One third ot the 


families who bought washers last year, and a simula 


hare of the potential market for 19 


And in the 


unusual OPPOrcunity to he 


Digest, your advertisement has an 
seen and read by the 
and by the 


women who tmitiate such purchase 


hu band: who share in the actual buying 


Lhat’s bye cause every issue ol the Dive st is turned 


to, and read more often, both by men and by 


women, than any other magazine—including those 


edited especially for women 


99 million Opportunities to sell to women 


Nowada y 


men, and when a third of our married women work 


, when women have more schooling than 


at outside jobs, the American “women’s world” 
takes in a lot more territory than ever before. So 
you would expect her favorite magazine to be the 


And it is! 


a substantially larger audience 


same as her husband’s (mong women, 
the Dig St enjoys 
than any other magazine—including those edited 
expressly for women. And women turn to the Digest 


more often than to any other magazine 


| he Dive St "s | 


copies a month 


32 million peopl 


S. circulation is over 11 million 
Every issue 1S read by more than 


and 17,215,000 are women. 
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Whichever you want most—new prospects 
or replaceme nt buyers—the Die st has more 
than any other magazine. 














\ recent market study one oft the most exten- Life, Saturday evening Post, Look, (j00d House 
sive ever made—shows that the average readet keeping, MeCall’s and This Week. This study pro 
pick up and read his COP) of the Digs st on 5.3 vides new facts of value to advertisers including 
different days. That gives the Digest 168 million the latest comparative data on magazine readers 
md Xposure day - And women alone read an average by sex, income, aye, famualy status, educ ational 
issue of the Digest 99,630,000 times levels, household possessions and purchases 

[hat gives you, as an advertiser, nearly 100 kor your copy, send for “A Study of Seven 
million opportunities to have your message read by Publications,” Reader's Digest, 230 Park Avenue, 


women in the Die In this respect, the Digest New York 17, N ¥, 


lead the next mMmayazine by more than (evo-to-one. 


Send for “Study of Seven Publications ’eople have faith in 


/ 
‘| he ( heures Wert take n trom a nationwide study e e 
of “exposure days,”’ a new dimension for measuring re | | y* Qc" 1) \ 1 
) nag Caders oes 
magazine readership. The study was conducted by c 

Alfred Politz Research, Inc., and approved by the 


Advertising Research Foundation Largest magazine circulation in the U.S, 
It covert d even public ations: [2 ¢ ade rs Dige st, l/l million copies bought monthly 
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A MESSAGE TO AMERICAN INDUSTRY ° One OF A SERIES 


A Progress Report on Faculty Salaries: 


UP... But Not Nearly Enou 


Tie cuarr on this page provides a report of other groups whose salary progress is 
the progre lye nig mace in olving u problem charted. 
of crucial importance to every American. The This movement of faculty salaries in the right 
problem is that of seeing that college and uni- direction has many contributing causes. The 
versity faculty members get decent salaric bigs s! single boost was given by the great bord 
his new chapter, which brings the story for Foundation gift of half a billion dollars to ow 
vard two veat from 1954. when it was last college s, universities, and hospitals, almost half 
dealt with in this series of editorials, through of which was ear-marked for faculty salary in- 
1956—has a decidedly cheering element. kor creases, Gilts from business firms have also 


in the last two years faculty salaries have made 





if al hie idway. 


What is Happening to College Faculty Salaries 


Percent Change INDEX. 194( ) 
Two Years of Improvement Real Income Before ae 
axes 
In 1954, in terms of what their salaries WOGE-S4 1956-56 1968-56 
would buy, faculty members as a whole Gelachees Wahace 30 1% 466 190 
were actually worse off, by 5°, than they 18s r 18 129 
had been fourteen years earlier. As the 
chart show over the same period the real in = 
come of the average industrial worker had in 
creased by almost half. And, in what it would 140 
buy, the income of the average physician, with 
proke ional traming comparable to that of 
120 


the average faculty member, had jumped hy 


. ple 
In 1956, however, the average faculty 100 


salary would buy about 12°: more of 








voods and services than it would in 1940. 


Relative to where they were two years be- 1940 1954 Ty 
fore, faculty salaries showed a larger gain Aid to | tion, U.S. Dept. of ( 

. . I t \ | 
over the two years than those of any of the R lept., Met Hill D i 
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helped a lot. And so, in many cases, have 
stepped-up money-raising campaigns by alumni 
groups and cooperative regional and state 


groups ol colleges. 


Still a Long Way to Go 


However, faculty salaries started their 
ascent from such a dismal depth that they 
still have a long, long way to go up before 
there is room for the comfortable convie- 
tion that they are fair, or even safe, fromthe 
standpoint of protecting the nation’s vital 
interests. It still remains possible to find many 
shocking companion pieces for the following 
incident recently reported to a McGraw-Hill ex- 
ecutive group, working on problems of financial 
aid to higher education, by the president of an 
illustrious small liberal arts college. 

“The recruiting officer of one of our large 
industrial companies came to our campus a few 
weeks ago,” the college president said, “and 
offered five of our seniors higher salaries to start 
working for that company when they are gradu- 
ated next June than the salary received by any 
member of our faculty. And the seniors, of course, 
promptly went to their professors to seek advice 
on whether or not they should accept. It doesn’t 
take much imagination to see what this sort of 


thing does to the morale of a faculty.” 


Senior Teachers Fare Badly 


One of the more devastating things it does, of 
course, is to make the more experienced college 
and university faculty members receptive to the 
idea of going to greener pastures, currency- 
wise, in business and industry. 

For these senior faculty members the 
financial pounding in the past 16 years has 
been even worse than the chart indicates. 
While the average real salary gain reported 
by the chart has been 12°, the average 
salary of a full professor still buys less 
than it did in 1940. This is because most of the 


salary increases have gone to beginning instrue- 



































tors, for whose services industry has been pro- 
viding the sort of competition reported by the 
liberal arts college president. 

And it creates this financial lackluster of 
posts as senior college faculty members right 
at the time their services are needed more than 
ever to handle the oncoming flood of college 
and university students. Between now and 1970 
college and university enrollment is expected 


to double 


What is Needed Now 


What is clearly needed is a continuation 
and intensification of the drive to increase 
their salaries to a point where college and 
university faculty members will be sharing 
somewhere near fully in the general pros- 
perity of the nation. It could be counted good 
progress in this direction if over the next two 
years faculty salaries on the average were to 
go up another 12°,, with most of the increase 
concentrated in the senior faculty ranks. And 
this can be made possible only through more 
outside contributions, 

There is reason to be encouraged hy the prog: 
ress that has been made over the past two years 
in bailing college and university faculty mem- 
bers out of the terrible financial hole into which 
they were allowed to slide. But there is the most 


urgent occasion to keep at it and harder, 





This MeESSALC is one of} a series prepared hy the 
UcGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
o} important nationu ide dea elopments that are 
of particular concern to the business and pro 
fessional community served by our industrial 


and technical public ations, 


Permission is freely ( vlended fo neu spapers 
groups or individuals to quote or repruu all or 
parts o} the text 


Kouta UMibvam— 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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Anew Maytag with 





Model 140 All-Fabric 
Automatic Washer 





Model 123 Highlander Model 130 Supermatic 
Automatic Washer Automatic Washer 
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VARY GRE Gets 


to sell the 
Middle Price Field! 


Sigemmilte (30 


AUTOMATIC WASHER 




































Fifteen Fancy Features at a Plain Price 








e@ Fully Automatic @ Automatic Water Level Control @ Lighted Dial @ Flush-to-Wall Installation 
@ Fully Flexible @ Full-Time Safety Lid @ Pushbutton Water Controls @ White Porcelain Wash Basket 
@ Cold Water Wash and Rinse 
(as well as hot or warn @ Guaranteed Rustproof Cabinet @ Gyrafoam Wash Action @ Adjustable Leveling Legs 
@ 3926 Lint Removers @ Full-Width Back Panel @ Deluxe Styling ————— al = Ng ee 
(a SP emacs ee) | 
— 
e 
PRESENTING THE STRONGEST ENTRY YET in the medium price 
field the only deluxe automatic washer in this price class , 
the new MAYTAG SUPERMATIC 130! With it, Maytag dealers now 
outclass competition in every price area. For the high-end All 
Fabric Automatic is without equal in every respect. And the —— 
2 
low-end “Highlander” has the value to get the volume. For the | [ie 


exciting details on the new “SUPERMATIC 130,” see your Maytag > a 
The new “Supermatic 130 


Regional Manage r or Distributor. Automatic Washer and matching Dryer (gas or electric) 


| AG 
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Sales Department, The Maytag Company, Newton, lowa 


| arm interested in the possibility of a Maytag franchise in 
my city 


Signature 


City State 


- 
t 


_——— re 





ee 


ra spells more 


profits for the dealer” 


says THOBEN F. ELROD, President, Thoben Elrod Co., Atlanta, Ga. 


Distributors of Norge, Emerson and other leading lines. 


( ‘ 
AOMMERCIAL CREDIT give 


gives strong support to out 

dealer We've found their factory-to-customer 
financing cuts the dealers’ costs and facilitates all 
financing arrangements. Also ComMMerciaAL CREbDI1 
PLAN insurance benefits have proved to be strong 
iles closers and the resale follow-up notice has been 
responsible for many repeat sales. No doubt about it 
Commercial Crepir PLAN spells more profits for 


the dealer. 


Fd 


Commercial Credit dealers 
are successful dealers 





Write or call our nearest office for complete 
information on the benefits of COMMERCIAL 
Crepir PLAN. Why not do it today? 


COMMERCIAL CREDIT CORPORATION 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore ‘ Capital 
and Surplus over $200,000,000 . . . offices in principal 
cities of the United States and Canada 
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Does the 
Appliance 
Dealer 


BELONG 


In Electric 
Housewares ? 


YES, say manufacturers, who point out that the dealer sells almost a third 


of the industry's output and that his dollar volume in housewares can be 

expected to increase as the industry grows 

MAYBE, say dealers. who have some serious reservations about price 
, | 

cutting, competitive pressures, and the time and effort it takes to sell 

“small’’ appliances 

IT’S UP TO THE DEALER, say marketing experts, who point out 


that many retailers today are too concerned with what the other guy’s doing 


and too little concerned ove1 plotting their own course 


Story starts on next page > 











Does the more people re cutting themselves m on th ome manufacturer iv bluntly that the 
industr pi but it 1 equalls tru that dealer ha no right to ans share of the 
a the pie itself is growing ste idily larger. | busine no Claim to any special considera 
Appliance re to put this growth of competitive tO tion, and must make his own niche by hi 
i proper relation to the growth of the ind own efforts 
D / t has given lot f pe opl 1 bad case of Before the war few appliance dealers sold 
ea er tter As Cory vice-president Norman Sch housewares,” says one manufacturer Afte: 
el puts it “everybod ifraid the othe the war when everybody found out you could 
BEI ONG running off th the busine cll housewares easily the dealer jumped on 
his is why any examination of t the bandwagon Implicit in this manufac 
e place in the electric housewares pict turers comment the belief that some of 
- 
in Electric nust berm vith i brict Kamimnation yy th the newc! outlet have just i much “right 
clectne house i j t is a whol to electric houseware volume as doc the 
H oD ipphiance dealer 
ouse ssaiialiaieda | 
u wares s The Big Picture Not all manut ire that outspoken 
But most feel that the ippliance dealer to 
| A thie rdustri have bee i ible t 
CONTINUED o* lav } px nding time omplaining about th 
t ck e their doll n f ( ' 
ible their dolla petseEEe SEE busine which uld better be devoted to 
And cu other } ( ri iT | oO 1 1} 1 
sid t l ld ice ( lid be pping up h ] of it 
TO of ‘ cl rom cont ed rowth : 
” du hich proms min Just how hig the ipphiance dealer 
s ’ | ' f more { , y CON ’ > 4 
“ cars | ats hare of the ¢ tric housewares market 
i tant mothe ect hou ach January in its annual Statistical and Ih . : lificult juestion to answe! 
| ] dil il f it} , Cl 
list than he thinks he on \fork | me t 
’ man he thinks he do Market Planning | f KrrerricaL Mes pe eae ere edllects wnaly Geen 
! ti ! i i \n ANDDISING t t ulati vt nail 
se : : Some manufacture do have access to such 
yphiance de rimsell " ’ I Such — statist re necessa ' 
, , Foul nformation through warrantv-card return 
t skepti | ) t} a t plet | oOmew t «a iit t 
| i l i i ! ! ! Hy 1} ba a l But in eat hi , rr data re presents onl , 
muracture i cad t that t j 0 ti yur pose i“ il 1 
— ' nel ompal CTICTICS As far as indu 
ince dea nts f lete because tl re host of item 
: ws : ” we tryv-wide patt oncerned few manu 
wercent yf ft list , ' no y] tr olbt i] 
: hich Nposse -" facturers will cn attempt to estimate the 
" { that | uld d ( iW fioure Sucl list lice coftee grinder ; ; 
' re es . . : distribution breakdown. General Electric 
' fact . y it a | ( ' ( etth i COOK 
sechldhataae “ u ’ Iryers, hot cups, tea ket “BF . Sahloff. however. offers thi timate 
but the i i tron that ¢ b fe har nel Drat porizel im 
arpen i | | clectne h cware is distinguished 
| le j rut | j it] na WC! md other Lhe iT¢ difh ult f —" iff az ,] . 1 f d hy low 
fro i ipphance liste 
le him { rise or oO t ( « LS . 
wwe i PSISuve pulpy Klectrical dealer 28 percent 
cot not mean that i tf pe i matter of only a year or two 1 complete Department ; ( 22 percent 
n manufact But it does m tem can loom large in an industs Hardware st 12 percent 
iTct\ ( d ( 
hinutact think tl cle f nw h at t ey higur row 
! ! ! ' 1 hy 1 | did lif evel if ( ! lh urniture dri ly tore 16 percent 
rth portunity i before Thu the 1956 heur nelucd \]] thes 22 ' 
1 othe Z percen 
| ! \n ! { van-skillet Well over million ‘ 
san . | trathe a in vhich, in addition 
+} , 4 ‘ ; ( ‘ eCVOT hyit hie 
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bape t ket ict t nt t irket until 1954 
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' ! ; ‘ \ 
' ' ' ' ' ' ' ' 
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\ I fion 
P “a f ( , 
' 1 
{ + \\ WS ( ' ' , 
. t tion f 19 
fact , 10 ' ' ' ' bef ' 
' ' ' f Ivpe of distributor Percent of total 
j j thy , r 
f blect 
II ' 12.9 
' v ' ' ' s of t ' 
lew 69 
' / try] ; t+ } + 
\\ 
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( 
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| 
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I) \ i r ft i ill t ( lu lan | 
; ; , ta} " eth thy ) } Mail 
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Right or Wrong, Dealers Have Strong 
Opinions About Electric Housewares 


From above listed name, in order of im- 
portance, the three that return the biggest 
dollar volume: 

Ist Place 


Question 5. What percent of your total 
annual Appliance-Radio-TV 
net profit is provided by 
Electric Housewares? 


2nd Place 3rd Place 




















Dealers Dealers Dealers Number Per Cent 
oe ve No. % No. __% Dealers Dealers 
Skillets 72 54.1% 28 210% 10 7.5% nian: i — —y T2 6m, 
Irons 39 29.3 49 36.8 27 20.3 15 36 40.9 
Mixers T $2 20 15.0 21 15.8 6-10 20 227 
Question 1, Do you handle Electric Bed Coverings + 3.0 3 2.3 $ 3.0 11-15 7 8.0 
Housewares at present? Toasters =z |W 16 12.0 32 24.1 16-20 3 34 
Number Per Cent Coffeemakers 2 15 ® «7 19 143 91.25 9 23 
; eaters _Dealere Shavers 2 15 3 23 7 53 ; APE ihc ; 
1 t Yes 146 84.4% aa “ : eT... ae Fe I re 
No. 27 15.6% F's. Polishers : = oa Total Dealers Answering 88 100.0% 
— 2 — Clocks l 8 > ae 6 45 N siiaie 58 
Total Dealers Answering 173 100.0% ee 8 ; 8 5 98 o answer ) 
Heaters l 8 l 8 : Question 6. What percent of your Appli- 
If No, please check or indicate the reason Hair Dryers l 8 ance-Radio-TV floor space is 


: . peices: ft) _ Sa devoted to Electric 
why you don’t handle them in the space Total Dealers 133 100.0% 133 100.0% 133t 100.0% 





’ 
provided below. N ; ' Housewares? . 
— No Answers 13 13 13 Number Per Cent 
Number Per Cent i Deal 
Dealers Dealers tThird place includes 2 dealers mentioning two products — —— ae—«8©< ealers _ Dealers 
Service problems 5 20.8% One or less 8 6.3% 
Too much sales effort for Question 3. Whatis your annual Electric Two 17 13.5 
the dollar return 9 37.9 Housewares dollar volume? Three 7 5.5 
Distracts customers from Number Per Cent Four l 8 
major appliance & radio Dealers Dealers 
TV displays 1 16.7 =z —- “aT Five 27 214 
Price cutting 16 66.7 Less than $2,500 S sage 6-10 43 26.2 
Other t 16.7 $2,500 — $9,999 44 35.5 hee nn) row 
a ee : t : 
lotal Dealers Answering 24* 100.0% * $10,000 24,999 36 29.0 F 16 
6-21 4. 
No Answers $25,000 — $49,999 15 12.1 soe . as 
919 € 
50,000 — $99,999 9 7.3 ened 7 ~~ 
: . 26 & ove 4 3.2 
Question 2. 1f you do handle Electric $100,000 & over 5 4.0 - _ Cnet 
Housewares, please indicate Total Dealers Anewering —Ti4 100.0% Total Dealers Answering 126 100.0% 
~ ‘ No Answers 2 
which of the following electric as Rieainin 29 No Answer ) 


housewares products 
you handle . . 


~ 


tverage Volume Per Dealer — $22,063 Question 7. Approximately what is your 


Number Per Cent fverage Volume Per Dealer Exclusive Electric Housewares turnover 
~~ : _ Dealers Dealers: of $100,000 & over Group — $15,410 each year? 
Bed Coverings, Electric 106 72.6% Number Per Cent 
- Dealers Dealer 
» _ ( 7 . . 
Blender 109 14.7 What percent of your overall Appliance 0 5 Wh 
- , GF ‘ . ne 2 / 
Broilers 12 49.3 Radio-TV volume do Electric Housewares : ‘ 
P 0 q 9 
Broiler-Rotisseries 63 43.2 account for? Iw 13 10.2 
. 115 18.8 Number Per Cent Phree 29 22.8 
des ‘TS der ‘Ts “o , 
Coffee Grinders 0) 20.5 r a a : Four 7 a06 
Ine ) QY ‘ 
eT 145 99.3 ; i : : Five 18 14,2 
wo 
Corn Poppers 105 71.9 Th - e . ~_ a pipe 
pede ~ site 133 911 ree ] 5.5 Seven or more 20 15.8 
) y 7 ; 
Een Cookers 10] 69.2 Four lotal Dealers Answering 127 100.0% 
Five 26 20 5 
Floor Polishers 82 56.2 No Answer 19 
H ; 6-10 46 28.3 
F Jryers 6 if 
air Dryer 1] V5 11-15 9 7] Question 8. Have stamp plans hurt your 
> > ”) 2 
Heaters 122 83.6 16-20 10 19 Electric Housewares business? 
Hot Cup or Water Kettle 66 45.2 91.2 P 39 Number Per Cent 
~ J } ‘ 
Irons, Steam 143 97.9 26 & z 39 Dealers Dealer 
. Irons, Dry 143 97.9 wee ° : A great deal 47 34BY, 
° ote ‘alers Answe y 27 00.0% , 
cei Sitneeil 129 88 4 Potal Dealers Answering 127 100.0% Some 6A 474 
i le r 9 , 
Knife Sharpeners 90 61.6 we Answers » Not at all 24 17.8 
Mixers, Portable 144 98.6 y 1D F El Potal Dealers Answering 135 100.0% 
; uestion +. Do you buy ur Electric 
Mixers, Standard 145 99.3 4 he day Ag aa No Answers 1} 
p bl z : Housewares at present from 
Ovens, Portable 39 26.7 "se . ; 
, re . , . these types of wholesalers? Question 9. Do you prefer to handle 
oasters ) 4 t 4 t " 
Roe er ) 8 I a r , nt Electric Housewares that are: 
aste ) 97.3 "aler Jealers 
Toa ters 142 7.3 = ve - ea ; Number Per Cent 
Timers 81 55.5 Appliance Wholesaler 134 93.1% Dealers Dealers 
Sandwich Grills 129 88.4 Drug Wholesaler ] ‘ Fair-traded 124 91.2% 
Shavers 120 22 Hardware Wholesaler 54 37.5 Not Fair-traded 7 5.1 
Skillets/Fry Pans 145 99.3 Jewelry Wholesaler 5 3.5 No difference or both 5 3.7 
affle Irons c 99 5 ; alle . o 
Waffle Iron 135 12.5 lotal Dealers Answering 144* 100.0* 9, lotal Dealers Answering 1% 100.0% 
Total Dealers Answering 146* 100.0% * No Answers 2 No Answers 10 


*BECAUSE OF MULTIPLE ANSWERS 


ELECTRICAL MERCHANDISING—APRIL, 1957 


THE FIGURES 


DO NOT ADD TO THE TOTALS SHOWN 
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*30,000 a Year 


C. W. Loeb makes about $7,500 a year gross profit from electric 
housewares because he sells them in a way that keeps the same 


customers coming back By FRED A. GREENE 








NLECTRIK housewar pla no black ittribut i good portion of his $180,000 ‘TV 
D heep role in Texas dealer ¢ W ind major appliance volume to the fact 
Loeb’s stor Because he put reat that satisfied small appliance customers be 
tre on their sale, housewares help boost lieved they would get similar service and 
his profit picture and generally give impetu itisfaction when they purchased big ticket 
to his overall ippliance busine items at Loeb 
In 1956, Loeb’s Appliance Store did a In these days of cut-price selling of house 
$30,000 volume in electric houseware it wares, I find that unk i dealer make in 
a 25 percent gross profit. In addition, Loel effort to move small appliances at a profit, he 


APRIL, 





CENTER AISLE displays at Loeb’s attract prospective housewares buyers because they are neat, surrounded by majors, must be passed to get to the counter 


in Small Appliances 


not ) th l it hh 
yn t hin few prospects 1 i DI 
ticket item n hie innot 
without making a od profit. B 
ing the utmost in service and satisfaction 


t a profit—in sale of housewares, I’ve been 
ible t teadily imcrease m' olume and 
I’m constantly told that such satistaction 
has led customers back to the store for major 


purchase Loeb points out 


Service Must Be Good 


One of the major complaints a customer 
has after buying an electric houseware 1 
low service Loeb tri to correct this by 
making every effort to repair an item on 
the spot when it is brought to him 

Slow service is irritating to the customer 
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Demonstration, Display and Service are 
important cogs in Loeb’s sales planning 


After he ha 
lian ind doesn’t want to be without it 
If I can’t fix it 
on the spot, I personally take it to a repair 


eotten used t hi mall i} 


longer than is necessar 


il} 
tation in Beaumont and pick it up after 


it repaired I call the customer when it is 


read Naturally, the customer appreciates 
the wing in time and my _ personal phone 
call leaves them with the impression that 
their small item meant enough to me to 
take the time to call them Chis way, 


they feel certain I'll show at least as much 
consideration when they buy major appli 
nce Loeb Sa) 

Loeb doc 


extra eCTVICE if the item is in’ warranty 


not charge customers for this 


If it is not in warranty, he adds 10 percent 
to the bill to cover his costs and to secure 


nough profit to pay for trips to Beaumont 


t\ 


for im-warran merchandise 


Charge Account Available 

Most housewar 
Loeb does recognize, 
ersons find it a little hard to pay, let’ 
iv $29.95, all at once, yet they don’t want 


purchases are for cash 


however, that mam 


to go to the trouble of buving small item 
Loeb TIVe the Cu 


mer a charge account (either with or with 


n time payment plan 
ut a down payment) and lets him pay the 
mount in full anytime up to 30 days without 
xtra charge After 30 days a 10 percent 
irrying Charge is added to the balance 
I’his policy has paid off in two wav l'irst 
most purchases are paid for in the 30-day 
period and thus Loeb doesn’t tie up too 
Second, the accounts 
that do take longer help to increase hi 


much of his capital 


profit by adding the 10 percent to the bal 
ince. In December 1956, for example, Loeb 
made $150 on carrying charges for small 
pphance 


Frequent Advertising 


Loeb advertises frequently. But he doe 
not go in for big, lavish layouts. By run 
ning smaller ads—the biggest may be 4 


olumns by § inches and usually only to pro 


mote demonstration he can have more 
nsertions for the mone He feels that a 
irge ad tends to create the feeling that the 
ile rot stuck and is trying to unload on 
th | i! F 
I don’t know why,” Loeb sa Lhe few 
ids | run didn’t pull and I be 
iu the public thought I was t 
rid of the leftover Ihe smal 
m to create more prestige ind thu 
impression [ handle good m 
hnandl it all time 
Loeb d leaders t help | ost n 
t t no imstance will his advertise 
( eC tv in number. In cases where 
cade ire used, the margin of profit dr p 
I ipout ) percent to between U an 
r t Th lea D 
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low moving items. They are not off-brands 


Frequent Demonstrations 


Demonstrations are held about every si, 
weeks and are conducted either by G-l 
officials or by personnel from Gulf States 
Utilities. No time schedule is set up for the 
demonstrations. Products are exhibited when 
ever a customer walks in. 

I'he store generally just advertises demon 
strations, but frequently will try to create 
added interest through giveaways of calen 
dars, toys, meat thermometers and the like 
Mostly, gifts are co-oped with the «istnibu 
tor, but on other occasions Loeb pays the cost 
ind chalks it up to good wall advertising 

“Like I’ve said, a small sale can result in 
a big sale and if these gifts bring them 
both, I’m satisfied,” he adds 

In his small appliance displays, Loeb 
doesn’t put them off in a corner to languish 
Since they are important to his business, they 
are displayed in the middle of the floo 


surrounded by all major appliance 


Three Counter Displays 


Ihree counters are devoted to houseware 
but electric ire not 
clectri Both serve to attract customers to 


each other and provide Loeb or his two 


eparated from non 


salesmen with a chance to show prospect 
items they didn’t come in to buy 

“For example, we recently had a woman 
ome in for a skillet. We showed her a fine 
cast iron skillet but her eyes settled on an 
clectric on She 
1 ilesman often hope for and after a 
hort sales pitch, we sold it to her—at a 
better profit for us, of course,” Loeb re 


ill 


Ihe store does not high pressure an 


expressed the curiosity 


one. Loeb believes customers know mor 
bout their needs than does a_ salesman 
Sut Loeb does find it essential to point out 
the good, prompt service his store gives and 
the convenience of use from an electri 
iouseware. Only standard brands are stocked 
General Electri Westinghouse and Sun 
beam 

Loeb make it a point ifter the sale to 
vrite letters personally thanking customer 
for buying at his store. He promises thi 
utmost in service and invites them to return 
for any other household needs. On mani 

asions, he phones people to find out hov 
their small appliances are working 

“Dollar value of one sale doesn’t dete: 
nine the prized customer. ‘The prized cu 
tomer is one who returns over and over 
gain. The fact that we consider small appli 


nee pure hasers valued customers has helped 


is to increase our business and our profit 
Oy ervice and personal attention negate: 
e argument and he Ip to create added 

il] Cal ound Loeb on lude 








DEMONSTRATIONS of small appliances are 
staged every six weeks by home economists 
Gulf States Utilities 
Strations are informal 





INDIVIDUAL displays include both electric 
and non-electric 
types of shoppers 
nister, bought a mixer 


This lady wanted a can 





PROMPT service is one of Loeh’s 


lf he can’t fix a small appli 








Owner Frank Byers and 
three salesmen of 


Washington Home Equipment Co., 


call regularly on 3,000 Lowell, Mass., 


customers to make both sales 


and collections. That’s why .. . 


UITSIDI cllin has been the oOurce 
() of mereasingly prohtable apphance ane 
clectnic houseware iles for Washing 

ton Home Equipment Co., Lowell, Mas 
Qwner brank Byer mad three outsid 
percent of the: 


time to selling customers nght in them hon 


ilesmen devote over 95 


it list) price vile averaging a 40 percent 
markup cr cost Practically all sale 1 
made on an mstallment sales plan, which 
is keyed on Byers and hi ilesmen visitin 
ipproximately 1,500 of hi OOO customer 
mn their hou every week to make weekl 
collection bach saleman visits from 90 to 
125 customers per day generall making 
fast stops just to make collections, accordin 
to Byer 

Phi is OU Vil of meeting aggressive 


Outside 
Pays Him $300,000 a Year 


price-cutting competition 
price avs Byers, who started Washington 
Home Kquipment Company in 1942) and 
built the appliance dealership into a busin 

that is now grossing $300,000 yearly. Practi 


cally all of the installment sales made b 


the company are for two year ind are mad 
vith carrying charge 


Washington Home kquipment 


customer 


rarely visit the tor vhiose ilesmen do 


most of their selling and closing in’ the 
customers’ homes as they make their weekh 
visits to make installment collection Cu 
tomers who are not pre-sold by national ad 
vertising of the branded lines, or who pretes 
to see the product befor they buy, are gen 
erally driven back to the tore by the ik 


man to CxKamine howroom ai pla unit 





LITTLE SELLING is done from Byers’ plain-looking store. Instead it is mainly used as an office and 


as a showroom for customers who may be brought in by the firm's salesmen 
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without cutting 
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Selling 


Approximately two-thirds, or $200,000, of 
the annual gross sales are carried on the 
books as accounts receivable, with half of the 
total sales financed by a local branch of a 
Washington Hom 
.gquipment finances the balance itself 


national finance house 


Keach salesman averages about $50,000 
of sales per year and makes his own weckly 
collections. Savs Bvers, That gives them 
i Opportunity to get on a good working 
rangement with the customer and to b 
the first to suggest a new appliance or electri 
houseware when her balance has been reduced 
ufficientls 


No Commissions 


tach saleman gets a straight salary of from 
100 to $125 per week, depending on hi 
(Continued on page )3 





Byers’ Business in Figures 
GROSS ANNUAL SALES: $300,000 
AVERAGE MARKUP OVER COST: 40° 
NUMBER OF REGULAR CUSTOMERS: 3,000 
ACCOUNTS RECEIVABLE: $200,000 


SALESMEN’S SALARIES: $100 TO $125 
PER WEEK 


SALES & COLLECTION COSTS: 15° 
DELIVERY & SERVICE COSTS: 5° 
ADVERTISING COSTS: |2° 

BAD DEBTS: | TO |'2% 
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SPECIAL REPORT 


THE PRESENT STATUS 
OF DISCOUNTING 


Nearly everybody cuts prices today. Almost everybody admits it and 
almost no one complains about it with the vehemence that was common 


when price-cutting first began to destroy traditional retailing methods. 


The retailers who complained without adapting are gone. So are those 


who adapted not wisely but too well. 


What’s left is a structure of tough-minded dealers who recognize that the 
long margin is gone forever and who have learned a multitude of ways to 
compete with the discount house, to adapt its techniques and even to beat 
it at its own game. And there are discount houses who have developed into 


better merchandisers, promoters and advertisers than some dealers. 


Today, more and more dealers are trying to give customers what they want 
which is the essence of good retailing — and do it in ways that will return 

a livable profit. 

Anybody that sells appliances and television is a dealer — whether you 
i] 

call him a discount house, a “legitimate cut-throat operator,” a department 

store, a catalog house, or a chain store — and they all have to live in the same 


retailing world. 


The methods they have devised to stay alive in this world are as diverse 
as the regional conditions they have to meet — for there is no universal pat- 


tern to the off-list revolution and no simultaneity to its development. 


On the following pages of this special report are some of the faces of 
discounting as it has grown, is practiced and opposed by dealers in four 


of the nation’s primary marketing areas. 
) it ! ur" 4 ting MORE? 
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SPECIAL REPORT 
ON DISCOUNTING 





IN THE CHICAGO 
AREA A MERCHANDISING 





DISCOUNTER SETS THE PACE © 


The pure and simple discount house doesn’t have a chance in 
the city where one of the nation’s biggest retailers combines 
both discounting and smart merchandising and where even 


little dealers engage in fierce price competition 


By KEN WARNER 


a: iverage Chica msumer takes a Under these condition the term “di 
4 percent discount in his stride these ount house’ does not ipply to any signifi 


idvertising. Any Chicago deal heerfully 
though sometimes ruefull idmits that he 
running a discount house. One sav Ni 
I’m higher cla [ have a ‘House of Di 
count Regardless of the brand, appliar 
ind ‘I'V sell far under list price, which is a 


fiction many dealers would like to see di 
peat 
[here is only one exception to this general 
rule, and it is an exception of just one popu 
Magnavox Ihe 
Magnavox 
long trade-in allowance. ‘The 
a Magnavox franchise 


price list pretty much (¢ 


lar Chicago brand name 


only fiddling done with pric 
in Oc isional 
dealer who ha 


to the 


stick 
ven though he 


may cut all other comparable merchand 
i what he looking for is one-third off int separate part of the appliance business in by 25 percent ind sells a lot of it. too 
1 hve mart on ire buving on a st-plu Chicago. In trafh ipplian records, cloth 
and most any deal ’ Any deal iw, luggage, jewelry and giftware phot An Old Problem 
th a fifty-dollar bill in it is a good on iphic supplies, houseware witomobile suy here are manv theories on the beginnin 
yall and medium-sized Chicago dealers pli porting goods and many other line f discount selling in Chicago. Most « 
their cost sheets a iles tools (though there are discount house These firms eith trace it back to post-World Wat I] li 
Hy nerally use a cost sheet which doesn’t xivertise a uch, or they depend on thei merchandise ime back into Od 
to th vn pur ha lreed of re trend ind a id Loop other high ind some pportunist merchants f 
ponsibilit t ervice b factory branch trafhe location for busin Many of them ther uuld move plenty of good with a cut 
nad distribut rganizations, with plenty of indeed, are appliance dealers who use thi price. But few Chicago dealers today blam 
eli firms competing for their busine trade to develop trathe for their apphance m-dealer discount houses for beginning th 
id with an opportunity in many lines t Many use a catalog, circulated to customer nd. Rather th point t ich | 
l! out of the distribut varehouse, Chi direct mail and delivered to business of ipphan enterpri is Polk B iS al 
wo mall eal ire left with onh fice ind industrial pure hasing agents and first t t th 
{ ll. On the other hand, key a to umons nargin trend 
nts bu uivertise, and if Phe t) Howev discount house j uch don’t Brand lovalti rok down 1 both d 
ie anima th notions and pri m to be able to make a dollar in th from the dealer and from the facto 
fley ind develop tremendous store traffi ippliance busine elling majors or ‘TV and uring World War II. these dea | 
then teams of hard-hittin ilesmen take ov radio against the fierce price ompetition wing the war, the big operat found that 
nvert sh ri to buve Those the f every dealer in th it each of whom 3 the old franchise system had ) fact Drok 
lon't sell go t moth lea t him lvertising to the limit of his ability; in the lown, and that in large en 1 quantiti 
meet the } And f ! this amounts to a great deal of the uld bu in ipphance lol 
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id that t bi dig 
\ | ( m r furth f ) 
! tain spe n So the 
le t th Va\ i 
ert van n ( i 
1 h lild i 
il] Wall l i 
} n | lk B I 
from an t | 
" timat t ! iin 
\ t of ( I ‘ | 
| t i lot of t 1 and ab fror 
1) ' vhen i tarted | h " 
idvertising low-price-appe il campaign N 
lealet i\ found they can live with Polk 
rice but that some other merchants ar 
iwfully rough. Particularly, they point t 
me big transhippers as furnishing this kind 
f tough 


ompetition. Most dealers now a 
rd Polk a grudging r pect both for hi 


merchandising ability and the remarkabl 


lean’”’ competitor he ij They have found 


they can meet his price ind even cut them 
i little, and are just about resigned to the fact 
that they'll never match his merchand 


1: a 


PUiilt iG 


go 
ising 


advertising allowanc 


‘ 


“Boiler Rooms,” Too 


here are 


ll in existence in Chicago 


mall “‘purchasing associations” 


} 


These are small 
cuthits that operate from offices and act as 
brokers to anyone who wants to buy any 
thing. One such is the Professional Buyers 
Association, just outside the Loop in Chicago 
This firm issues purchase orders to customers 
for goods to be picked up at convenient ap 
pliance stores. But according to one such 
ippliance dealer, a Loop outlet for Profe 
sional Buyers, this kind of buying is practi 
cally dead now, and they’re doing little busi 
ness for him 

Such small buying services were in their 
heyday in 1948 through 1950. At least one 
E. A. Gullik 
en, now in the appliance business on Cicero 
Ave. on Chicago’s West Side, started Asso 
iated Buyers Service in October of 1949 
vith $600, a phone and a lease on a 10x10-ft 
office. In reminiscing about it, Gulliksen 
huckles and says, “Everybody was looking 
for deals, and I had ’em.” 

Gulliksen spent $500 of his $600 on 


erially-numbered courtesy discount cards, and 


has become an appliance dealer 


the remaining $100 on ads for part-time 
ilesmen. He sold the card 
ints for his printing costs, with an offer to 
that resulted. He 
iffered sporting goods, automobiles, appli 


to the appli 
plit commissions on sales 
inces, luggage, jewelry—a whole range of line 

In each case, he found a hungry distributor 
wr dealers who wanted just one more deal 
ind was willing to give both the customer and 
Gulliksen a percentage of hi profit Gullik 


n and his “salesmen” split their end 


lhe following year, Gulliksen had sold 

00 worth of goods, all at a di unt 

Hi irds were everywhere. He spread them 
und | ther means than part-time ] 

nen, ¢ Purchasing agents for large con 

0 it them, as did the personnel officers 

} mice in the same n n Union 

ffi i oth II I ” 
5 tr { k j net vent j 





vith local number and everythings 


There were perhaps half a dozen such 


ervice operating in Chicago at that time, 
ling to Gulliksen They offered thei 

tome! t +0 ent ad ount with 

i ibout Up ent Lhen 

t appeal was that of the speakeasy; in 

t, th Va th inmch Lhe thrill of 
KHOWIME mepvod\ ind ot de ilin und 
the counter brought the business in. Accord 


ng to Gulliksen, once every other outlet 
tarted offering the same deals, however, the 
thrill was gone, and so was most of the busi 
So far as he knows 

ne left 
There are still holdovers, though, for Gul 
liksen. Many of his origmal customers a1 


there is just that 


1] 


till with him, and some still call for Ini 
ervices on items he doesn’t normally handle 
Automobiles are an example: every once im a 
while he brings a buyer and a seller together 
on a discount deal, for which he gets about 
525 per car. In the meantime, he has opened 
up his own store, where he has in stock most 
of the items he used to sell through his own 
discount house. He handles furniture, sport 
ing goods, luggage, housewares, trafic appli 
inces, jewelry and, of course, major ipphi 


ice and radio IV. 
Discounting for Thirty Years 


Some Chicago old-timers have been dis 
counting all kinds of appliances for thirty 
years, according to one of them. ‘This man, 
still in business, traces Chicago discounting 
back to the first days of radio, when he and 
8 or 10 others, operating mainly in Chicago's 
Loop, sold radios in the form of parts to 
customers who assembled them at home. ‘The 
40 percent jobber discount was offered these 
customers from the first. 

As complete sets came on the market, and 
were followed in turn by the major appli 
ances, and finally, TV, the same discount 
structure held true, except that the percent 
ages changed. ‘They were never able to get 
the full list price from customers they had 
been selling at a discount for years. And so, 
they now offer all their merchandise at a dis 
count. ‘They do a little more negotiating 
than they used to, and spend a great deal 
more time buying right than formerly, but 
they do plenty of business, too 

One of the keys to this 
Loop s; stature as 


ituation is the 
a buying center, and the 
fact that such a large percentage of the buy 
ing public work White collar 
workers and executives of all types are this 


in the Loop 
man’s customers, many of whom do business 
with him almost entirely by phone. It is 
not unusual at all for a customer to call up 
and make a deal on the phone for a $400 
And there are 8 or 


10 dealers like him doing busine in and 


refrigerator, for exampl 
round Chicago today. In outlying factor 
ireas, wherever there are large concentrations 
men at work, there are similar operations 


hooting for the blue-collar trade 


Department Stores Join the Party 


loday, many Chicago dealers point to the 
icpartment stores a the worst competition 


Lhe if¢ 


! 
ill meeting and beating the Poll 


1 ’ 
ice for example id what is we 








far as the other dealer ire oncermed, the 


idvertise their leader prices heavily, whi h 
makes it tough to sell against them 
Chicago deak don t re what anybody 
else sells ipphance for if the just won 
idvertise their lowest prices on staple ling 
Though they'll do it, Chicago 


' ’ ’ 
lth nailing down a tne f 1 while until 


dealer don't 


ome “blabbermouth idvertising has had a 
mance to wear off. Of course, they are mor 
tolerant toward their own advertising, pet 
haps of a wringer washer at $68 or a portable 
IV for the ine price But it is true that 
mall and medium-sized dealet vdvertise 
low, low’ price 
outlet 
find occasion to make 


lar merchandise 


When dealers discu 


they point out that “everyone know some 


primarily on special buys 
while large: ind department store: 
special ‘ out of regu 
department stores, 
departments of uch stores operate at a loss 
ind they don’t see how they're making a 
proht at the price they advertise. But they 
then get busy themselves and find “deals” 


that make them competitive 
Key Account Town 


Volume purchases and volume sales are the 
biggest competitive factor in Chicago today 
(he man who buys more gets a better deal 
and his better deal allows him to buy mor 
for another better deal. ‘This circle keeps 
getting bigger, though there are signs that 
smaller dealers are catching up 

Recent research by the Chicago Tribune, 
however, does point out that there are some 
very big sales outlets in Chicago, and these 
firms cut big slices from the appliance pie 
The two biggest are trail-blazing Sol Polk and 
Sears, Roebuck and Co. In 1956 refrigerator 
sales, for example, Polk garnered 16.8 pet 
cent of the market, followed by Sears with 
11.3 and the utilities and some other retail 
ers with considerably smaller percentage In 
washers, Sears got a whopping 27 
of the market, and Sol Polk followed with 


16.8 percent. ‘The two firms trade first and 


te} per ent 


second place in total sales of almost all classes 
of appliances 


Dealers Foliow Polk 


What this means to the average Chicago 
dealer is that he must meet Sol Polk’s prices 
And since Polk carries almost every national 
brand and with a deep inventory, every Chi 
iffected 
were quick to catch on to the value of the 


cage dealer is Chicago consumers 


Polk name as a bargaining lever. ‘They're not 
the least bit bashful about checking on his 
prices first, and then making their local re 
tailer match them. In defense, many dealers, 
particularly department stores, shop him reg 
ularly to get the prices. 

Setting the pace for a whole city doesn’t 
bother Polk 


of traffic, and his “hot” salesmen convert this 


His four locations handle plenty 
into right-now sales. His advertising seems 
always to be at least full-pages 


papers, and his ‘I'V programs are on ever 


in Chicago 


night. His reputation for “the lowest prices 


f 


in town’ is such that even employee ol 


downtown department stores buy from him 
rather than where they work, de pite the 


a ount offered them 


MORE?> 





SPECIAL REPORT 1 at tra pill Oo Varchousing mut conce ion (one decal recentl bought 


ce or the just flat cTuse to dca init 1 66 piece carload of m i white ¢ od H 
ON DISCOUNTING the price | ht. One suburban dealer kept got them at the carload pn percent 
CHICAGO distributor icsinan mning back for seven for adverti ng which hi Was free to put . 
CONTINUED eck on a major order for white goods r hj pocket ke mother per ent for pl 
ent) \ threat that the cant overwork Ing his own financing through a bank 
put that doe the ov tt ling the ile nan nother $2 per unit to do hii Own Wa4&t hou 
they ll buy out of h territory from a trai ing. It happen that this dealer doesn t ha 
Witl anit the marketplace, the hipper, Since there a four or five big tras varchouse faciliti » hy making the fa 
tire ma pi ai if Troonnse l dead wm hipper in 4 hy ip thi ould be nad often tory branch W irchousé the m for him and he 
ppliances, particularly when all other deal tru picks them up one or two at a time. Th 
follow the giants in pricing In return for haggling and wheeling and till not sure this was a good dé but it 
burth eviden of this 3 hown om the dealing, Chicago d ( ( inanage to ratcl i957 merchandise and the word isn't out t 
(chicage Priburine tud nentioned niu 
In ne is ( cptig a conditions a 
I t t t t nh ) nn’ of 
th f kind of applhiane Be 
i 1} ! nation j ! i ) 
{ th I lean ith Hoppin 
| 1 th ) ciitage t th t 


colig pe of epee: Chicago Dealers Have 
ere found to combat the ey exon to Match the Polk 
sted four yeas, then broke up. Some ol Brothers’ Juggernaut 


mcrby i | Phin vain 
Thicse I | } bhi formed anothe 
roOup i ! thi i hha i 
formed | th i] idadition ol 

I thi i Tha norma ust 
transh pi i ment n effect 

hi j i uf rouy mcmpect 

hit back it iH init mipetition bh 
finn th i et th load price plu the 
wivertisin ind often other special considera 
tion neh a pill fo ilesmen, which turn 
out to be gravy for those dealers who are their 


own salesmen, Worked properly, the group 
trength allows dealers to buy one at a tin 
nd to deliver the merchandise directly from 
the group warchouse without ever seeing it 
Many gr up members beheve group action 


the onl hope for the small and medium 


ved dealers im Chicag 

1 hie onl other CSPOT se dealer lave 
made is to cut ther own operating expens 
mid in Sonne is take my other line rota 
hy] furveiture Q)t course rursiture too, 1 
old | rant n Chicag mcludim Polk 
but ati not too ca t ompare on t 
ivgainst anoth md a worl ilesman can 
nike nits omy i thout th nett 








{ j f hil t " 
thi fit ( 7] i ket Dut dea 
i oh ui th d | ta th of 
i] techniques f Hing ¢ 
rv ' vin , if th - 
first \ f na 
' What 
1 i 7 talk turk ith 
i ‘ t } th th 
it hy " han ma ly pet 
t ind that th np af vit sound 
1 unt th hecked at | » it 
1 hve use any num f sta to put th 
lesan om oa givin mood Ih michuce 
telling him to go away, that he’s not competi MASS DISPLAY Hundreds of choices are offered to the thousands of shoppers who flood 
th that the vant om Kivert ig allow the Polk stores in the course of a day. Products are displayed by brand 
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It's important becau the most he can ex erv (about SS He'll average S40, and once 





the merchandise look ke this: Carload pect to get for that box, which sells in eat ina while get $70. On other merchandise 
f 1 double-door refrigerator in that load for $346. is $390 to S400 from a he'll work correspondingly lower. A portable 
up was $34 \fter the concessions really innocent buyer and he'll happily sell 'V goes for about $15 over his cost; he'll 


‘ hgured in, that piece cost him about them all day at $380. More often, he'll be ell a low-end range at $25 over his cost, ‘The 
ind of cé hy nt spending an letting them go at $360 and $370, to shrewd cnd result is that compared to NARDA fig 
nom varchousing it. It’s in a_ factor Chicago consumers who know just as much ures, for example, his net profit looks sich 
bonded warehou ind when he sells it, hi he does about knocking down a price ind many would advise him to get out of 
deliver rvi ust picks it up and deliver Most Chicago dealers are geared to mak business, he say It has gone as low as 1.3 
. ta il fact branch handles all fac ng a certam number of dollars per unit. In percent before taxes; he wouldn't be Th 
t the case of this refrigerator, the dealer wall pr ed to see it 20 lowe! 
[his pro ( tandard on ever take anv deal that gives him $30 or more Ot course, there are some dealers who are 
md oth ( 1 Chicago bi ever the cost of the apphance and the deli ery fast with a pencil im figuring the final 


¢ oe “—<—o 
"5 & 


OPERATING DISPLAYS. Lines of table models, all hooked up, give TV manager PRODUCT KNOWLEDGE. With knowledge gained from formal training 
Art Zroudt a chance to sell up from one feature to another and daily meetings salesmen like Morrie Weiner talk many brands 


























of a Sl 
—- — 
sae | 
i 
- 
LOW PRICES. For a call to her home this lady was given free use of telephone so FAST FINANCING. Just upstairs from the sales floor is the credit depart 
she could check prices and model numbers. Then she bought from Polk ment where a battery of quickworking interviewers is always on tap 


MORE? 








ELEC 
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SPECIAL REPORT 
ON DISCOUNTING 


CHICAGO conmweo 


j lay j iti tl i 
rie chin i ddin h 
talking pout it aft ire | h 
| u 1 tl 
ld ! pen I the i | hie 
have kine Vii if I yract 
M ept m rath t mf 
Happen i ( 
(chica a j t 
t , Th i ! ! tl l 
{ ' wh te it th 
thi iT in 
' i ; thy ' 
{| ‘ if | } rt thy i 
| p ton j mn cach | 
thi 1 to kive t lola 
md have f d tl k-botton 
pe int over that aon i} se An 


et over this amount 1 pront I hie 


et as much a possible over thi 


point on each deal. ‘Vhe hard fa 

there is rarely a () difference between 
deal and the next There just 
ignorant nsumer myimnore 





TRADE-IN TURNOVER, Used units are 


’ ’ ’ 
ih a t the 





ind non-metropolitan 


Two Kinds of Dealers 





¥¢ i ’ fal tii bili I : con- 
| 1 either, the price will be equal 
ne finan th i t ml handise the 
Ih nal i pre bably more 
, , é evi 
t t] i ic ad unt 
Cd Vii ! 
t ehind the t t the treren 
\ ind the ré i A 1 on volum 
thi ) ae iler i} ounting 1 pos 
IDI suse of favorable deals directly from 
the tacto1 with plents of advertising allow 
mice pill ind mecentive He may have 
eral price for each unit, and the final price 
ends on the shrewdness of the shopper 


but the differences between one deal and the 
next are comparativel mall He offer 


financing, delivery, installation, operating dis 


pla ind, general! ple nt ft knowledgeable 
ilesmen to handle high trafh 

Ihe smaller dealer, on the other hand, i 
more often a negotiator on price He buys 
ome of his “most special’ deals through 
transhippers or through formal or informal 
roup Ile often substitute i italog for 
heavy advertising, and sells _traffic-building 


items through it. By and large, his sales 
taff is low; often including just himself and 
one or two men. He does not often set up 
operating di plays of su h items as laundry 
equipment 

So, in Chicago, it’s the big operator who 
has the expensive sales set-up; to offer the 
ime deal, the smaller dealers have to cut 
costs and streamline their own operations to 
discount house proportion They're right 
when they say We're all discounters.” 


: 


them from Sol Polk in lots 


IN THE SOUTHWEST 


EVERYBODY “NEGOTIATES” 


Bigger operators work on a dollars-over-cost basis and smaller 
dealers tie discounts to trade-ins, but price-cutting isn’t as 


savage or as deeply-rooted as in other sections 


By FRED A. GREENE 


| De OUNT sellin D ilent through dollars and that vhat we advert to get 
t the +} 


Southwest, but it ippeal to be Stahl & Myer \ hat generall th 
n ta le lopment than in, for tick to uggested advertised prices which 
Kam] t Itast. In the Southwest most istributor lists gi them If the advertised 
the it p on because pri has enough = miartk up, ilesmen can 
th have to in order to meet competition 1 ttiate down to a predetermined lov pr 
vhich in sharp contrast to more highly hey can sell at the low, but the moment 
reas whi p utting has be they do, commissions drop. ‘Top of the ling 
ym ust one aspect of an aggressive big merchandise is k pt at a higher markup dol 
\ t nethod of operation larwis¢ i VCIl l crcentagewis¢ Pri 
lew uthwestern merchants even agrec talk Youen pots out ind it easier to 
vhen the price situation tarted to deter use low end items to focus attention on 
yat M t in that th ecame aware price 
f hnite pi deterioration between 1950 Duke Doyle \pphan ( i big volume op 
th believe that it started in ition in Dallas, base ts discounts on the 
th ist-war forties as th tailing field wa lollars it wants per product, as well as what 
‘ y ex-servicemen, and a few declar it thinks the market will bring According 
that f ut of ten people were di to vice president Richard Conley, other deal 
it hapy n the forti the big swing to ers’ ads are checked and prices ar kept com 
id consume price nsciousne petitive though they vary according to prod 
t take place until 19 uct hor example, on an air condition 
t because of th till-developing pi model the store was only able to make $] 
inting in the Southwest is neither 1 unit which is about $20 under what the 
is deeply rooted as in other vanted to get Con equ ntl the store sold 
though it t as generally wide it the competitive price retting only | 
rohit) but when it come to buying again 
\ ad example t fact that almost me Dovle will substitute a unit which will brin 
the Southwest perate 1 a cost th markup desired 
nt basi M t ! price Percentage pla j role in Doyle | 
the tablished to meet a tain dolla ram, unle the percentage ilso reflects the 
percentage margin or are n tiated on the ollars he want 
t id d tem that in Introduce All of Doyle rm handise bears tags with 
nteresting confusion manufacturer's list price But when it com 
In i ton newspap th Stahl & to sale he tells the p pect hi price Ih 
Viver 1¢ irtment tore re nt idvertised DIZ price difference often as much as $1] 
5459.95 freezer for 9299.9 Store fhicial Impressive and hi Ip lose man ile 
it represented a I j iV on la t veal ( onle. p nted out that even if a custome 
ce] On the othe hand, the listed a didn’t ask for a d yint, the store still ga 
her f{ >I 55 which wv emg ld it to them 
Dallas dealer for | ( $155.8 “Why not h h Ihe customer ap 
Iixplaining the discrepan Stahl & Myers preciates it if w rive it to him without ash 
nt Russell Youen nd We fig ng and it means that custome vill return 
price t t n the ba of the for all hi future need He know he 
A vant We need X n er of esn't have t k ff the best price Ko 
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the shopper, as well as for the non-shopper 
the price we quote can bx checked with our 
inarked list price to be sure we are giving a 
ood cle il 

Gulf Hardware in Beaumont has a low-low 
limit—a gro percentage over cost of an 
ipphance It is based on the stor operat 


ing cost plus the percentage it want fol 


proht Ihe low limit is also based on quan 


tit delivery. cost ind thre umber of 


ther item put hased | th onsum 


hich thu uts down on delivery cost 1 he 


nount of the markup may also depend on 
the product rong price and thre potential 
For example, dryers have r ithy | 
od sellers for Gulf Hardware and the store 
managing to sell enough of them to war 
nt buying in carload lot \ ent 
ving here uts the tor i hat 
does the fact that many d ile i 
made with washer sales which means dua 


delivery and installation. Consequently, the 
low limit price is under the usual dryer price 
Ihe store will try to sell at a manufactu 
uggested advertised pri 
limit is lower, it might drop it ec to the 
onstimer, if it is necessary, through the hag 
ing proce There usually is a 10) per 
ent difference between the low limit and th 
dvertised price 
Qn some items, the advertised price ma 
» be the low limit hese are leaders and 
mount of haggling will cut the price 
It just depends on the product involved a 
t vhether haggling will cut th rice In 
event, all merchandise bears a low limit 
Of course, Gulf Hardware doe 


tra proht through resale of trade-in 


(On a few item uch a Pappan range 
Clulf Hardware keep price either at j 


ted list or within $10 to $30 of list since 
ompetition on | ippan ranges | ee On 
re uch as General Electric, the store need 
to be more competitive but does not often 
need to v0) below the advertised price vith 
trade-in because competing (3-l dealers are 
not nearly as active as Gulf Hardware and do 
iot buy in carload quantit i frequent! 
Sut with the extra six percent saving « 


irload price they have more leeway to b 


ompetitive or to cut price a little more to 
make a sale 

Joske Department Store in Houston 
rare] will drop below j idvertised price but 
t doe ty to remain fairl ompetitive In 


MORE> 
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SPECIAL REPORT 
ON DISCOUNTING 


SOUTHWEST cones 


| ' 
f ' r fit 
| i thi 
j rats ¢ ' ; r 
| () ' 
bach t i trath t | i 
t} ) 1) ile ' fi 
| 
it ust an od t | 
Ke i mf of a 
ountin | i me the trad , ilu 
Con an ordinat trade, he wall not ad pp be low 
lis advertised price blow ( ot long ago 
hie ‘mot a retrigerat trad which old for 
| Vil ibove what he had to give for the 
init When a la cently approached him 
vith a simul trad he was willing to drop 
hi pri om the i f itor trom 
DOS to ice he felt he could resell 





Although th 


thre trac te : 
CONCESSIONS to the southwestern shopper don’t always take the form of outright price cuts 


77.7) price on the rr ue vas under Some dealers, like this Wichita falls retailer, give away products like cutlery sets in order to 
the onginal list) price ny it wa 1 1956 induce a sale 
model if cost ft mn) Wa | Thu hie 
can expect to tab profit of Sf plu thre 
over S100 he ¢ pects ft ct on the trade 
That prett ad ¢ i} protit | 
think Kessel add 
In bel Pa i iv t sparky Quinn of is actua et for the distni ft distributor thr t ¢€a id a nt 
1] Pa he] t ( thy ‘ ‘ i 1 tow to that ct ipphan I m th factol md occasional pe ial modci VI 1 il 
hicl " { t that tl mot t \ | t! na i | iced a low or lower than Witla i} 
But wh t ’ t t it in i ! thi 1 i n dealer fl 
(iin path t t iT tt used an i pi th tl t Nat ill IC] irtinent st tt 
meu | whit t t out pe il} deca Dut a i t 
i ! | | ! hil LOM { than aca t 1) ! 
his! » of ' Wh Adding it On nicl npk f ' 
tI t tid i ti t ! i k ( | ( th 11 
tt gs ttl th Te nit l i nit hy icntt ! ( t 
t } t hort t ' t i ( t Il t KI in th i " 
! ' ! i 1 rive I trac sonia ! | ot 
i | thin nal tl in heu th itin t ! ] t nod tt tt ih 
{ t | t t } fit ft j l t t! NH Vat t t ! Inst 
! t first the t t i ft ott tt lh | i first ni 
t { nt ict ! ! i { t ft l 
{ ) irtinent { th in t t a lett I it th { t t 
' 
' pictu th h hea id ' fy ' { 
V | | th 1} ! ‘ ’ \ , tt } B +} tim 
( ' ) eral 4] A , 
| iit { ! ! | iit t | 1 
, ' bit + 4+) | 
’ rt | t t . f ) t t t 
; \ ; ; ; \\ ; ; ; ; ; . 
; ' ' , ‘ bit Ac { r 
\ h j t ‘ 
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SPECIAL SALES are relied on by many southwestern dealers. At Duke 
Doyle’s in Dallas, sale prices are often identical with low-limit regular 
Tags show both list price and, in code, the low-limit 


prices 





tak it mid if uch thing 
t tl tual paid for th ip 
number of appliance i custom 
( trad ini " hare 
D1 est mudach i ae 1 
I I t hou 
SO i ( vholesa 
t t hy ir 
| 
ect ttect ft tem In 
' ' r f 
r ‘ 
' | 
' ' ' 
| 
{ { 
i nr 
' 
‘ 
' ; ] 
\ nal 
\ 
Art npla j 
' 
" 
\ | ; 
; ' f 4 
? , , 






‘Titche’s 
euarantees 
lower 


prices than 


any so-called “discount” 
or ‘wholesale” house! 















CHECK ., . COMPARE... WE KNOW 
IT WILL PAY YOU TO 


"GET IT AT TITCHE'S” 


Let Titehe s 

Price Pree 
Won Master ccccscseressvee ms 9.43 
7s te48 


“nm 8 =6ee 
ovens sor WE ~~. 


lit = Tide's 
Price Priee 
Universal Soup Colleemate...........0895 16.61 


Cory Crown lewsl Auto Porcolater.....0000 ae 
Cory Enile Sharper : 













DEPARTMENT stores like Titche-Goettinger carry the fight to discounters in non-Fair 
Trade Texas. However, Titche’s does not use this type of ad for major appliances 
nor do its store tags show comparative prices 


FURNITURE STORES in the Southwest often sell appliances at good discounts in order to close an 


for this purpose 





order for a roomful of furniture at list. Some furniture stores carry appliances 











PAGI 


SPECIAL REPORT 
ON DISCOUNTING 


SOUTHWEST conmweo 


\s an example, D rit tin 
(Lompa has been min } ( 
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from | ents on up be t te 
) it In iddit ri fit ( Ud 
ntee i price than ( ] 
( it’ or wholesale hous In hiating such 
( i rie t the tradit i ti ha 
j I i Via 
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pplian ] hy ! elect An ¢ 
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| t t tt I il an 
! t th nal pront 
! t 1 than 
' at if 
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t I] I th 
hy j } thy ; ft ' } ‘ thy 
init t | th { 
juote i t i 1\ i 
th se is the a t 
eferabl th t iC But at ncl 
1Y9 Vv limit with tra [his mea 
n effect, that t lea hould try t 
hye tf f he ist make his n 
il and ¢ iy fit But if tie vants t ad 
; mpetit } Wn th 19 ) 
fier ith trad 
} P| 1 dea d ry tl + } 
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Deale: Vil have ! ed with thi pricing 


hedule report th ha increased thei 
ofits, primarily because all of this distribu 

deale ire staying with the pricin heet 
id therefore i¢ dealer is not « mpeting 
inst anotl acalet arrving th ime i 
Becau there no pattern to discount 


rding to Jim Booth ies manager 
Adleta Company, a Dallas distributor, it 
iard to say just what percentage of ylurne 
being sold at discount price 
| 1] 
Jeale ind distributors generally agre 
t no more than 20 percent of mer han 


e is moved at so-called discount prices. But 
is to be qualified somewhat 


iw at the lower-than-list advertised 


ice WITH trade, then the ire not con 


lered d unter On the other hand, if 
idvertise at a particular price ind then 
cl) that ( vith trade th ire 
i | ount 
Dealers are not going below a suggest 
tising price in their ad Lhe distrib 
| trict about thi ind will not 
f rT hy ) y th 
| t ) An it i na 
| ! thi ugh th hag ( 
\it is ment | pre ast 
| 
r | t 
’ ? ; ; 
trank t idmuit that 
; if ; ' i " } | } 


r { ' | 
1) 1) t 
j 
| | l eout retri 
i MN th trac for 
j fact 
+4 Doyle will sell at 
' I i i 
| it f th d ; ‘ 
| | | i 
t ' ! 
i t tha in } th, f 
ifa j } | 
' ; ; 
ran apy in Such se 
1 | tT ¢ ist if 
Th tions t 
thy 1) ; 7 hy p ; 
| i il it] 10) ¢ in tallat 
| | 
\n ! | thout se 
illow t } id cle ic 
i th i iT 1) 1 
t | t vho { t 
ml } on th ( i/ ' 
t what it ts them 
! town vh < 
ii I huintaimn id t ead ¢ f 
ix r 2 " t f ipetit 
tual 1 Vh nore si 
ru ly l t I d le 
} t ’ ; " i +} 
i¢ Lhe i tandin 
ht has | factor. With farm 
m ‘ ny tam innot afford nev 
in tv bu d used m ha 
In ’ ? , 
{ ' ' 
{ f the « contact 


If dealers 
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Several admit to think 
ng about it but find it dificult because of a 


nes of merchandise 


fear that whatever they add will also become 


nvo d in strenuou price utting. For ex 
nple, a distributor in Oklahoma City re 
ntly advised his dealers of plan to he Ip 
them add new lines, in particular power mow 
1 out that it was a difficult 
proposition because of the already low price 
Roebuck, Okla 
homa Auto & Supply and other chain stores 

While most dealers handle their own ser 


ec, there has been an increased dependency 


put he pointe 


f mowers carried by Sear 


upon distributor service to handle overflow 
epair jobs, rather than increased overhead 
xpenses by hiring extra manpower for just 
peak load Just about all of these dealer 


riginally set up their busine with service 


lepartments and hesitate to give them up 
l‘or one thing, they realize it often is a plu 
busine Second, with a limited market the 


innot afford to lose future customers bi 


( 
taking a chance on outside service Vhey ad 
mit that previous good s¢ e eliminates ¢« 
lve haggling 
There do ot nt e an ort t 
id cuttin sts through le elaborate d 
la If anything, expen promotion id 
iwa | being eliminated. Deal re 
ter ¢ +} } +} 1 id on 
iwa vatch t I n id ft | 
[he 1 ! ! a that vhnen te] 
ustom ial tant a t t | I 
} hy ! on } vith 
that h ore nt t 
Lh vn int th t T 
( find } ToT ; { } ryt i| 
{ th } , ; it } 1 ; 
Ih \ it waste the tim 
Dallas deal Sam Ha nt that 
t | tin t n 
P 7 Hin in ' ' 
t Sal a | I ic t Tt cut 
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\ t t ( 
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ip] mice vith n feature 
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NEW YORK IS ONE 





BIG CORTLANDT STREET 


Carload prices are no longer good enough in the price-cutting 


capital of the world where gross margins range from eight to 
20 percent and where two goliath one-price discount houses 


dominate the market 


By JOHN A. RICHARDS 


N! W YORK vithout qi | 1 the di lollar i majo! or i " combination 
4 nt ipital of the world of the two. Standard tal n apphances and 
With am idful of on e discount 1\ runnin mvwhere from $10 to $4 
tant it the] th » an ind on trath ect Ol var 
i t t th ff-list li al ct ! i cents t 
\ t | th ithin In the retail ing with steadily dimin 
tit) { vhich ha tt | t-price sel] hin mat NH onstant battle as with 
im Of an timated 0) ap wverhead 1] { ad to tighten ti opel 
1\ i | itin mn metropolitan ting belt because he live cat leep and 
New \ kK and northern Ni CTS¢ no mo! vorh round Cone th ne price ( On equent] 
than f that man ire selling at list or Ni total merchandising lifetime revolve 
t Cs marein ir iveraging for round cop th inpetitor vho work 
ain invwhere from eight to 2( from advantages of 1) price advertising 
de 1 na deale rientation illowance ind jr ial «merchandising 
t ket ly Pp its ma kup from bury 

t t] ercent on. traffh ( 1 Concurrent] t mnding ¢ om 





NEW YORK’s Wall Street section has for 
poured thousands of people daily in and out of 
nearby Cortlandt St 


to shop 


years 


where they always find time 
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TERMINUS OF TRAFFIC for New Jersey's ferries and tubes, several subway stops, Cortlandt St. with its stiff 
competition fostered the high-traffic-low-overhead concept of doing business now prevalent throughout 


metropolitan area “Street’’ fanned out to various modern operations 





Graduates from the 


with its stepped up productivenc keeps a 


steady strain on a distribution process which 
pours about 10 percent of national totals into 
the metropolitan N. Y.-N. J. region An 
unprecedented push to the suburbs has fos 
centers 


bu mess ti by 


tered the growth of regional hopping 
to local 
ulling power im effect cause 
hborhood dealer As a result 


clamped a ternfic sques on 


1 cc or hopping center 
pass the neig 
the trend ha 


the small and medium-sized retailes 


lo counteract th retailers have tound 
nly two weapons by which th can han 
n, | harp buying, and low opertin 
st is mentioned before 

Out of the first has red dealer 
trength im operative grou] Nine active 
oup representing 120°) deal now do 
bout S10 O0O.000 annuall 

Quit of the cond ha rown a ome 

onentation Some dealers ha welt 

ersification, into wheel good ito gift 
into to into anything that wall hel pull 
up them final nO percentage ive 
Others ha iupl tarted to pare down 
ther taffs to the bone have redu trad 

hal service to a pomt where th ist 
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CENTER OF DISCOUNTING after the war shifted to 48th St., where Masters, extreme right, and Korvette found 
midtown crowds just as hungry for bargains as their downtown counterparts. Clash of these giants fed 
price battl ventually forced majority of dealers into discount patterr 
PECIAL REPORT m tdars limes Square Stor ind a 
S nall nucleu f aller chams round out 
ON DISCOUNTING the rost ol trae in the battle of thi 
giant Sales for the first few run above thi 
NEW YORK connweo 1) OOO 00 higure iid taper off for the 
ther Some ount three-fourths of thei 
lume im hard goods, others as little as one 
fourth to one-half 
top the | ‘ utlet mid ha hia ( Qt i a cla by themselve irc the two 
mv extra fat in thei operation ‘ohath discount house | J. Korvette and 
Masters, Ine Perhaps more than any other 
Market Juggernauts tims these two operation have speeded up 
li this off--list) sellin bedlam, not ever th pace of the metropolitan off-list revolu 
metropolitan dealer has been pushed against tion in the post-war era, And they are likel 
ill Vn timated OO dealer ir t KCCD the pressure On mM the future 
- hon pe ! Dett Ko tt hha KVI keted in a short cight 
th tota harket air i iccount from a loft operation to a growimg hain 
nel t f th ian the that did +000 000 in LY 5¢ toppin ill 
t t 1 all i tion house national About 40 
t first Kal it ! it of this busin A in hard dl 
) 1 i turn ha ( t thi hrm munched ) ! 
ist tl t ! i | j j im which 1 ¢ tua \ 
t } Ih hat 7 i Scarsda Pough Ni 
t I ) 1’ held North Ilackensach mid N 
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VENERABLE DISCOUNTER Heins & Bolet is still pack 
ing in the customers. Since 1950 H & B has worked 


on “net price based on markup above costs 
lists from ats Manhattan | ition, tias cm 
barked on a push to the suburb Volume 
nm 1956 ran about $20,000,000 In the 
meantime the firm opened a highway opera 
tion at Paramus, N. J., and another at Elm 
ford, N. ¥ Both are in high-trafie spot 
Late thi car two more stor will open in 
New Jersey and another on Long Island 
Before the vear is out ivs Steve 
Nlaster we hope to be selling at an annual 
iles rate of $40 to $50 million 
Master has now witched to heavy ad 
vertising, strategically timed to new opening 
ind to piling up traffic in its suburban loca 
tion 
lor years Steve Masters has compared hi 
breakeven of 11 percent with an NRDGA 
hgure for department stor it percent 
Ile now insists that In in vill not 
oost that figure 
Within a vear he imisist that fieur 
vill drop close to 10 percent Nobody will 
cheve it. But T insist that is the ca 
Korvette likewise sees no stepping up « 
ts break It now stance it 14.5 percent 
! ( 
\\ pect to hold it tl 1 spokesm 
if 
Wh npa iof on to th ! h highe 
irtment st but ¢ ) rm 
nta led tl tof NARDA 
; it nat 
Cortlandt St. Cycle 
hy | f ' 
t} +} ; ? ‘ t ( 
i t nt 
npla t t reine 
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t ‘ 4 
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t } } it f 
} S nhu ; 
t \ th hole W 
t k t +} 
t if t th St iil 
t k to ich 
| il tl i if pr 
t ito ¢ t 
1*/ ( tlandt Sti { \ 
Row Motors took « 


ts f t Waltl | 
ratin vas City Radi 
Walt Nussbau vner of W 
it, Vim took tf nu 
toda chain started growing 
\l il t 1926 Donald McLagan 
t fh t DUSTIN up 
t hit » th dea otf sellin 
ne Wa Ihe then distributo 
ot Carlson, Gross-Brennan, agreed 


mad other distrib 

io it. S. Alling wa 
vw St., and a Miss Garland 
Nicl ial ind Alling 
n Supply on Fulton St 


joined in. By 
operating on 
who workce 


tor both opened i} 


lhe average list on clectrnic radios in thos 


Radio di 


earh 


in between $200 and $300 
+() percent Lhese 


counter PAVE 


upstan 


awa Q percent, or about 
cre still able to net about 10 per 
nt. kven Jackson Bell 


first midget ind other low priced ct 


of radios to $7 


vhien radio thie 
I idio 


roppec the average price 


t, these net margins remained. Shorth 
thereafter, of course much lower-priced 
idios became popular Then $15.95 and 
heaper radios were sometimes sold along 
Murderer Row (Cortlandt St.) for a 
iler profit of 25 and 50 cents on a unit 


By the late 30's this tvpe of upstairs dis 


had flourished on 


it house ecrecy and a 


until there 
in the city. In 


id of prohibition psvi hology 


t least 100 


ti¢ hi hou ( 


ibout 0 dealers were scattered 
ket throughout the city—Cortlandt 
t ntown Borough Hall section of 
125th St. Manhattan Busine 
1S te 0 million in those da 
I] Ruston ile manager of Park 
vhol Discount hous au 
t nt of t olume im radio 
\I j thie downstal tore 
lit th ipetitive squeeze forced b 
f t f outicts on Radio Row \ 
( | ix OF st 1 th 
{ th) d of tl 
| t f t in | 
t An thy hia 
r 
; t +} 
t + 
t 
' +] An 
. ELECTRICS MERCHANDISING—APRII 


Pati r ft 
I 
tit |? t 
t ¢ put \ 
, ite 1 st 
| Hi mi ty l 
{ ( iat th 
t off in’ the t of it 
t with , ; 


itors in those d i 
Nat Bolet ha ih yryac th 


Hdl \f ill Wie 


throughout th it 


yer im 

ft one of the earliest disco 
rea, Dave Adelman ite 
mplovees of some of the 


\ big impetus to dis 
Dave Adelman We 
roup 
Ile referred to Con 1 
leclephon 
Ihe 
to get how! 
Metropolitan Life ever 
ion of it Phil 
Inc., to corroborate this 
and the 
In both downtown 
town Brooklyn the 


today 


ind the big in 
habitually arranged f 


discounts bi 
own, \ 


objected firm cl 
prac tice 
oldtimers speak ab 
It wa 


nec? 


their old customer 
of the 


profit opel ition 


big volun 


ount 


Ni WW 


{ i | th 
i That 
high na i 

te d untin 
tf SU p cit 

cnt i ain t 
crag yp 
Lisanne md still 


tern tenant 
On thn { i 
rd ound oldtim 
tram round 
why ! 


Brow klyn Live whirl th Owl 


unt house in that 


red extensively t 
ant firms un the 
in those day 
i the employe 
aison New Yor! 
urance Compan 
or ther employee 
ny ¢ irc 
rset up a conce 
Halpern of Halen 
until 
it it 


subscriber 
out : 
York and 


thrived 


down 
and even 
nuit taking care of 

i definite source 


ry for thew low 


The Big Transition 


Most dealer: 


tretching to 1951, forme 


Ig re the 


post Wir Vvears 


da period of the 


great transition 

Whereas in the 30’s the upstairs house: 
were sold by some distribs and not others 
nd were sometimes forced to have down 


tairs offices to get good 


going into the 40 


concerted action against them began forcing 
them hand 
In 1941, for instance, the New York Coun 
cil on Retail Trade Diversions, In listed 
bout 65 discount hous ind) = recom 
nended they not be sold good 
By 1946 there was a firm policy amon 
istributors not to sell upstar house Phen 
began the great migration downstai In 
uded in this migration was the Masters op 
ration on 48th Street. ‘The Masters brother 
Phil and Steve, were graduates of Cortlandt 
St., both having worked for Walt Nussbaum 
i the old Walthal St i his olde 
th redit for be thirty vears ahead 
f luis time in merchandising He claim 
Phil pioneered the tot oncept of combin 
ow over | hart | 1 
( | for th tomer i] +) depend 
1 volume, f treamlined operati 
( t 1 } t | t ppl hy }? Oli 
( t iit St t t} MMast poli f 
, t pe ifa , , sbo r 
f oth ought at 4 p it off , 
st | t t it at ) 
it off, Mast t thes in) 
; r \ herby ‘ 
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Wi Wats | ! 1 tan tought t 
buv at the ch Ipest price 

After the w r cutback of tributor n 
ins ft mo oavera it I furth 
tran on dealer operation i tl t \l 
t Orcub 1) tf 1 Hipures vith Ke 
tt mite i oft X } cnt Downt 
the a | vas anvwh { 4 to | 1) 

if { ptown off t selln Vas pract 

t ile Vcr in} \ onl vhiat th 
lad mywl f t t | it 
it In th uburb in a ount 
nhivea { 

When nt ch unt 

i minon Wn part ft the cit 1) 
194 i me Long Island deal uburban 

| Vii ula t threw homer il 
th than ich init 

Aggravating Boom 
Phe post-war boom fed the off-list sellin 


olution Production 
rivnnat 


traight cise 


moan era Of aicdise 
which the 
Phe price 
| 
powc! to the 
hop 
bargain-hunting battlegr 


Meanwhile, up to 1950 


mal 10 to 11 percent of the ‘T\ 
10 percent of 
tutions it 


iunning at 
even Ope rating 
tion's dumping ground 
Lhe height of the 
ing folly of the day i\ 
the franchising of a barber 
St., who ripped out his bar 
I'V and began selling sets 
1'V ushered in the first 


oured ind 


ount 
piral the lemure time to 
Mire mad the big shitt) of 
hands of peopl 


iicliscrimanate 


ushered 
franchising from 
houses benefited 

hop for 
purcha iy 


who would 


il turned the metropolitan narket mto 


ini 
New York's nor 
arket wa 


With 


became the na 


national 


franchi 

one retailer, “wa 
on West Tlouston 
ber chair, installed 
ata profit 


big movement of 


busine to the suburbs, beheve Hlenn 
Ruston 
The local neighborhood dealer he say 
who could offer the service necessary for 
I'V sets, took on new importance 
Jerseyites, for example, began patronizing 


their local areas and the period marked the 


peedy growth of Two Gi 


1\ | Pou) 


Harn On 


ind other outlying chain Busine on Cort 
landt St. and other downtown locations slid 
off as suburb busine welled 

After nine months of a tight market during 


the Korean War in 1950 
turning pomt in 195] 
vith Korean-anspired inive 
vhen the 10 and 12-inch 
oming 
he year 1951 was the 
in New York i 


Radio i 6-veal 


(scar 
cust 
tte when imi 
fter the Korean War, the 
began to roll Ih ha 


He, along with othe 


nent for fricad ¢t i 
ompetiti 1} thy 
that the « tit il 

whit 

Wi / nfin f 

()scar \ t il] tt 
hin tron 

By 1952 the | f 


obsolete began folk 


rchandi iy ral 


the imdustry hit it 


Stor 


ntore it a 


overloaded 
tina 
I'V sets were be 
in 

real turnin por 
Nadel, of Oscar 
Phere 
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eteran 


discounters reall 


Cll headed 
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SPECIALTY HOUSES in the appliance-TV field, meanwhile, have varied their 
This VIM store on Hempstead Turnpike, 
chain sticks its products 


techniques im competing on price 


Hicksville. demonstrates how the to specialty 


ACROSS THE CORNER in the same shopping district, a Sunset outlet flashes “Bar 
gain Basement’ and ‘Toys’ on window signs 
the Sunset chain turns to soft goods diversification to ‘average out’ 








Like other volume operators, 
profits 


SPECIAL REPORT to service loday many of them have pushed lor years Iw Gu | n Har 
ervice to the fore until it represents 90 per n exploiting garden fi ture and t t 
ON DISCOUNTING ent of thei Dusirne Many of them work intage kven Vim, thr ! olum he 
from books or catal on major I hereb ut on wide d hicat vithin the past 
NEW YORK CONTINUED the ivold t king imventori the int two Ca laugurat hou Vare 
nove nventors vhich could read t tinent nm it hain Ih vas not 
them in tinan difficulty ich f thie oft tl ill electi 
rif f ; s I \ n 
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MASTERS EXPANSION to suburbs last fall, into Paramus, N. J. (above) and Elms 
ford, N. Y., indicates how discounting has fanned out and taken roots in th 
hinterland. Discounting has snowballed and solidified as a force since 195] 


MACY’S ROOSEVELT FIELD on Long Island symbolizes today’s jockeying by de 
partment stores for suburban business. Macy’s, Gertz’ and S. Klein’s have 
ide it plain they will battle the giant discounters, force price battle 


Good Neighbor, a \ssociated \pplian 
in New York ind JACO, BBB, United 
Phrift, GERAD, and United Distributors in 


New Jersey have fi ly out 120 dealer 
th added buyin hat irtially bal 
the strength en ed by key a unt 

lay 
M dealer igain learning from. th 
ints in the market, have turned to diver 
fication. Some have gone into toys, powe 
ols, wheel goods, gifts and houseware 


Some have always had strength in furnitur 
nd have held onto that and tried to expand 

Some have strengthened their electri 
housewares departments, others have thrown 
Down in the Cortlandt Street 


irea many oldtimers are bearing down mor 


them out 


heavily on export busing 
Every dealer has 
trength 


learned to play up hi 


Fortifying many retailers in their survival 
fight has been the growth of special agents, o1 
transshippers, who now are said to number 
ibout 30 in the metropolitan area. ‘They 
vork either as a wholesaler or as a retailer 
vith a side busin Through these agents 
iny dealer can procure just about any met 
chandise he wants, in any quantities he wants 
It has the net 


tect of freeing the smaller and medium 


it the carload price or better 


ized dealer from handling many lines with 
high inventories per line, thus reducing th 
ikelihood a dealer mav get caught with over 


loaded warehouse 


Just as dealer ie bypassing extensive 
varehousing, so many ar dispensing with 
their service department They prefer te 
uy service from supplicrs and count on con 
tractors to hand] th crv business for 
them 


Today's Look 


loday mailing list houses estimate there 
ire about 300 discount houses in the five 
yoroughs of New York. But trade source 


timate there are only 40 or 50 “book 


italog houses of an mificance in the appli 
ice-T'V field. ‘Ven of thi book the 
iy, might equal th f ) mediuu 
zed dealei 
A good portion of th it operat 
! n \ i th ! Th tee 
tale vhich. f ' " , )( 





type is Operating on the trin ! 
nadust And the great migration down 
tairs has relegated the old card « ount 


house to oblivion 

Meanwhile the prototype of the old Rac 
ortlandt St 
in be found anywhere in the metropolitan 
New York-New Jersey area toda hssentiall 
he is a dealer seeking wavs to tep up trath 
to reduce overhead, to diversify so that hi 


Row operator made famous on ¢ 


operating costs can be brought within’ saf 
limut igainst diminishing margin 
Oscar Nadel, of Oscar’s Radio on Green 
wich St 
case for the average dealer in today’s market 
“Let’s face it,’ 


manufacturer or distributor who has even be 


downtown uccinctly states the 
ivs Oscar, “there’s not a 


nun to worr' ibout the dealet who does a 
They're giving awa\ 
their socks, hat and cane to the 


Kventually they'll give away 


half a million or better 
their sho 
kev accounts 
their own coffins. Suppliers don’t really know 
how close to oblivion they are 

“Under the circumstances what does th 
average operator employing 10 to 11 peopl 
do? Let’s sav he has an overhead of $100 
000. He must do a minimum of $700,000 a 
vear to meet his overhead. Let him start 
working on 15 percent above cost. If he hasn't 
had an accountant survey how he’s been 
pinched over the last two or three years, he'd 
better do it soon. He also better find out 
vhere he can shave costs—in his help in hi 
insurance mavbe, in handling his service 
If he diversifies, or works from a catalog on 
mayor he still must kee pin mind his break 
even. He must stick to firm markups. And 
then he must merchandise like a merchant.’ 

Hard-headed dealers throughout the met 
ropolitan area agree wholeheartedly with thi 
mneral thesi Most are willing to concede 
that, despite the estimated range of gro: 


margins of eight to 20 percent ibove cost 


most dealers are closer to the 10 to 1S percent 
ne 
Pressures Continue 
Anvone who figure that Korvett ind 
Mast ie entering phia vhen their 
iting cost will soa that this ma CAN 
rating pre ure th merchant 
1 fora h b 
Ask ntl t hi f 


What about credit and tin payvinent 


Charge accounts might possibly be one 
i where we might contemplate i change 
' ud 
He made it equally plain that the firm im 
tended to keep it breakeven at 14 
of sales. 
Masters ha 


keeping a lid on operating costs at around 11 


percent 
equally strong views about 


percent, no matter what the savants say about 
expansion changing this ratio upward,. And 
Steve Masters has stuck by his guns on many 
points before and had time work to his ad 
vantage 

In the case of Fair ‘Trade, for instance 
since 1937 he based his argument on free 
competition. In hindsight, some say he 
played the Fair ‘Trade fight to the hilt and got 
barrels of publicity. However, in every skit 
mish on F'T he further advanced the theory 
in the eyes of customers that discount house 
were the true source of bargains. And the 
decline of Fair ‘Trade advocates has all but 
given the argument to Masters, if only be 
cause policing the discount houses has be 
come next to impossible in the metropolitan 
market as it is today 


Rough Road 


In the light of the stated position of thes 
two leading regional promotional house 
dealers are therefore on notice that low over 
head is with them to stay 
ret tighter and tighter 

What it may mean for the key 
they slug it out with each other and with the 


that margins wall 


accounts, as 


upermarket md vanety chains, newly-ar 
rived in the field, is anybody's ZUucss And 
its not for the average dealer to concern 


lumself too much whether the revival of 
ocuite distributor ind the shrinking up 
phier bari vill micah the eventual Cemise 

of the distributors 
But a dealer interested in his survival in 
the toughest market m the world—the di 
ount capit il of the world— must acknowledgs 
that off-list selling has brought ever ippl 
ice-TV retailer to phenomenally low breal 
leve Phat he ot to take his one 


out 





SPECIAL REPORT 


eroseoorme IN LOS ANGELES 
EVEN THE “CARD HOUSES” 


ARE GOING BIG TIME | 





As discounting comes out into the open even the closed-door deage~age Meig 3 
discounters are becoming promotional discounters and pro- mented his “Airport Village” st 
motional discounters are becoming discount department stores resp ae tig Pine : Brea S 
| heautit } f | 
thers like Standard Ap IV. I 
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\II rot t 
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time because of the emergence fron White Front is not alone in its confiden Angeles market pattern shape mot 
minent pla t t tt th f the promotional stor \n { he realizes that th tailing of applian 
lion | ' ly promot | yvinter, Mort Sh id tele noat d un ha ) ' 
Alread le than le promotl negotiating f mothe 15,000 q ft loca normal method of m handising 
unters ha haken the foundations of tion to add to his Liberty Merchand Nlart ply returned to normal in 1945. A 
the medium dap we-T\ tik iW oncem hich now operate nb Van Nu 1950, a university-sponsored su 
threatenmg the methods of th tal ml Lon Beach | than a yea Nd that at ist ) percent of all app 
hed “closed-door discount Liberty expects to top $3,000,000 gross 1 nd tek 1 in southern Californ 
But th t »which | th hips of long stan ha by th nsum if t! 
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Terence ind they arc among the first t 
ehne this ditterencs 

Lhe romotional d nt hou chu 
my the promotion of low, or discount, price 
t build the large volume from which it 


1akes a profit—but it makes its profit trom 


the merchandise which it advertis« It doc 
not rely on selling up It does not negotiat 
rice there is no deviation from. the pric 
tag. It docs not take trades, which would 

i form of negotiation. It is amorphic in 
its inventory, financial and sclling organiza 

m-—ready to expand o mtract at aom 


nent notice 

Phe promotional discount dealer relies, too 
n the promotion of low, or discount, price 
to build the large dume from which it 
hake 1 profit——but it makes most of it 
profit from the merchandise which it do 
not feature in its advertising. It relies on 
clling up. It does negotiate pn on 
but the leader It does take trades and u 


track is a fundamental basis of it clhin 


It is | morphic, because of stocking stand 
id merchandise it can’t flex as readily a 
the other promotional merchant, is | fi 

ble in adjusting to market condition \s a 
ule it works on a higher mark-up t om 


pen ite for this hand ip 


How “‘Schlock’’ and ‘‘Borax’’ Meet 


Dealer have the ‘ dchnition Ih 
uc promotional d mint hor hlock 
th tru prom fiona a iit loale 
boray 

W hat bring thr hlock nic the 
Doray together Phi haracteristi thre 
re always having a sal Phew advertising | 


vritten on a Ingh emotional plan hy pel 
tensioned with the idea that this is at 
fnend, the only chance you ever had or 
will ever get to buy ipphiance or television 
it thi price. A deal is today; tomorrow ts for 
ever list price 

Ilowever, let get down to Cas W hat 
ne thes promotional dealer dome that 


CASE t high 


pushed them into volume in 
i 0-100 per ent in 96 over 
kor the fast-growing promotional hous 


buving is the key to th ibility to ppt rd 


1HASSE of prospt I ind to t 1 ipita 
it a fast rate Coin i! iii | int 
in | Ang li hand) r i na 
rand ma ite distrnibut mia pa 


pool washer-dryer at $425. Laberty Mart 
ittering the CGE WA4SOM washer at SESS.S 


lL lorcraft using classified to pitch RCA 
Whurpool washers at $ which cost a local 
independent dealer $20 vhen he b 
0 units or so m a carload Any caster 
dealer who figures these are high prices ha 
never paid freight across the Roch 
hese dealers in many cases are buying at 
below market prices for two reason it 
least. In the first place, most are gomg out 
nd seeking merchandise that thr Wy moO 


ompetitivels In fact, man tf the smali 


cuscount operations are Known im the trad 
by the area in which the hop Cin 
icferred to a i Texas-Louisiana’” buyer, with 
Oe from Penn Wha Another l 
trictly Kansa mad St. Louw Ihe big 
on howevel upplement thew local bu 


ing with purchases me the New York-Chicago 
ircuits, mostly because th maintain con 

tact with the factor Often th mb one 
inloads that the | Angel distnbut 


chon not about 
Pressure on Distributors 


Reader lsewhere in the ninit vio ia 
look at the above and i » What cl 
not realize that until fan 
in the Kast and Midwest by | West deal 


Cl vas not i prach il List utor 

Lo Angch hia had a st i ri} i th 
narket. bor 1 by location to b muck 
on ther own an merchandisin to ha 

Cl heavy an tincnt om om iit thie 


listributors have not looked kindly on th 
dealers buying from the factory or havin 
my truck with transshippin When th 
factory branch took over in pla t th 
independent distributor thi ituation began 
to break down 

In the Los Angeles market toda VEN 
practices var Close-outs and specials ar 
the hfeblood of our busine 1\ lomun 
Crosson, whose Platt’s Store 4 1 promotiona 
discount dealer hip White Front Stores bu 


both locally and mywhere in th ount 
there 1 i good bu Sul manager Sam 
Nassi Sat We are interested in lots of 500 
T » not om dnobbl ot t () wit 
Dorn's bu | ily and in the bast and Nhe 
t——Harry Dorm used t pend a good 
percentage tf ti tin t clin mist to get 
micrchanadsse for ti D dontise f Miuirach 


HhAKt 
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SPECIAL REPORT 
ON DISCOUNTING 


LOS ANGELES commweo 


| i | 
j lia 
ti 
| ! ; fy , ) TT 
! | j ! 1 ) 
i ! t It ich itsell 
‘ ertisi { ' things out 
te 
Turnover Is All-important 
rf n 
i mot 
i Ke it 
bu t t } 
| t t ty} i i 
leg | i ( 195¢ 
| | { j t 
! zx 1] it tl 
iv Cad I t t 
vhat he Ippo t el ( Dba 
tim nerchant v wot let | nself be loade 
becau im item t i i it 
sell quickly He mnot afford to take toch 
that he will have to clear out later without 
proht ; Ihe volume at iit ilwa qu 
dating’ ’ says (Crosson » there is not 
enough profit my what le ls to balance an 
mount of ‘clearance’ at a lo Sam Na 
tates that the turnover rate for White lront 
Stor m 1956 was 16 time Mort Shay 


it Liberty Mart 
turned over im 45 day 
eight tume Mi /alvi ivs that 
Dorn'’s now has a turnover rate of 14 time 
that it has been as high a ) tin 

Methods of pricing ipphan ( ind IV a 
hanging in the Los Angeles area, mostly b 

use of the influence of the advertising b 


Traditionally, chi int 


iys that all his merchandise 
is designed to be 


ibout 


promotional dealer 
crs have worked on a 
the #1 sheet of the Western Price Book 


dus five or LO percent Not 


“cost plu basis, usin 


rie ich 





, 
f f pI heet 1 O1 
‘ 7 sh y | ' 
ra nt i ( pe 
r r d r 
t i¢ 
+4 
| | i] t j 
il t tr ' A | i 
t ! I nd th idd nn 
| 
rth | int h W hil 
bhEDCO st pera f vit 
' n pe it pi i t tv 
i 7) a } int houses don’t 
ps p ta ith tl nanutact 
then the Phill p ) ( Norman Lam 
la Brea Sales Co. price th “re 
{ St)L) 
Ih t promotuional ¢ inate price 
j yf mula M t refuse 
th ict market | quit 
t estimat t i ive 
nt r th p not id unt 
hie t | pe t Sam Na i lal 
if t i aT t ippl 
t Vhite | it yperation, and a close 
ite of that biggest of the promoti na 
ise launs that m 1956 White Front 
ibout 12 percent. Tommy Cro 
ta that no promoti mal dealer hip 
perat profitabl th a g of le 
han | percent Dorm mark up most 
TL hand +1) pe cnt pecia ibout 
pe ent and occasional leader it 15 pel 
cnt | hin Paley of the Phillip ( iys that 
thi losed door discount house sells at an 
crage if pel ent velow ist on regular 


merchandise, lower than that o1 pecial yu 


hicase 
Prices Include Services 
Unlike discount house prices of the past 
most today are inclusive idd on losing 
t pe pularity Pr tag ae il] MiajOr ip 


pliance it White 


! 


Front Store tate that 


the pri include free delivery, installation 
| ir free service and factory warranty I] 
te 1 » d including f deliver 
( ta nstatiat j 1-yea » tire tub 
tharante ind an al yarts facto Varrant 


NI Sam N f White | 
etit intage in having 
t t vat th ither 
! ich tome 
P - 


rie I the di yuniters i I ib] 

Du ill p ing Ma ynent I 

rospect through advertisin ind = prom 

tions had to | devel ped This has brought 

ipout hange in the media use t pe 0 

Op ind oun hans mn 6th t ot 
d yitered 


['raditionally, appliance-I'V retailers in th 
Lo Angele irea ha used the neighbo 
VS] \ppliance I'V ad 
ertising in the four metropolit in} dailies wa 


the field of the department stor Sears and 


' 1 
Hood veekl new papel 


(Obvious! un | unte! yuld 

n kly neighborhood eras SO tl 
turned to the dailic 
ti put t the other way, they turned to thi 
dealet It is a b 


decision—one page cach week in the Lime 


rie have 
Callie to becom larg 


IS CAPCH but it reaches 850,000 famuil: 
White Front, Liberty, Dorn Crosson ill 
using the dailies on varying sched 


ule W hite 


1 week in each of the four dailies, and it i 


Front use it least one pag 


not uncommon for any of these promotional! 

discounters to hit the Sunday audience with 

1 double-truck 
Keach of the dis 


own style of advertising designed to 


ounters has been develop 
ig hii 
get maximum returns from high cost adve 
tising. White Front shot-guns the audien 
vith up to a hundred items on one full page 

relying on attracting everyone by offering 
om thing for everyone 


\ technique used 


lront in advertising 


White 
and television 
tate that 


everal brand for ex 


regularly by 
appliance 
it a competitively low price is to 
the item is one of 
imple 1 SOS.55 portable television is “guar 
inteed to be one of these three top brand 


RCA-Victor, Philco 


General Electri 


Three types of discounter dominate the scene 


PROMOTIONAL DISCOUNT HOUSES, such as White Front 


do not take trades, do not negotiate prices 


in ‘56 


. 


ud Apprsances 
ret .. 


are completely flexible 


which did $9-million 


io 


(LEVISION 


PROMOTIONAL DISCOUNT DEALERS, like Tommy Crosson 


negotiate prices on all but leaders 


: dmiral ? 


s Platt store, sell up 
take trade-ins, work on higher markup 


=e RADIO -TY: APPLIANCE STORES eseeeaeeee 128 


Nae TOUR, UAV USE 
= } 





‘Tommy Crosson has made popular ove! 
the years the presentation of “dont pay 
39.95” for an appliance o I\ Platt 
Stores discount price, $188.55 Of course, 
Crosson could sa\ lon’t pay $999.99” if 


| 


he wished, as long as he didn’t state outright 
that it was the list or original price. How 


er, Crosson has been swinging away trom 


that approach since he opened his “cam 
vign” to feature Platt Store is an open 


} 


loor discount hous« Currently hi hitting 


for the White Front 


that contains many item 


iudience vith copy 
ilso names the 
brand which is being sold at the discount 
price—rather than “one of several brand 
hat enables him to take advantage of ¢ 
idvertising. H« hitting for the 
of the closed door houses through 
his steady pitch you never need a card 
to buy at discount at Platt’s—and just think 
being able to buy at the LOWEST discount 
TRADE-IN!” 


the promotion il 


pel itive 


ustomer 


prices and get a whoppin 
Another development by 

discounters is the featuring of non-electric 

ind electric housewares as leaders to build 


trafhc. White Front and Liberty 


housewares departments have used thi tech 


with large 


lique as an effective means of drawing cu 


tomers away from the closed door house 
Crosson ha tarted now urrently featur 
ng in h idvertisement a cooker-try clec- 
tric kitchen clock, Westingh e steam iron 
ng board co et and a ‘T’V-antenna, 
ipphance 
er fferecd Db \ ost 
t th built the weeded = trath Cr on 


than \ ) ee a a board 


lelevision advertising has been used f 
quently by all promotional d uunters, but 
White Front is the best example of vhat TV 

in mean to the big time discounter in reach 
sudienc According 
to Sponsor magazine, White Front put 4 
percent of its S5U0,0U0 advertising budget 
into TV in 1956. It used a single outlet 
KTLA with the following schedule 


ture films on Saturday, one Sunday, one on 


+} 


ng the necessary ma 


two tea 


l'‘hursday; an early evening “western theatre” 
Tuesday 1 half-hour of class “A” time 


CLOSED-DOOR CARD HOUSES, like 35-year-old Wm 
E. Phillips Co., 
one sells at an average of 25 percent below list. 


operate like exclusive clubs. This 

































































































































hifting from week to week 


Discounters have gone into the big time in 


Los Angeles as promotional houses”, al 
though trictly speaking they should be 
illed “advertising discounters Store pro 


motions as the ipphance I'V industry has al 


vays known them are seldom used by th 


discounter. But when the discounters do it 
itt i dilly 
Liberty put on a three-day stor opening 


promotion that grossed $87,000. But th 
talk of the industry is still the “‘fire sale’ at 
White Front Store 
When a fire caused White Front to clos¢ 
Sam Nassi arranged 
for a four-block-square vacant lot. Into this 
t, mor 


doors tor a few days 


ippliances, television and other 
products were placed—more than ever placed 
location in the history of the Far 
West. None of it was fire damaged. Manu 
facturers and distributors cooperated full 
with the promotion and the need for both 
cxtra merchandise and extra sales help 

When the sale started on April 18, ther 
were thousands of pro pects who had waited 
Although fre« parking was 
provided for 2,000 car 
cars had to park up to a quarter mile away 
It cost White Front $50,000 to promote the 
outdoor sale but sales for those 
topp d one million dollar 


ih nie 


in line for hour 


many hundreds of 


four-day 


tour day: 


Department Stores Still Sell 


Ours ro big tim 
uming at jume im the many-milhons a 
ear Cla whiat happening to the tradi 
tional ipphance l'\ yutlet card 
department stor mdependent dealer in 


the Lo Ange 1( ica I he 


pendent dealer ind then 


hou »¢ 


tory of the inde 
truggle for ex 
istence is of nece itv a cparate tory too 


long for inclusion her The department 
tores are an cnigma. One of the oldest in 
uuthern California, Eastern Columbia, i 
urrently going out of busine Vhe largest 
home furnishers in the world, Barker Bro 

ontinue to be a big factor in apphance l'\ 
ile So does the May Co till ha 
me of the ipphance I'\ 
howrooms at its Wilshire-lairfax location 
(he Broadway and Bullock 


factor 


whi hi 


country largest 


ontinue to be 
in the market 


One of the promotional discounters men 


tioned trequ utly here Dorn I louse if 
Miracles, contends that the lepartment store 
ie that concern’s major competition, Oth 

ounters do not agree Coin tate that 


the ability of the discount house to move 
yuckly has put the department stor it a 
idvantage 
One distnbutor feels that the trend of 
merchandi ing in Lo Angel vill make it in 
creasingly difficult for the department tor 
' 


) remain compctiti ¢ in apphance ind tele 


ion When th 


department tore rot 


mad at the VAN A vere distributing 
franchising discounters frank| they turned 
to private label When they did that the 
t much of their value to u i prestige 
iccount When the » promotional di 
yuniter began t fl pra tically evel 
brand, th yartment store lost some of 
th ue t thie p pect i 1 place { 
hoy Ih t iluable t i 





place where we can get display advertising of 
our brand in the metropolitan dailies —if we 


100-percent co-op How 


] 
ire willing to pay 


long that will go on I don’t know 


The Discount Pioneers 


More closely related to the rise of the pro 
Angeles is the 
closed door discount house Little has ever 
been told about this Far West phenomenon, 
vet they 
Their success, more than any other singk 
in the Lo 
fostered unrestricted franchis 


motional discounter in Los 


pioneered discounting out here 


tactor broke the price structure 
Ange le s ated 
ng, and opened the way for the promotional 
discount dealer and later the promotional dis 
will be the mayo! 


count house. ‘Their success 


factor m any trend of the promotional dis 
count house toward a promotional discount 
department store operation 

What i happe ning now, behind the closed 
door, as the promotional merchants mse in 
prominence throughout the market area? A 
tew facts about three of the closed door 
will indicate that all is well, but that 


there ar change in the 


house 
picture that may 
ibout the end of most closed door 
policr [hese PEDCO, which 
$19,901,000 in 1956, with about 
»4,000,000 of that volume in apphanec 
ind ‘T'V, according to outside estimates; the 


bring 
examples are 


a8) ed 


Wim. | Phillips Co., grossing $8,000,000 
vith about QO0,000 im ippliances-T'\ 
La Brea Sales Co., considered to have doin 
ibout 00,000 in the apphance ‘TV depart 
nent 


lf any of the closed door hous vill be 
little affected by the mse in promotional di 
ounting, it will be FEDCO-TFederal kim 
ployer Distributing Co vlnich has four 
tores located in a manner that blankets the 
Los Angel Little lia 


ver been written about this, the most con 


ria tropolitan wea 


troversial of all discount operations im the 
wea. Dealers who may not like the competi 
tion of Phillps and La Brea Sales reter to Bill 
Phillips a io mice guy ind they think of 
La Brea’s Norman Lamoreaux as a very com 
petent merchant. But at the mention of 
bEDCO, dealers blow their lid 

Resentinent iris ipparent) because 
hieDCO is incorporated a 


ypperative under California lay 


i non-proht CO 
Phillip md 
KEDCO is a 
a playing hard 


ind TV, jewelry, 


La Brea are privately owned 


closed door department tore 


ind soft-good 


| 
ippH til 


drug liquor housewar portin mic heel 
rOOd hardwal luggage furniture mien § 
nd women lothing, floor Vvernng plu 
referrals on almost erything from new i 


) dry le dlp 


Membership m bhDCO restricted to 


ill lederal employee both 1 and mali 
tary, either active or retired i] person 
male or female, who regularly receive di 
ibility compensation or pensions through th 
VA, includimg widow of deceased vet 

ill state yin ind city employes 
cither im an active or a retired statu 
hEDCO's genera manager (GG, | von 
Mueffling told kirereicar MrrxcHanpisine 
that the cooperative now has more than 


enting all 458 


tat and oO is base \ very large mail 


MORE> 


ZU0,000 active membe rep 





















Discounters are merchandisers 


A $1,000,000 VOLUME in four days resulted from this White Front fire sale GOOD SELLING is integral part of operations like White Front. Salesmen here 
Sale occupied four-block area, cost $50,000 to promote, used lived telecasts average $10,000 a year on straight salary, attend weekly sales meetings 


SPECIAL REPORT 


product trammg and specialty selling expe ume of busine the best in new lines added 
ON DISCOUNTING nence the salesmen of the promotional hous« the best in new volume of members 
ct How can FE DCO compete? The president 
LOS ANGELES CONTINUED Can such a closed door house survive im ay lrankly, there is no secret. It hes ver 
ompetition with the fast growing promo simply in the following: First of all, our ipl 
tional discounters? Competitors say that if tal comes from the two dollar membership fe 
invone can survive, it will be FEDCO. Von vhich each FEDCO member pays at the 
der busine is carried on by FEDCO to Nlucfhing said that there is a definite time he joins. ‘This means we do not have to 
fill orders from memb who ha on place in the industry for the FEDCO typ borrow money from the banks or sell stoch 
transferred to government or milita -_ of merchant The president of FEDCO or bonds on which we must declare dividend 
tions outside of southern California tates that 1956 wa the best that or pay interest Second, all our stores ar 
bEDCO has ever enjoyved—the best im vol ocated outside the high rent district Sin 


Makers Advertise for FEDCO 


PEDCO wv no other promotion th 

i month publi ition, FRDCO Reporte 
hich mailed to all member Phi ( 
page thigazine | upported primarily by thi 
ertisin vinich at sells to manufacture 


md distributor th January 19 


mt ditioaton—the Jonaary 1957 inn Three trends are apparent 


Vacuum RCA-Vict Norg Knapp M 


is nomclectrncal advertisin 
| t bEDCO are listed at “plus fh 
t Von Niueftlin that FRDCO NEW PRODUCTS are being pioneered. White Front has devoted a special department (rear 
thi tundard pri book. but to establish itself as ‘hi-fi headquarters” with packaged units 
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DEPARTMENT STORE size and variety is being introduced in discount operations 
This space at White Front uses supermarket type check-out counters 


—o~ 7 


BaF og 


i eT TIME OPEN DOO 





wo cu fT pwnco 
REFRIGERATOR 


“riaih Te 
wae 


DISCOUNTS WEST OF cmcage! ROR B45) South VERBAZONT 


BIG ADVERTISING in metropolitan dailies replaces 
neighborhood weeklies used by small dealers. Dis 
ount idea is being promoted as well as discounts 


ve are a closed member hip group and not 
lependent on foot travel past our stores, it 

not necessary for us to be located in a 
iighly congt ted district Actually thi " 

benefit to our members since they have 
I trafhe congestion to reach a FEDCO 
tor Third, there are no frills in’ the 
bE DCO operation We use the self-service 

tem in so far as it is practical from a good 
merchandising standpoint "And ile 
wints out the saving in promotion cost by 


tEDCO not using new paper magazine 








radio or television—just the « mipany maga 
ine which is largely sustained by othy 
idvertisers 

bkDCO’s doors are really closed. None of 
its stores carry the company name, only the 
treet address. While it has broadened it 
membership to include every possible civil 
rvice employee there 1 ho opening to 
people outside government pavroll 

lhe closed doors of Phillips, La Brea Sak 
nd other privately owned discount cat 
houses are less tightly locked. And there 1 
to show that what little im 


tance the card may have now will not lon 


nuch evidence 


hist 

Phillips 4 1 good example. ‘This 35-yr. ol 
pioneer discount house just announces 

1 new kind of department store is bi 

s developed in Los Angeles by the Wm. | 
Phillips Co., recognized as one of the largest 
closed door’ discount firms in the West 
will emerge as a promotional ciscount ce 
partment store 

Any person “employed by a qualified in 
dustrial concern or employee group” is eligi 
ble for a free buying card at Phillips. ‘To all 
intent and purpose the card is a formality 
\pplhications are sent to practically all com 
panies in Los Angeles. Anyone can talk him 
clf through the closed door of a Phillip 
howroom, although he must show his card 
when he makes a purchase. Over the years 
Phillips has issued cards to more than 2,000 
000 people. Its active list at the moment is 
4100,000—these receive the monthly mailing 
picce which is the company’s major promo 
tion 

Pricing in the Phillips showrooms has dif 
tered from that of most of the original di 
count houses, It does not use the “cost plu 
but marks merchandise at list, then the Phil 
lips price. For example, at the Hill St. stor 
the following prices were posted on electri 
housewares: $29.95 Universal coffee-maker 
for $20.21; $39.50 three-slice ‘Toastmaster for 
531.60; $19.95 Sunbeam ‘lea-Coffeemaker 
for $15.96. At Phillip’s Western Avenue, the 
majors were tagged: G-E-BIL15-P combina 
tion refrigerator freeze $639.95 list. fo 


by professional discounters 


$472.95; a 6EH12 
$489.95 for $319.95 


Hotpoint refrigerator 


Can Card Houses Last? 


With it present plan for expansion 
hich includes three new stores, can Phithp 
ntinue as a card house and stay competi 
tive? It prom tion manage John Paley say 
that Philhps volume us still increasing, that 
the concern intends to be an aggressive pro 
notional retailer, and that when the nev 
tores give complete iarket coverage, it 4 
po ible that they wall skip ecards and 
open the door 
Like most card house La Brea Sales u 
w of “public relations peopl who visit 
ndustnal and commercial concerns mi the 
los Angek market to get applicants tor 
ird \ spokesman for this card house stat 
that “thr employe of any legitimate con 


cem is chigible for a card, but also that 


they “can usually find a reason why anyon 
vho shows up here can have a card Phere 
is no reason to discontinue cards, he say ) 
long as they serve their purpose which as “to 


have a psychological effect on the buyer 

Phe promotional discounters sincerely feel 
that most of the card houses will have to open 
them door ind they would like to see it 
Phey feel that except for a handful, the card 
house operators would not last long as pro 
motional discounter hey have some basi 
for that feeling, because more than one nal 
card house has opened its doors during the 
last two years and shortly thereafter closed 
its doors permanently 

So, with the promotional discounters going 
big time, and the good po sibility that many 
closed door discount houses will go promo 
tional, the future in Los Angeles promises to 
be a three rng circus, say observers there. But 
will these Los Angeles merchants hav the 
whole play for themse Ives? Not if you can 
believe the rumors: ‘Master's has a foothold 
here now and did you know that Sol Poll 
is looking for a location in the San Fernando 
Valley?” Says one independent dealer 
this business may never become profitabl 
iwain, but it won't get dull end 


LEASED DEPARTMENTS for jewelry, cameras, etc., are being increasingly offered 


White Front limits concession markups 


a 


ee 


——- 


~ WATCH REPAIRING 


Ne | Ty)» 53 Ny 
an 5 


ee Cd 





ARD PRIZE 
FOR THE 
ALL €LECTRIC 


NG SCHOOL FF 


CUBIC FT. 


FREEZER 
MIRACLE OF FOODS 
WILL BE i 


Marth r 


f Lene FR 2 
1:30) 











OLD Sup 


f 
uf el 


ee 
~ f 


~ 





=a | 
: es 


a 


ee: 


re 


EXECUTIVES of both firms meet periodically to plan cooperative advertis 


ing and to set up new food price lists for freezer owners 


Household Supply Co. and Furr Food Stores of 
Amarillo, Texas, got together to boost their 
share of the freezer and food market. As a 
result of their cooperative efforts freezer sales 


jumped from four to 25 a month 


That Works 


SALES VISITS a ilways made when husband home. Salesmen follow 


eprinted, 30-minute sales talk which stresses sUVINGS, USES flip chart 








ses 





TO KEEP salesmen alert, informed and enthusiastic Minnick conducts 
weekly training sessions. One problem: to keep them from overselling 
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FOUK aaicsSMEN of Household Supply all got training in frozen foods 
Sales manager Jerry Minnick (at chart) supervise their activities 
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ORDERS for four-months’ supply of food are checked both before and 


after delivery to the customer. Second check often produces new sales 
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Philco 


By ROBERT W. ARMSTRONG 
and TED WEBER, JR. 





URING the last winter markets in Chi 
1) wo a dealer visiting Philco ¢ orp 
new $140,000 display space in th 
Merchandise Mart made a 


one form or another has become a 
ioke in the 


omment that in 
tandard 


mdustryv—even among Philco oth 


il | hope hie iid 


bole 


looking at the vin 
modern statu uspended im an al 


ift that that hole im the head isn't I 


mncan 
Ile wasn't alone in his concern. Ever sin 
19 large part of the industry h 
ondered about Philco plan poli T md 
prospect vithout getting much enlighten 
vent from Philco management. Now, it ip 
Philco is ready with some answer 
It's no secret that Philco has been having 
trouble It's 1956 sales volume of $345 
ihon was the lowest since 1951 and it 
tter-taxe protit vere an imeredibl mall 
00) he ompared with 19 net 
t 
| t Ph hange aistribu 


The company is well aware of the problems it faces after what 
happened in 1956 when earnings skidded and competitive pres- 
sures forced 27 distributor changes. But a new management 


team is confident that the company is on the road back. Here, 


for the first time, are their reasons for feeling that way 


cording to execu 
Otter 


tors—the biggest shuffle, ac 
tive Vice-President John | 
pany s history, got 
11. Skinner, Jr., began a senes of shift 
top management men, and retained a new 
iivertising agency (BBD&O 


ven on 


in the com 
i new president m- Jan 


Hone 


development of this nature 1 
cnough to set tongues wagging im an mdustry 
is volatile as the apphiance-radio- LV busines 
Philco 


larly as seen agaimst the 


eeming series of mishap 


background of tern 


particu 


fying corporate casualties occurrmg im the 


past five years—gave industry go ip plenty 


of material 


Nor was Philco’s case helped much by th 
fact that some of it competitor vere appar 
cntly improving their positions even as Philco 


running ito additional trou 
bh By 1956 the 
new parlor game of its own It 
the five or six full line vlaich wall sur 


Ve As giants lke G-le and Westinghouse 


pent tremendou ums to 


emed to he 
industry had a gruesome 
object pic 


iris 


onsolidate then 


New Management Team 





LESLIE J. WOODS, 
Executive Vice-President 


Research and Engineering 


JAMES M. SKINNER, JR., 
President 





JOSEPH H. GILLIES, 


Executive 


Vice-President 


Operations 
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is, 
ba 
LARRY F. HARDY, 


Executive Vice-President, 


Consumer Products 





JOHN M. OTTER, 


Executive Vice-President, 


Marketing 
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newoomers Lhe RCAWha 
Philco fou 


t 


position incl | 
plash 


pool began to make a 


tself near the bottom of anybod it 


New problem continue to arise to plague 


Philco management. Just last month une 
officials Jet it be known that Philco 
the first target 
teed annual wage hour UI 
Vhilco expire next month.) 
It's doubtful that Philco 
critical a on 
out to be Despite Philco 
real and illeged thr COMPA 
taved well $340o.nilin (best ve 
1953) with $430.4-million its net wor 
wound S95.5anithon and it 
mce 1939 has increased at more than tw 
the rate of the Gross National Product 
What some of the 
tioned trengthened t 


contract | 


tine Was as inact 


yx opl 
troubl 


above 


hover volun 


mor Changes im 
undoubted 
company. But Phileo 
ittitude about it iffan 


luded any 


ibove 


pretty vell p 
public on 
of why it wa the way it wa 

Phat, at least, has now hanged, | 


icting 


month Phileo executive it down with bone 
PRICAL, NIERCHANDISING editors and answerce 
n detail hundreds of questions which up 
tin have been las unanswered 
Phileo John Ott put at \\ ( t " 
ng to talk about n 
\\ biale thi Tenn i why that 1’) 
ibout vat n. it 
na if i that i th ! 
Phrile 1} t 
if 1] i t 


\ it r allt | i ! 
" Cotte | tt » 
id f j | t} 
Phil itn il “i f 
if i 
I] prompt nn nan 
| thin Phil found 
iat | ( | ! ! tra if th i 
h | 1 tim i I | i a 
ns mor | mnpict inftonom it 
t i il | ) i lack ! nad 
j rti | isi promot 
md sale It ison me other tield ( tt 
mcede that Phil ) Va t ) i late 
tin \ ) hon automated and that th 
has been more nth than ait sho 
1) ib itl had to d if al 
mice Automation was both a proble Tt 
100 Slow i Otter, because too many peop 
i ! 
Continued o1 Fr 
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y' 
IO & TELEVisiON® ” 


Service for consumers only 


are three of 


SIX WAYS 
TO GUT TV 
SERVICE COSTS 


Henry Pisters of New Orleans couldn’t reduce his taxes or his over- 
head, so he turned to costs, found some places where he could but 


shouldn’t cut costs, found others where he saved by spending more 


SK tle \\ t t th ie is f md at th une ft 
/ i mi that fT Owl i i th important cust he 
i | | | I li tu 
he'll 


i t i i | t Ipp t n 

qu Lhigh r with \\ did it instituting a t hedul 
yo mpetit { in On three da ve deliver. On 
head both high, tl hoy ne a t other three we handle picl It might 
Cue he not bh in ft th irgued that thi vould involv l in 

three it vinich n that ost om luplication that a pick-up might 
\V\ ha I \ tom hy niy next door t i deliver In pra tice, that 
ha t tuation lhard|] el happ ns and oul hed 
\I Piste Normandi in t nd that it doesnt permit 
Rac nd lel i ( ial Street, New i titi I ommon cise But in 
{) in Lou ia px I thin nd nera VE tty rigid and by being so 
id t-control an li loped fo ( ontrol t We no longer rush out 
iheving mort net profit tron i CTVICE ith one rele ome back, rush out to pl | 
lume include th p another on Scheduling is orderly, mil 
pe reduc inl the vehicles no longet 
Ll. Vehicle Control flit back and forth over the town; their route 
With an advertised k-up and deli ir wefully laid out for minimum muleag 


ervice, Normandie Radio ind | lectric found With the present system, we can do this sort 
itself with constantly mounting vehicle cost of mileage routine We couldn't before 

is gasoline prices went nileage increased 

ind truck costs soared Moreover, this wa 2. Weed Out Services that Don’t Pay. 
cating up a lot of employee tim Mr. Piste: Henry Pist is le l 


a believer in big vol 
i\ until we tackled it with a firm hand. It ume than in big profit 


Looking over the 
sts here. But the Normand) ervice picture at the tart of 


vas seemingly Ca to it 







Better control of service vehicles . . . Investment in good equipment and .. . 


APRIL, 








Nl st itting program, 1 ct out to sepa 
rate the services which thwh 
profits from thos hich duced volume 
but only negligibl in metime n 
proht 

It qui kly became ipparent, he i that 
mn if Normand biggest-volume opera 
hon il one of it least profitable 
That wa ontract work for furniture stor 
department stor ind other big retail 
vho sell but do not themselve ervice ele 


1 lot of volume t 
be had in thi But, due to their all-hour 


tronu equipment | here 


demand need for extra service and clos 
competitive bid pricing, W veren t makin 
anything | rood money out of the opera 


tion. It took a lot of long thinking for m« 
to determine to drop it it I did Th 
results? ‘The same work force 


equipment, turned to 


ind the sam 
msumer work which 
ve began to cultivate more strongly, return 


i vastly better proht 


3. Spend Money to Save Money. 

Operating with inadequate or too-cheap 
equipment may seem on the surface a way 
to save cash outlays, but it’s only a way to 
increase cost on every service order, Pister 
insists. “I don’t say that arbitrarily,” he 
notes, “but because we quickly learned it in 
the course of our cost-cutting campaign 
Spending money for new equipment where 


Continued on page 114 
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ee | “When it’s time for shoppers 
We re to be thinking about gifts for 
Mother’s Day, Dad’s Day, and 
ry that special June Bride .. . 
runnin Dominion sells 'em hard with 
‘ dramatic ads like the full-color, 


two-page advertisement 


appearing in the May issue of 
U =(€O i] bY red $ Living For Young Homemakers. 
P - k 
It’s typical of the growing, 
‘ continuing advertising support 
to AY J 1 , that moves plenty of 
/ - Dominion appliances for 
° ¢ . Fs dealers across the country. 
| {- U ers , ae “As a Dominion dealer, you'll 
receive a lot more than 


advertising support. You'll 


7 get a complete line of appliances 
0 your c priced to sell fast with FuLi 


Prorit MARGINS on every sale . . . 


{ 99 fy ? backed by free, comprehensive 
store merchandising packages. 
° And Dominion appliances stay 
sold because they’re quality-built 


for years of trouble-free 


performance. 


“But don’t take my word for it. 
Open this page and take a look 
for yourself. Then — Move 
AHEAD in 1957 with Dominion,” 


ROBERT SHAFFER 


Director of Sales 


Dominion Electric Corporation 


/ pte Chip FOR ONE OF 


THE EXCITING ADS”THAT WILL PUT YOUR 


CUSTOMERS IN A GIFT-BUYING MOOD! 




















cv There's something so very special about Dominion appliances! 


For mother on her day and for that happy June Bride, any one ol 


these beautiful Dominion appliances make a gift you ll give with pride 


a gilt that recalls your thoughtfulness every day. every week 
There are pertect gifts here for Dad’s cooking adventures, too 
So for better giving. better living choose a practical, time-saving 


appliance from yout Dominion dealer soon! 














7 ‘uae Zp 


Guaranteed by » DOMINION ELECTRIC CORPORATION « Dept. 5D, Mansfield, Ohio 
Good Housekeeping 
S25 soars OF in Canada: Samson-Dominion Limited, Toronto 





















“talk about 
solid 


merchandising 
support!” 


“Dominion’s on the move to help you Move AHEap in 1957 with a new 
comprehensive package of sales aids. Every one is designed to help you 
cash in on the Mother’s Day—June Brides gift-buying season. Get your 
personal copy of this merchandising portfolio from your Dominion dis- 


tributor. Call him today!” 
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Day QypRIKE Ir Rict 
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a UNTED PRICE Is Ri 
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Insist on the best—buy Dominion 


cue MME AHEAD 


Dom l N ION ELECTRIC CORPORATION 


MANSFIELD, OHIO « In Canada: Samson-Dominion Limited, Toronto 
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with the firm. Byer 
pproximately $200 per week 
his proht He claims that 

lary is much to be pre 

hedule 
idaches and 


the 


COoMnMmMISSIOnN 


t eliminates h 


material n matter 
Wi 1 that happen 

e a man who has a wif 
wt getting 

MIM ISsions. In 
the higher straight ilary 


proved ideal 


tldren to Ipp 
| 


Nn maller 


ind CO 


ind service 
percent ot 
howeve! his 
iuse he own 
in which the = store 
ollects rental from 

in the upper floors. 
point ut that he has 
ptionally low rat of bad 
ipproximatel one to 14 
of his $200.000 accounts 
ble. Reason for this is the 
imount that has to be paid 
thie consul veeklh in 
t that general can be 
up if a little pressure has 


pplied 
It Pays Not to Advertise 


better oft 
than 
ppliance merchandisers,”’ say 


ire also much 

t comes to advertising 
pointing out that only 
one-half percent of ile 
is devoted to advertising 
because most of our cus 
contacts are personal. We 
them in the field and revisit 
tomers week] After a few 
ve accomplish more in 1m- 
the customer with what 
for ile than could be 
Continued on page 96 


Answer to a merchant's prayer 
for Summer sales! 


Dealers’ choice—3 hot new transistor sets! 


Medei 9577P. Pocket size, 6 transistors, 
weighs only a pound! Pocket-or-belt clip 
in back doubles as easel. Unbreakable 
plastic case in Ebony, Pink, Bone White, 
with gold trim. Earphone accessory avail- 
able extra. Size 6% x 354 x 144". $59.95° 


Medel 5561. Good taste in a class by 
itself! Printed AC circuit; automatic 
on-off and alarm set; slumber switch; 
660-watt outlet; slide-rule dial; 5 tubes 
incl. rectifier. Pink or Nile Green. $37.95* 


HiIl 


ml 


; 


ML) 
Se 


Medel 9574P. 6 transistors, big 56-inch 
speaker, marvelous tone. Virtually wear- 
proof Arvinyl-on-aluminum case in off- 
white or tan, gold trim. Printed wiring, 
precision tuning, automatic volume con- 
trol. Size 10% x 8% x 31%". $69.98° 


Medel 9577. Jewel-bright beauty, with 
handsome, panoramic clock face, 5 tubes 
including rectifier; 1100-watt outlet; 
slumber switch; slide-rule dial. Ivory, 
Green, Sandalwood or Flame. $39.95* 


Medel 9562P. 7 transistors, 544" speaker, 
finest automatic volume control. Dou- 
bles as ble or table radio with flip- 
switch and folding handle, 600-hour 


battery. British Tan or Alligator leather- 
ette. Size 1144 x 8% x 4”. 


Clock Models that sell in no time! 


$79.95" 


otitis, 


el 
Medel 85971. Budget-priced best-seller! 
Five tubes including rectifier; 660-watt 
outlet; dependable clock timer. Alnico 
“V" PM speaker. A promotional leader 
that speeds sales, wins friends, $29.95 ° 


Table Models that turn over fast! 


Model 25647. Brilliantly different styling 
with fashionable two-tone grille cloth. 
Printed AC/DC superhet circuit; 5 tubes 
including rectifier. Lighted vertical slide- 
rule dial. Ivory or Charcoal. $29.95* 


% ’ 
iy 
| 
| ae 
\ ~ _ | | (| 


Medel 25637. Clean-cut design with 
handsome meshwork grille, Printed 
AC/DC wiring; 5 tubes including recti- 
fier; loop antenna; vertical slide-rule 
dial. Cocoa Tan or Apple Green. $24.95* 


f 
} 
| 


=== 
=— 


ls 


Model 951T. Superb styling, 

quality, at a low price. Printed AC/DC 
circuit; 5 tubes including rectifier; auto- 
matic volume control. Ivory, Green, 
Sandalwood, Cherry. $21.98" 





Top-selling twin-speaker sets... FM/AM! 


Medel 3561T. Two 5-inch speakers de- 
liver console-like tone. 6 tubes, including 
rectifier. Printed AC/DC circuit; ium- 
inated slide-rule dial; visual tone control, 
phonojack. Ivory or Fawn. $39.95" 


Medel 9567. Modern styling. Two coor- 
dinated speakers, 5 tubes including recti- 
fier; mercury-type treble-bass indicator; 
slide-rule dial; phonojack. Turquoise, 
Sandalwood, Ivory, Coral. $34.95" 


Medel 760TFM. Clear, rich FM tone, 
AM. 8 tubes including rectifier; dial 
t, tone control, phonojack. Alnico 
“V" PM apeaker. Two separate anten- 
nas. Ivory or Willow Green. $69.95° 


*All prices are suggested retail for zone 1; portables priced less batteries. 


Electronics and Appliances Division 


Arvin INDUSTRIES, Inc., Columbus, Indiana 


Alse manufacturers of Arvin Electric Portable Heaters, Fans, Lectric Cook, Automobile Heaters, 
All-Metal Ironing Tables, Outdoor Furniture, ‘‘Charky’’ Outdoor Grills 


A CONDUCTING A POLL, MA’AM 
WHAT ARE THE CONTENTS OF 
YOUR REFRIGERATOR? 


Nationally 
Advertised 
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dries all fabrics 
safely and fluffier 


Anything washable can be dried 
by the “just right’’ temperature 
selected from 5 automatic settings 
in the full range of drying heats. 
Clothes are never exposed to high 
temperatures because heated air 
is tempered, and then directed 
through the tumbling clothes in a 
scientifically correct pattern for 
most efficient drying. The full size 
cylinder gives the needed room to 
dry up to 10 pounds of clothes 
fluffier . . . softer! 


easy-to-set dial 


So convenient to use with 5 auto 
matic marked setting plus an 
infinite number of heat in be 
tween! “HIGH” for woolens and 
rugs; “MED” for cottons and 
white 1.0” for nylons and silks; 
“DEL FAB” for ynthetic 
“AIR” for fluffing or simply airing 
out clothe 


ie 








washes cleaner with 
less water 


It’s brand new . . . and entirely 
different! Show your prospects 
how clothes circulate and recireu- 
late through a constantly filtered, 
powerful stream of sudsy water 

penetrating every fiber to 
loosen even the most stubborn soil. 
Each individual fabric automati- 
cally gets a thorough washing... 
yet uses much less water. It’s a 
soap-saver too... using just '; 
cup per wash load! 
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“ Find , 


| STREAM WASHING 
AND 5-TEMP DRYING 








...the big “extras” that make the 


Re) Whirlpool 


washer-dryer combination 


these other easier-to-sell features! 





Filter-Stream rinsing . . . built-in Lint Filter... 3 temp water 
selection . . . built-in water heater . . . 10-pound capacity 

. built-in bluing and bleach dispenser . . . automatic 
door shut-off . . . porcelain enamel top . . . available in 


pink, yellow, green, white. 


RCA WHIRLPOOL Home Appliances 


Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan oh 


EASIER TO SELL! 






Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Two new integral-unit fans with expandable panels 


Arvin 20” Window Exhaust Fan with panels that expand to fit any double-hung 
frame sash from 27° to 3614" wide. Provides powerful, big-area cooling at remark- 
ably low cost. T'wo-speed operation from on-off switch, conveniently centered in 
finger-safe grille. Six-pole weatherproof induction type motor. Electronically bal- ° Meda 


anced 20° blades with rubber-mounted steel hubs insure whisper-soft operation. 
Even the colors are cool—antique white, with powder blue fan blades. Eight-foot 


rubber-covered cord. 





7839 


Arvin 20” Reversible Window Fan, with panels; integral-unit type with super powerful 3-speed, 6-pole 
weatherproof induction motor that reverses electrically for intake or exhaust. Here’s a prime value 4 95 
leader made to famous Arvin quality standards, with all the superior features that insure maximum 
power with wide comfort range, and the ultimate in economical, quiet operation. Model 7849 ........ 





MODEL 7730 20° thermostat controlled, elec- 
trically reversible S-apeed fan, in coppertone 
finish with chrome grille. Lncluding match- 
ing window panels, $64.95 

MOOEL 7731 super deluxe version of above 
with Plus Power aplit-capacitor motor; in 
chareoal gray with brass grille, $69.95 


MODEL 78640 Lowest-priced 20" portable. 2 
speeds, off-white finish, black blades and 
trim. A perfect promotional leader, $39.95 
MODEL 7620 20” Custom Portable. 3 speeds; 
Arvin first-quality features throughout. 
Coppertone enamel finish, maroon blades, 
chrome trim, $52.95. Matching panels $5.50. 


MODEL 7614 14” Portable in handsome 
pivoting stand. Provides powerful air flow 
up, down or at any angle in between. Two 
speeds from on-off switch. Coppertone 
enamel finish, maroon blades, chrome trim, 
$32.95 

MODEL 7414, 14” fan without stand, $29.95. 


All Arvin fans are listed by Underwriters’ Laboratories= ALL. GUARANTEED S YEARS 


* 
Electronics and Appliances Division Arvin INDUSTRIES, Inc., Columbus, Indiana 


Manvtacturers alse of Arvin Home Radios, Portable Electric Heaters, Lectric Cook, Automobile Heaters, - 
Outdoor Furniture, All-metal [roning Tables and ““Charky” Outdoor Grills. 
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iccomplished in any other wa 

Washington Home Equipment 
does not employ its own sen 
department. Byers prefers to pay 
the per ent of gro for delr 
ind Servic ind be rid f th 
headache lor service extend 
to customers beyond the warrant 
period Byer pa' the erviceman 

QO for the call, plus parts, an 
in turn bills the customer $4.0 
for the piu part Thus, eacl 

rvi ts him $1.00 profit 
li i i 

Item that ae not ha t 
install vhich rare] ne 
ervi i delivered by contract 
carrier or by the salesmen in their 
weekly rounds I'V, which is a 
big seller f the company, is al 
Va\ delivered and installed bi 
one of th ontract set m 
pani 

servin the greater Lowell area 
Wash 1 tlome I.quipment 
ha Dee increasing it irca of 
operation ) moving inte new 
rea idjacent to the on if now 
ScTV¢ When cv il nahi 
taken on by the company, CX! tin 
route territorie al divided 
up to mak each man territor\ 


territories that 


plit mong 


equitable Unlike 


have to be ommiussion 


salesmen in other businesses, Wash 


ington Home Equipment ter 
tori in be distributed in an 
mann most beneficial t th 
firm, because the salesmen a m 
ilar 

Expanding Market 

Op ning of a new territ 
says Byer is accomplished 
efhcient] Wi never go in 
cold ih In tead, we ret ref 
erence from oul ustome 
idjacent area vho give us th 
Thar f their relatives or fnend 
living in the new area.” 

Byers explains that salesmen fin 
villing buyers in housewiv 
ire ived hopping steps and wh 
find it much easier to make sma 
weekly payments, a they do witl 
the milkman. The salesman int 
duces himself explain that h ia 
sold a new washer or i] plian t 
Mr Jon then outlines th 
week] nent plan. Mo ft 
than not, th ile is mad 

Yor t it th 
custome}! explains B That 
why w first sell he i traf i 
ince under dv ith yaAVIN 
of about $1.25 per vw \ft 
1 few collection visit ind afte 
the ilesman has had a good ) 
tunitv to get to know th tom 
h then ittempt to 
1 may ippliance 

The salesman always talks term 
In an average family where the | 
band may earn $75 pe: kh 


will point out that th 
should he ible to aftord to pa 
Continued on pag 
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automatic washers 


~ EASIER TO SELL! 


nothing interferes with loading or unloading... 
gives “lint-free” clothes with partial or full loads! 











plus all the most wanted features 


© 2 SPEEDS, 2 CYCLES safely wash even daintiest fabrics. e FREE-FLOW DRAINING drains soil away from clothes, not 


through them. 
e SUDS-MISER®, exclusive suds return system, cuts waste of soap and water. 


e 7 RINSES — most thorough known, yet uses less water. 


e AVAILABLE IN ALL-PORCELAIN WHITE ENAMEL FINISH 
e THREE-TEMP WATER SELECTOR fits the temperature to the fabric. or in PINK, YELLOW, GREEN, or WHITE enamel finish. 


e 9-POUND CAPACITY means fewer loads, saves time and water 


RCA WHIRLPOOL Home Appl 
Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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PURIFYING SYSTEM 


.. the big ‘extra’ that makes 


ka) WWhinlpoot 


“ refrigerator-freezers 


EASIER TO SELL! 


It’s the greatest news in refrigeration! It’s the revolutionary, all new 
Air Purifying System. The air that surrounds the refrigerated food is 
circulated through ultra-violet rays from the purifying lamp... com- 
bating food spoilage and odor and taste transfer! The circulated air 

























maintains an ideal temperature throughout to protect foods wherever 
they’re stored .. . even in the door shelves! 


here’s another fast- 
selling “extra” INSTANT 
ICE CUBE EJECTOR 


Ice cubes... afew or many... quickly, 
easily, simply! An easy press on the handle 
of the inverted ice tray and instantly, 
automatically, all the cubes shower into 





the handsome server bin that holds up 





to 84% pounds! The bin can be carried 
anywhere for convenient serving. 





plus all these sales-closing features! 


@2 Appliances in 1... a big automatic defrosting refrigerator e Handy new meat keeper... keeps meats at a safe temperature level. 
section plus a true zero-degree freezer. © Big window fruit bin... holds up to 22 Ibs.... 

e Automatic ice tray filler . . . refills right inside tilts down for easy loading. 
the freezer (optional). @ Jumbo twin porcelain enameled crispers . . . 

@ lice water tap ... a never-ending supply extra deep and big with a 30 quart capacity. 
of cool drinking water (optional). © New super-size interior lighting . . . floodlight the interior. 

@ Easy-action glide-out shelves . . . bring everything “out front.” e Full capacity glide-out freezer basket .. . holds 40 Ibs. of food. 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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“America’s Finest GAS Range” 
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THE ROPER 


OTHER FINE ROPER 


WILL HELP YOU 


"“TEM-TROL" Automatic Top 


Burner Heat Control 


New "'Insta-Set'’ Control Panel 
with Handy Condiment Shelf 


New ‘'Glamor-Grill’’ Griddle with 
“TEM-TROL" Automatic Control 


New ‘“Rotomatic” Rotisserie 


New ‘Roast Minder” 


100 
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Oven Control 





Acclaimed as an innovation in top burner cooking, 
this exclusive Roper dev clopme nt provides greater 
- heat spread and more flexibility than ever before 
from tiny 350 BTU “keep-warm” flame to rush 
ing 12,000 BTU full flame 


between, too. Bright finish burner cap cleans easily. 


More heat speeds in 


) An Outstanding Improvement 
| In Simmer-Flame Cooking 


5 Ste — 
/ \ 
)) (c) 
\ 
40° GOURMET rw-7 
WOWO sc ee NOT THIS 


Simmer flame is in a circle around burner, not confined 


to small space in center. Covers larger area, heats all 


utensils more uniformly. And it uses very little gas 


Geo. D. Roper Corporation | 
| Rockford, Illinois | 
| I'm interested in selling the new Roper. Rush full | 
l details and franchise information. 
| Firm Name De cessiaie 
Individual ° heiiiiatea J | 

Address as sa eae 

City otal State ; | 

EM 457 | 
—p_—__-nmeEe Eee OT rrr rr 


Roper Gas Ranges are 
being pre-sold to millions 


America’s leading consumer magazines are carrying the 
Roper story to homemakers everyw here many of them 
right in your own area, More than 27,000,000 messages 
will help influence your prospects. Tie-in with your own 
You'll be sales. 


local advertising program. ahead in 
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ings per Ch 


| Under th IT 
cumstan two per 


] 
pel VCCE 


ent, Oo 


rtainly can 


Door-to-Door: Even Kitchens 


Ks Cl claim that the b it} 
linn imricd by his compa 
the convenience factor com 
form a potent timulant. th 
company sell from 250 to 3 te 
vision sets pel r that way. A 
0 new kitchens a vear ar 
Byers but in this area, custom 
pl icticalls ly ire brought int 
the store here they in ¢ 
i complete kitchen setuy iT 
pect ipplian first hand 

Recenth hen other sto 
elling and advertising a rand 
name iron for $12.50, Washington 
Home .quipm if alesm | 
50 of the ime irons for 
Salesmen took irons with t T 
thei i ind irried = the vith 
them when the visited tl 
lection customers. Says Byer 
customers could examine t 
ind were no further away ¢ iT] 
than an additional 25¢ Pp veel 
idded to their weekly pa nt 

Another recent push 
the sale of 15 washers in tw 
Thesalesmen carried lor 1 
cification sheets with them. 11 
ind the fact that the ite 
brand name enabled the 
to sell without demonstrat 

Used equipment account 
percent of the iles made by \W 
ington Home Equipment, t 
to be expected, used eq nent 
sales are generally made in th 
store, with customers pref ig to 
examine the item befor wing 
I'he equipment, however, 1 Id in 
the same way installment 
new equipment 

Byers attributes most of his su 
ce to the publi willing to 
buy on installments and the a cep 
tance they di plas towal brand 
name item ntributing + thei 
willingn to buy without sceing 
Savs he L here no poo eopl 
in thi ountt is long as tl have 
good credit. Credit pave tl va 
to having the finest new ipplance 

And, of course, when \ isit 

them every week, you can tell cu 
tomers what they need, inst | of 
waiting for them to as} 


WHEN AND HOW... 


did various electrical applian come 
into being, and how they have fared 
since that time? You'll read about 
this past history, and in addition what 
the future holds in Electrica! Mer 


chandising’s 50th Anniversary Issue 


coming in 


JULY, 1957 
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Ultra-Twenty (Models 2057-U, UB, 
UT, UP)—Four decorator colors! Re- 
essed panel Saf- 


switch, thermostat, 


Complete with spacers. Big 20” blades 


move 3950 cfm.* 





Super Sixteen, Super Twelve (Models 
1657-S, 1257-S)—Portable air circula- 
] tors, complete with Tilta-Breez stand. 
Comfort Grip” handles. Sixteen: 18” 
x 18” x 5%”; 3000 cfm.* Twelve: 16” 
". 2300 cfm.* 


x16" x5% 





ELECTRICAL 











Lau scoops the field again by 
offering every fan... every fea- 
ture ... your customers want! 
Here’s the new Ultra Twenty, the 
decorator-styled selling sensa- 
tion...the handy Porta-Breez, 
best-looking fan on wheels... 
the portable Supers, Twelve and 
Sixteen. Here are al] the fans 
you'll need to give you a banner 
fan-selling year! 


T-Eye, 3-speed 
electric reverse. 


eoeeeeee 





Twin Twelve (Model 1257-T)—Slim, 
trim, with new automatic thermostat! 
3-speeds. Lightweight, portable; hangs 
on casement window in seconds. 16” 
Twin 12” 





























x32” x 5%". 
+ 3120 cfim.* 
: t(——— 
- my itt 
° if | 
ni 
; ok 








3950 cfm.* 
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Special Twenty (Model 2057-RW)— 
Powerful low-cost fan. Electrically re- 
versible! 5 position control. Built in 
adjustable spacer panel. Fits windows 
30” to 38%” wide. 20” blades move 





Super Porta-Breez (Model 1657-SPB) 
—New mobile air circulator; easily 
moved on non-scuff wheels. Height ad- 
justable stand. Full 360° tilt. Popular 
Super Sixteen fan, Shipped complete 
in one space-saving carton. 











Powerflow Twenty-Four (Model 2454- 
WR2)— Cools an entire home, Quiet, 
belt-driven, 2-speeds, electrically re- 
versible. Fits windows 31” to 36” wide. 
26%" x 31" x 10”. Moves 5500 cfm.* 

*( Equiv. NEMA) 


Build sales leadership with 


eeeereeeeeee 


Lan! 











ie ee 


oo 


Super Twenty (Model 2057-S)—Pop- 
ular 20” portable air circulator, Auto- 
matic thermostat. 3-speeds, 22” x 22” 
x 5%". Spacer panels for window in- 


stallation 


available. Big 20 


move 3950 cfm.* 


World's 


THE LAU 


7 


LAU FANS 





Largest Manulacturer 
ol Air-Conditioning Blowers 


blades 


BLOWER COMPANY 


2007 Home Avenue, Dayton 7, Ohio 


Azusa, California. In Canada 


The Lau Blower Co. of Canada, Lid., 


Kitchener, Ontario 


PAGE 


Remember “See Us At 


The HOUSEWARES SHOW, Nevy Pier— 
sy Chicage, Booths 529-531, January 17-24 
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FOOD TWICE AS FAST 


...the big ‘extra’ that makes 


ka) Whirlpool 


freezers 


EASIER TO SELL! 


Here’s a big exclusive feature that really means business 
for you! In RCA WHIRLPOOL chest freezers the Fast Freeze 





Kan sends a blast of ‘‘zero-cold” air directly against food 
in the big fast freeze section to freeze them up to twice 
as fast just like commercial freezers do. Faster freezing 


captures the peak of flavor and preserves more nutritive 
values. In addition, you can sell fast contact freezing 
against all 7 interior surfaces. In upright models the Fast 
Freeze Fan circulates a stream of “zero-cold” air through 
out the interior even in the door to maintain the 


constant low temperature that guards the peak of flavor. 


here’s a convenience “extra” 


... SUPER-STORAGE DOOR 


This big, roomy door actually holds up to 131 different 


item neatly, conveniently! Handy dispensers hold 28 
cans... deep, roomy, adjustable shelves take various 
haped packages . . . full-width, tilting ice cream bin 


holds up to 2', gallons. Show this spacious door to your 





prospect and you'll see that RCA WHIRLPOOL freezers 


really are easier to sell! 











plus all these other sales-closing “extra” features! 


e Removable Storage Dividers e Automatic Defrost Water Disposal 
e Big Convenience Baskets e Safti-Lite and Key-Lock 

e Counterbalanced, Self-Aligning Lid e High Density Insulation 

e 2 Glide-Out Freezer Baskets e Adjustable Temperature Control 


eChoice of White, Pink, Yellow, or Green Exterior 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 


Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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when you sell fans 


. 7 . 7 Th N L k t Phil 
for residential ventilation— e New Look at Philco 





CONTINUED FROM PAGE 87 











th lecision Phil faith the pendent 
man (or, at the Is based ef that ie 10M 
nost hall group in resolve his own irket rX tl 
I k ind em it in I tict 
i mmnpan i Otte that, | i ! 1 
thin ha » De nvest I 
) ked ut togeth outman it I 
\ t thi vord au ICLIZCE 
n Asa ult of | re lent 
rhe j il 1957 tribut j i t itt 
Ph ias f itive c ight, | t it mal 
if ( Dtte tains the tithe ivgement team ite i I 
f ponsible for market distributorship Th pert 
ig tribution and advertising mad t r suggestion ut 
HLis me qua Joseph H. Gilhe they had 1@ primary p 
t i | | Hardy for he Ip hol cl ut 
sum yroduct ind Dr Ls lj in absolut ium 
Ht. \W as to ich and eng 
Al dene of thy naiees anna Distributors Get a Voice 
f i (tt but an on In ddit 1 ft ngnten 
tal iction ih field id its distribut inmiZat Phil 
fal t ot the oth f circum has also t t int t ft mo 
tance quire Under them ar closely into factory pla | Last 
thi lous division general man August it yeated a | ina 
ich of whom has his own unsuccesslu riment. it formes 
tall il¢ manage «i manager im advise nimatt Di evel 
; distributor ught ¢ » all te 
About Philco’s distribution diff gether in a n im Philadelphia 

tj ( tte frank! ivs. I‘hat ind said 1 effect | 1 hat 

P Ph fault. We let our di the matter th Phil 

a“ tribute t too tat ind we got Philco t 1 Carl \mon 
» fat ourselves. We had a lot of other thing listribut lidn't 

tributors who had been with us like current advertising poli th 

AMCA STANDARDS eg tan ie helio topo ie fol eat 
tter th ir they made a lot of length of th oduct on 

none but when mpetition stil of its feature 

WILL HELP YOU MAINTAIN — isp er fists BREN oo 
on ling ible to take the ind dism it wil By th 

financial rst ind make the eftort next meetin eld in Jan I 

CUSTOMER SATISFACTION jcessary to stay on top and, for 14 distributors, many of the pre 
too lone eriod, we were unwill ou omplaint had , Cgc 
ng to get tough up. This time distribut tressed 

a need for planned ad ti gy and 

Field Realignment promotion p ims f ich indi 

Fan products manufactured, tested, and rated according to In 1956 the roof fell in. In that vidual produ t to c da 
standards set up by the Air Moving and Conditioning Asso- ur alone Philco made realign periods. = Thi ud ered 
nents aftecting, by Otter’s estimate would eliminate confu between 

ciation are your best assurance of customer satisfaction. ne ? distthntnce Not off wen factory and distributor motion 
dropped. There are till about 110 Wholesale: vouldn’t tart pro 

For years, fan manufacturers have agreed on the need including five factory branche grams of their own to di 
for uniform standards for fan equipment rating and testing. is compared with 130 a year ago cover at the last minute that Philco 
Now, many of the country’s leading producers of propeller But several distribution areas wer was kicking off a nation npalen 

; hanged. One of the reason 1\ it the same tin 
fans for residential ventilation—of attics, basements, kitchens, ; 

Otter, is that “vou can’t afford to As a result of similar meeting 
etc.—have voluntarily adopted standards and methods for have many small distributors anv with top dealers Phi manage 
rating fan performance developed by the Air Moving and more.” The costs of operation are ment realigned its syst f part 
Conditioning Association. too high. So, in some cases, smaller distribution, now claims that “deal 

distributor is in Elmira, N. Y.) ers will be able to get the servi 

Fan equipment rated by AMCA Test Codes will perform Rocl =. = Digger di a ar sgschegh o 7 
according to manufacturer's published ratings. Your customer ty ~ hn se - ealecy 9 dilv a give » certain basic inve pom of part 
need have no fear of exaggerated ratings, of fan capacity them larger or more rewarding tet If he need ne he doesn't hav 
inadequate to do its job. tories. Such a shift took place in in stock lh 1, says Philco, get 
l'exas when the Fort Worth dis it in 45 hou using a special 
Find out from the Association which brands of propeller ee H ; rp pets tically in ay 0 me Rapes se on 
fans are rated according to AMCA Standards. A fact-filled, mses en ; ad dey” A ee >oli : et ee d he “ prod . tion 
12-page booklet, ‘Residential Ventilation Guide,” is yours Ihe fact that Philco has onh line and devote it to the manu 
for the asking. Write for your copy today. five factory-branch distributor facture of any generally eded 
ind doesn’t plan to add any more part that has become unavailabl 


dence iccording to Otter, 


. Consolidation of Costs 
that ‘“‘we have never lost our confi 


Distribut nay get o ub 


dence in the independent distribu 
AIR MOVING & CONDITIONING tor. We are more sure today than stantial benefit that they did not 
ever before that the independent request Phat 1 reduction in 
distributor will always be a major operating rst Last S pt mb 
ASSOCIATION, INC. factor in the business Continued on page 108 


2159 GUARDIAN BUILDING DETROIT 26, MICHIGAN 
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The Evis Fue! Ol! Con. 
4 ditioner in-ine type 
 CLAMP-ON 
TYPE 


CHOICE DEALERSHIPS AVAILABLE FOR THIS 
* 


Todays mot modern, moit needed appliances! 


WORKS ON AN ENTIRELY NEW SCIENTIFIC PRINCIPLE . . . ELIMINATES AND 
PREVENTS HARD WATER SCALE... NEEDS NO CHEMICALS, 
NO REJUVENATING, NO ELECTRICITY, NO FLOOR SPACE! 


World's newest 
hdvertsin Nee appliance—gets you 
—— , into the home to sell 

other products 


Quickly installed— 
simply clamps over the 
pipe—Conditions 
entire water supply! 


Exclusive franchise. . 
supported by National 
advertising, literature, 
local co-op advertising! 


High profits—low 

inventories—120 

day money-back 
GUARANTEE 


PROVEN INSTALLATIONS NO PREVIOUS EXPERIENCE NEEDED 


Free Literature 
can be used or 
ae a 
and as stuffers 


Mobile Display 
nside the store 
attracts the eve 


Patents Pending 


FROM COAST TO COAST! 


Now an entirely new kind of Water Conditioner, 
pioneered and perfected by Evis, is proving to be a 
“gold mine”’ to appliance dealers and distributors who 
want something new, better and easier to sell! 


Prospects by the thousands are everywhere. Homes, 
apartment buildings, stores, factories, institutions are 
waiting to be told and sold the miracle, money-saving 
story of EVIS WATER CONDITIONERS. 


TO SELL THE EVIS! 


Don't delay! Find out how you can profit with the 
exclusive Evis merchandising pian that makes the 
appliance dealer the “Information Center" for water 
problems in his area! Increase your traffic and increase 
your sales. The Evis Conditioners are “naturals” for 
appliance dealers. Be the first in your area to take 
advantage of this opportunity for an exclusive 
dealership. 


"| made $2,095.50 profit the very first year.” 


Petrie Electric, Fond du Lac, Wis. 


“This is just the start, because my customers say Evis is the best insurance they know of 
for curing their washing and cleaning problems.” 


secured,.”” Village Management Co., Inc., Indianapolis, Ind 


A large building management group states that after 60 days Evis has proved to be a real 
maintenance money-saver. They have 27 Evis units, in sizes from 114" to 4” instalied in 


6: 
7 "We would like everybody to know about the remarkable results we've 


buildings ranging from 11 to 246 apartments. 


"Just one month with Evis and I've netted $585.00 Profit.”’ 


Harvey & Beam, Walton, Ind. 


“To say I'm pleased is putting it mildly. Selling Evis is a cinch. And I've had no complaints.” 


NO COMPETITION 
NO CUT-PRICE SELLING! 


For the complete story on how you can get this 
exclusive, money-making dealership with EVIS 
WATER and FUEL Oil CONDITIONERS, fill out 
and mail this coupon now! 


DISTRIBUTORS: Get on the band wagon! 
Some choice territories are still available! 
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*(Not a softener) 


MAIL TODAY! 


EVIS MANUFACTURING CO. 


5955 N. Rockwell St., Chicago 45, Ill. 





Yes! | want to find out quick how | can make money os ar 


Evis Dealer 


Name 
Address 


City State 








day program 


on electric ranges to create 


more selling 


12 STAR SPECIAL 


spearheads a terrific 90- 








eens rt 


HURRY...HURRY SEE YOUR 
JOIN UP!...IT’S EASIER TO SELL 


Pe aie Cee 
3 sh Sy . 


as * 


— gion Pe Stars -t 


: 2o*_*- 
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for extra range sales! 


it’s a terrific advertising model... 





it has the appeal of low price 


— a 








combined with high quality! 





Automatic, Thermostatic Controlled Top Unit e Radiant-Heat, Smokeless’ Broiler 
Dispos-A-Bowls, easily cleaned and replaceable « Counterbalanced Door, remains open at any de 
“Hi-Speed” Top Unit, for fast cooking sired position 

Giant, 24”, full-width oven e One-Piece Top, eliminates dirt catching crevices 

2 Appliance Outlets, one automatically timed e Full-Width Utility Drawer, on nylon rollers for 
Swing-up Monotube Units, for easier cleaning smooth, silent action 

Safety Oven Racks, durable tiltproof e Porcelain Enamel Finish, resists acids, stains, rust 


f oof, pistriButoR 


RCA WHIRLPOOL Home Appliances y am 
Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan g ifs 
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RCA WHIRLPOOL THAN SELL AGAINST IT! 
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Dial 
F-A-S-C-O! 


dk 


i iy for the hot spell just around the corner” 
2) FEnough fans in stock? Make sure of satisfied 


customers | Dial F-A-S-C-O for immediate delivery 
on America’s number one fan line—there’s a fan in 


every price range available when you need it 


Yes, a 


with famous FASCO quality 


imple turn of the finger puts you in touch 
There's a model for 
from the luxury 2087 to the budget 


every DUVe! 


priced “Slim Line’. Your call brings to your shelves 


new wonders in improved fan efhciency—maximum 


air delivery with minimum noise, 


only 1) h \3 ( () “Wind 
deep pitched blade 


made pos ible 
exclusive funnel” con 


tructior 


. and powerful 


motor 


Be prepared for those heat wave 
keep your customers 
happy! DIAL YOUR FASCO 
DISTRIBUTOR NOW 


FAS CO 000100 
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The New Look at Philco 


CONTINUED 





Philco announced the commence 
ment of construction of a m 
consolidated warehouse in Eliza 
beth, N. J., to serve distributo 
md dealers in Philadelphia, Ne 
York ind northern Nev Je r 
l.ventua thi ime 
i crve iti i far awa i 
Harrisburg, Wilmington, Alban 
Reading, and other 

Because of savings im invent 
handling, bookkeeping, billing and 
Otter say Distributor 
vill be able to operate three percent 
heaper nght off the bat and our 
goal is five percent 

Present warehouses in New York 
Philade Iphia ind Nev iTK NOW itl 


54.000 000 


Vale h LLS( 


deliver 


inventor of about 
Otter expect thi consolidated 
irchouse to get by with an inven 
tory of million. Delivers 
hie claim Call be mad Ore 
hie ipl from Iclizabeth than from 
Philadelphia and any ord r¢ 
eived by || im the mornin vill 
be delivered to distributors that 
ifternoon 

l.veryvthing in the new warchouse 
ill be automated—from bookkeep 
ing to stacking merchandis« Thi 

iys Otter, will substantially redu 
distribution costs and distributor 
facility will need to 


maintain onl ile othce part 


using the 
inventori ind service shop 
Philco itself expects to get some 
material advantages from the mn 
unit. One will be better inventor 
Daily reports will tell man 
iwement exactly how much of each 
product and model is on hand 
Another asset i Otter, is that 
the company will be able to ship 
olid carloads of individual product 
direct to the warehouse from it 
videl Heretofore 


ontrol 


eparated plant 


this ha rarely been po sible be 
iuse few distributors order hid 
carloads of any one product 

If the onsolidated warehou 
vork is Philco expects it to, a 


many as 11 more will be established 
in primary market areas like D 
troit, Chicago and Lo Angel 
vil erve tactory branch ind ind 
pendent distributors alike and will 


in Cotter word give indep ndent 
distributors of Philco th ibilit 
t ompete on fa ral ter vith 


inv factory bran 


A Growing Dealer Structure 


Phe advanta of the I ibet 
type warehouse may ha been 
fairl obviou to the trad but 
there ha been nsiderab] mi 


understanding of just what the 
icqui ition of thi 


Bendix laundn 
line has meant to Philco 

Ih may be du parth to Phil 
ibout the 
During the fall month 
evervbody in the industry except 
talking about the pur 
When finalh 


ippeare d to 


reluctan to talk 


ubject 


Philco wa 
hase negotiation 


ompleted thie ile 
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do one thing—give Philco a 
established and complete | 
laundry line. And that’s tri 
But this is far from being tl 
most important result of the B 
dix icquisition It has had tw 


far-reaching effect on Phil 
efforts in the white goods ¢ 
It has given the compan tatu 


ind it ha 


in apphian 
ilmost overnight, a much st 


dealer tructur for Philco 
icross the board 

Otter admits as much whe 
says that the Bendix pur ha 
the biggest shot in the arm 
had for many vear ac yuint 
on Bendix to Philco a strengt 
in ipphance to match it | 


in electroni Here whi 
1. The deale: 
in white goods has never matche 
its position in radio-T'\ 1} 
firm has about 15,000 radio-T\ 
dealer perhap 10,000 retfrigerat 
4000 range deal 
Philco’ own Wa h 
By xfer Wa 
tructure was 


compan trengt 


dealers, onl 
As far a 
line originally 
erned, a dealer 
being built 

Philco itself admits that tl 
firm has always been strongest 
rural and small town areas. B 
dix’ strength, howeve ivs Ott 
ha ilwa been in metropolita 
rea 

The Bendix purchase has alrea 
begun to par dividends along th 
line Just between December 
ind February 15 Philco distribt 


tor have added 2,350 of 
Otter calls “‘all-vear’round deal 
those whe irry complete Phi 
line in both vhite “good i 
electroni In addition, the 
pant ha icquired 2,350 B 
dealer ind some 3,100) Phil 
dealers hav taken on the Be 


line 

Interesting] enough 
Philco dealers have taken on B 
dix primarily because of thei 
fidence in Phil 0 \ one Ch 
retailer put it, “When th 
Bendix going it should really ta 
off. I wouldn’t handle it wh 


t was just Bendix because of t 
ervice p blem Dut af P} 
tand behind it | know 
be all right 

An 1 deal P| 
vill he ! help | on f 
Philco lost a lot of its form 
exclusive Phil retail | 
nother, Phi ! orried a 


the mortality rate among small 
dealer However, Otter th 
the exclusive dealer is on tl 


IT) 


back and he hope that Ph 
new dealer partnership plan 
help smaller dealers survi 
I'ssentiall the partner! hip pl 
l i CO-O} id program de ign 
to give the little retail id juat 
ind consistent advertising exposur 


In New York City, for 


Continued on page ] 
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1] i rik 
f 4 id betv i Wwiuar ind 
However inlike the usual 
ting, 20) dealer name 
pca i tim md none 
r ft ( ipp othe ine 
De etitivel lo ited 
| ta lita 
I {(—a t im will 
ic 
1S ret 
I r deal iks of thei 
In Op} t n ft what i] 
tO i it ft nad Mmmong 
t i ifactu 
| ] | franchisin 
t to a 
I Dp ! f it 
I t AD i yun te | 
t t of sal Phi 
i Ph \ I] if’li 
\ York f 
i t} " 
t I t 1¢ I Be 
r th im ind 
in ) IVertising 
AD tt rl ind mor 
l t t hia a il 
(tt that th 
+ } if 
{ til re t if ist Ol 
ci i] Phil distributor 
ld4KING hol cnough 
| ! inv Dig yume merchant 
() i in | NI reporter Lhe I 
g out i¢ fabulous deal 
()) TCLHIOW bought truckload 
t $700 th of id thrown 
t not 0 ither; it 
nt 
you ih ti O against 
tl nd i ther direction 
nn central eCTVIce llow 
Cotte manufacturer ha 
bility to keep hi product 
1 and if the dealer won’t do 
-_ manufact mist hat 
PI h 6 factory-owned 
hon 


| i th deal md 
t t hy f Philco plan 
h in casier time of 
t. Nlost ile vs Otte uld 
! t han th produ ts of 
I i ! bh iddition 
t B | ii il] wist about 
h that f Phil As of 
Ma Dexter laundry equip 
pt ’ vasher 
bin 1d the Philco 
bel t nake a < mmplet 
n that includ both igitato 
id tumbler automat 
| d here is the Ball Point 
rigin developed b 
Dext purchased b Philco in 
1954 ind = furthe refined ind 
ped by Phil » CngINCCI \ 
ft | rua i Cotte there wer 
t It OB Point 1 con 
home ini there 1 not 
mati ish In) ¢ ten i 
i ( tl Ba Poin 
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If it as as good saleswise as Otter 

1 it 3 product V1 the Ball 
Point may well make Philco the 
only major manufacturer in_ the 
field with a well-a epte d line of 
both tumbk ind agitator auto 
mati 


Along with the Bendix tumble: 


vashei Philco also got, tor th 
first time in its histor 1 ga 
ipphiance—th¢ ga drvet Now 
it eriously considering the addi 
tion of other gas fucled product 

particularly gas incinerator How 


ever, says Otter, they won’t go into 
the gas range busine 
Early in 1956 Philco also added 
i short line of “custom sectional 
ippliances, but, unlike some if it 
bigger competitor has no LN po 
tant designs on either the builde 
or the kitchen busine 
Our busin is through th 
ipphance dealer i (otter 
We believe that the future of 
Philco i tied up with th ipphance 


dealer and we don't believe that 
the ippliance dealer is the logical 
major outlet for kitchen ac 
does believe, however, that Phile« 

custom sectional — line tack-on 


not built-in do give th ipplian 
dealer an entre to th kitchen 
ile that would normal] come 
his wa 

One big problem that Philco ha 
not yet resolved i Otter, 1 
that of providing idequat dealer 
financing There is no question 
he admit that the lack of a 
dealer finance plan puts u it a 
competitive disadvantag Cu 
rently, Philco is dependent upon 
local banks and finance houses to 
provide its dealers the financial 
issistance they require It would 
like to set up a financial opera 
tion of its own, but, as Otter say 
1 nationwide credit organization 
in not be created over night It 
requires extensive organization md 
highh killed personnel—both of 
which Philco hop to find pri 
ferabl through = the pu hase of 
in alread existing ompan 

D> pite thi idimiutted| ub 
tantial lack, Philco seems to have 
olved enough of its other prob 
lems to get back on the road to 
progr In the month of Januas 
ilone ()tter pomts out Philco 
hare of industry ‘TVsale rose tou 
percentage poimts and in Februar 
the company doubled output ot 
l4-inch and 17-inch — portabl 
Portable he estimate vill ac 
ount for 40 to 50 percent of ‘T\ 
volume this year and “we'll make 
money on them, too 

Ihe key to Philco vhole me 
oncept of operations, in fact, ma’ 
be just that idea As Otter put 
it I hi philosoph: of this com 
pan now 1s that we're not ever 
going to be im busin for nothing 


iain End 
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From a background of 30 
years Of leadership in incin 
erator design, Majestic brings 
this new complete line of 
quality incinerators a line 
that’s priced right for ready 
sales at full profit, with fuel 
less, gas, electric, and smoke 
less-odorless models to fit 
every application 


Majestic 


CINERATORS 


IMPERIAL 


The \ Majestic /Co., Inc. 





473-A Erie St., Huntington, Indiana 
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RETAILERS’ 
.. PLUS 

















h 


new “low silhouette” deci’ cut off visibility 
... installation is fast and easy! 








IMPERIAL MODELS SUPREME MODELS DELUXE MODELS CUSTOM MODELS 
1 and 1% h.p.; 1 and 1% h.p %, 1, and 1% h.p. 2 h.p.; % and 
% h.p. “Lo-Amp" 1 h.p. reverse cycle 
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EXCHANGE PROGRAM 
12 QUALITY FEATURES 


...the big “extras” that make 


RA) Whinkpoot 


air conditioners 


EASIER TO SELL! 


The all new Retailers’ Exchange Program your Rx for bigger 








profit lets you stock the complete line of RCA WHIRLPOOL air 
conditioners without worrying about inventory risk! You'll sell 
more, too, because with an RCA WHIRLPOOL you have more Lop 
quality features your prospects want! 


See your distributor about the complete line of RCA WHIRLPOOL 
air conditioners for 1957. The 16 fast-selling room unit from 4 
to 2 h.p., ineluding popular *, h.p. ‘‘Lo-Amp” model are truly 
compact, not just “‘thin.’’ And, ask about the 4 new central system 
that open up “big ticket” sales and profit opportunities for you! 


amazing new ELECTRONIC FILTER 


a big “‘buy-now”’ feature! Show prospects how it traps dust, 
dirt, pollen even smoke much more effectively than ordinary 
mechanical filters. You can sell them when you tell them it actually 
filters out microscopic particles as tiny as 1, 25,000 of an inch! 





plus these quality features! 


e Simple, easy-to-operate controls e Hi and LO fan speeds 
e Adjustable ‘‘comfort-zone” thermostat e Hermetically sealed system 
e Adjustable air direction control e Weather resistant metal cabinet 


e Five year written warranty 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan é hy : 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 


1957 
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(Companion model available for use with humidifiers.) 


SELL MORE DEHUMIDIFIERS 
—MAKE EXTRA PROFITS 
WITH THIS AUTOMATIC CONTROL 


Set it—/forget it. Turns on de- 
humidifier only when needed. 
Bendix calibration scale per- 
mits exact setting for accurate 
humidity control. 

You'll sell that dehumidifier faster 
i you 
Bendix * Humidistat alone with it 
Lhis Humidistat make 


recommend and sell the 


san ethcient 
instrument of a dehumidifier—en 
ibles the user to set the exact level 
olf humidity he desires. It's as neces 
iry to proper humidity control as a 
thermostat is to proper heating 
\lter all, you couldn’t sell a ther- 
merely 


mostat which 


permitted 
hot or cold scttinws.) \pproved 


by Underwriters’ Laboratories, it is 


the only 1957 model with new Cali- 
bration-Knob setting —the Bendix 
designed feature that make icCu 
racy possible in selection of desired 
humidity Operation of the Bendix 
Friez Humidistat is simplicity itself 
Once it’s set, it takes over. The de- 


humidifier operates 


only when humidity $ 95 
exceeds the setting on 14” 
the Humidistat. Need 

less operation is elim- Svggested retail 


price to give youa 


inated, And the new 


big profit margin 
model S h indsome 
gold and silver case blends perfectly 


with just about any 


decor iting 
scheme. Write today for full details. 
Bendix-Friez, 1471 Taylor Avenue, 


Baltimore 4, Maryland 


"REG. 0. 5. PAT. OFF 


FRIEZ INSTRUMENT 


DIVISION 
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AVIATION CORPORATION 





Dealer-Grocer Food Plan 





able item of frozen food—9 ot 


them plus meat and poultry—a fam 


l could want over a four-month 


contract period They 
close supervision and inspection of 


the food to insure quality ind to 


igreed upon 


mect periodically after the program 
got underway to add new items o 
to chang price iccording to mat 
ket change Thus, if an item in 


retail store were 


to drop CVCTa 
cent in cost, that iving, to 
vould be passed on to participant 
in the plan 

At the end of each four-month 
ontract ilesmen per onally ren 
the contract and check the items a 
family uses to eliminate at 


Il 
tuk in ordering the previous time 


Advertising and Promotion 


Considerable time wa cnt 


ordinating and planning idvan 


idvertisin ind promotion ind d 

termining the costs and how the 

vould be divided. Both Fur ind 
Household Suppl promot thie pro 
‘ram im their own advertising and 
through banner di play im thei 
tor hurt checker 
promoting the food service plan 
ind store window port giant testi 
with photograph of sati 

who live in the neighbor 
Al 0 planned 
booth: 
freezer salesmen who 
will show off a well-stocked freezer 
Joint nev papel 


wear badg 


monial 
hed user 
hood of each store 
from = time to time ire 
manned b 


idvertising is be 
ing split in cost, but due to the 
Household 
Suppl is able to get more pace for 
Maytag has agreed, ad 
ditionall to 
tive fund 


food chain low rate, 


ifs mon 


() percent coopera 


Four Salesmen On Staff 


Niinnich presently has four sal 
men working with him. Each ha 
had considerable 


technique \ 


of 590 minute 


training in sal 
tandard sales pitch 
complete with chart 
ind other materials is being used 
Ihe men also receive instruction 
on food preparation from Muinnicl 
home cconomists from Southwest 
Public Service Co. in Amarillo and 
from Potter Counts Amarillo 
farm agent Ihe men are accom 
panied by Minnick on their first 
few calls before going out on their 
own. Minnick regularly goes out 
with each man at least onc i 
month 


Straight Commissions Paid 


Salesmen are on a straight com 
lor the first five sale 
in any month a man receives $54 
for a 15-foot freezer, $63 on the 
19-foot, $75 for the 25-foot. If he 
ells a 14-foot combination, he gets 
$63 and for the 19-foot combina 
tion he is given $75. After the fifth 
ile he graduated com 
pensation until the tenth sale. For 


HWission basis 


receives 
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10 oO Wor treezcr he I V 
$64, $75, $100, $75 and S100 
pectivels for the 
In addition, if the freezer salesma 


various freeze! 


hould happen to interest a pr 
pect in mother ippliance he get 
five percent of the net sale. B 
th iii token i tore iit Ha 
wh lls a freezer gets only ¢ 
pe if Th cncoutra CaCl Sa 
force to concentrate on its specialt 
Although thousands of lead 
have been ured from a oO} 


thie Iri-Stat ba 
Minniclh ind hi ile men Kno 


that each lead must be qualifie 


hoo ma 


Sefor ling on any prospect 
th mci heck with the ¢ 

Association sJue Book and t 
Reta Merchant Association = t 


if past VINE 


NMiinn ilso hire i 
te \ h th hour dal H 
ta to wmva th t 
treet du to for pro pe | in 
t heck their credit ratings bet 


ilesmen call on them She usual 


ontacts them by phone first ind 
Wran?g for ile Hhiath te iii 
on them. For each lead that 
velop init i il thi Wa 
receives > vhich is deducted 

the salesman’s commission 


With a lead in hand, th i 
man first calls on a woman durin 


the dat at dot 


not go in 


hi ile pitch it that tim but 
merel introduce himselt ind 
isks if h in return in the 1i- 


ing to show th ind het 
husband how he can help them 


woth 


ive morn under the food plan 


Display Material Used 


\fter an appomtment 1s mac 
to visit the family, the ilesman 
uses his di play material to sho 


just what the food plan | il 
how it work The freezer pu 
played down. Instea 
the saleman stresses just how bet 
ter food for le 
upplied and = in identally points 
out that even with the freez 
the family will save mone \tt 
the freezer is paid for, he explain 
the family will be 
through lower price 


( ha ( ingle 


monc' call 


saving still mo 
ind by buving 
in quantity every four m nth 
Before food is actually deliver 
to the home, the salesman checks 
the quality of food with kurt 
officials and then accompanies the 
delivery truck to the home to b 


certain the customer 1s satished 


Utility Provides Economist 


If the 
salesman contacts a home econ 
mist at Southwestern Public S 
vice Co. to arrange for assistan 


customer desire th 


in planning menus and stockin 
of food. In addition, the utility ha 
ct up periodic classes on how t 
isc and live with a freezer end 
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Keep Your Customers Coming Back... 
WITH 


CHRYSLER’S AIRTEMP 


Air Conditioning 





DIAL ‘‘SPRINGTIME’’.-. 








NEW—FOR CARS! 


Model 2931-1 Custom Royal For Casement Windows. '; HP. Also 


Custom 7'4 -ampere models in }4 and “4 HP sizes. 





New Airtemp Car Air Conditioner is boosting profits for Airtemp 
dealers. Car owners love it! Compact, convenient—fits under 
hood, not in trunk. Fastest growing item in cooling field. With 
an Airtemp franchise you get your share of this new business. 


Can be installed quickly, without cutting glass or 
altering window. Window can be opened, closed 
and locked as usual 


Model 1775-3 


wMeseeeeeeeeeeeeeeeeeeeeeeeeeee 











@ Give your customers a good buy and they’ll come back to 
you next year—send their friends to you this year, 


-Thi ial— 4, & ) 
Wall Thin Imperial 2,4 orl HI @ Airtemp is a good buy—for you and for them. 
No overhang—doesn’t project from 
front of building. Fits in window, or 
can be built into wall. 


@ YOUR CUSTOMER gets quality —the benefits of Chrysler’s 


famous engineering. He stays satisfied with his air conditioner 
Model 1800 — ; 
satisfied with you. 





@ YOU get a line so broad you can take care of any customer 
that walks in your door, whether he wants a conventional, a 
casement, or an “‘all-in-wall’’ model, 


For conventional @ YOU also get merchandising designed for you—not some 


sash windows — Custom and 
Custom Royal. Thermostat 


dealer a thousand miles away. Local promotions are tailored to 


fit your local market problems. 
controlled. Seven models 





from % to 2 HP, including 
71 ‘ ‘re > 19. re y ‘ » » 
*% HP 7% -ampere and 1 HP 12-ampere. Custom Royal features Rated cooling capacity and performance certified to be in accordance with provisions 


2-speed operation and reverse-cycle cooling. of Standard 110-56 of Air Conditioning and Refrigeration Institute 


POCRSSSSSRNSESEROSESESOSSOSSEO THES SS NIHON Eee N eT ee ee ree ones 








SSCS SCHERRER EEE EEE EES 


AIRTEMP DIVISION, Chrysler Corp 
Dayton 1, Ohio 


Orvistition 


CHRYSLER CORP 


Gentlemen: Please rush information on Airtemp franchise opportunities. 





eeeeeeeeeeeeeeeeeeeeeee 


NAME 
For the facts on Airtemp franchise opportunities, 
phone your nearest Airtemp distributor. Or mail cov- ADDRESS 
pon at right, direct to Airtemp. 
CITY ZONE STATE 
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Dearie, do you 
remember 


in 1928 


this Gaatic 


Model 72 


revolutionized 


the radio 


industry ? 


TODAY... 


when... 


ay 








GRUNDIG ». - 


STItt 








DON'T SPECULATE — CONTACT YOUR GRUNDIG MAJESTIC 
DISTRIBUTOR TODAY — OR WRITE...CALL...WIRE DIRECT 








i 2 oe eee | 


GRUNDIG MAJESTIC SELLS MORE AM-FM 
HIGH FIDELITY RADIOS IN THE U.S.A. THAN 
ALL OTHER EUROPEAN BRANDS COMBINED! 


Don’t speculate with unknown, unproven off-brands 
Grundig Majestic has a solid, three-year history of sky 
rocketing sales and profits with America’s top distrib 


utors and dealer 


Complete price range—$69.95 to $1,395.00. Seventeen 
brilliant model in a galaxy of styles and finishe 

Sold and serviced by a company of high-fidelity spe 
cialists. Majestic International Sales Corp. stocks com 
plete replacement parts at all times—shipments made 


anywhere in the U.S.A. overnight 
Your customers are pre-sold on Grundig Majesti 


through consistent national advertising in LIFE and 


other leading mass-market magazines 


MAJESTIC INTERNATIONAL 
SALES CORPORATION 

743 N. La Salle Street, Chicago 10, Ilinois « WHitehall 4-0077 
79 Washington Street, Brooklyn 1, New York « Ulster 2-6000 
a 


When in New York, visit the Grundig Majestic 
Exhibition Salon, 25 W. 57th St., off Fifth Ave 
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Six Ways to Cut Cost 


— FRC P oes 
tl 
T if 
\ | 
hat t l 
? 
’ 
' ? 
' 
! | ' 
; BR j ( if 
It tha tit 7 
t] vhil pri D ih 
7 it often im electron 
| hop the buying is don 
by technicians to their need \t 
NX nancy uyihy ¢ mitrol CCl 
{ n Ilen Pister hands and 
vith th i tance of inventor 
know the maximum 
| ntit i ( mably u i 
! tit in 


—— — eer LL et 


Phe average electrical appliance 
dealer usually loves a competitor 
who doesn't do things any better 
than he does 


OO nee eee eee 


IN Where Y ( t Sa 
ln t if t 
r nt 
) in ’ Oo 
tiny that th t im 
, r 
j lo 
Mr. | 
| t in 
th fort i We abandoned 3 
ffort wouldn't 
tom ivthin ta nin 
i It im} tant not to b 
wolved in + ) 
this.’ lend 





Starting NEXT MONTH .. . 


The stor ol four different 


types of retailers—a discountet 
an appliance 1\ merchant i 
high fidelity specialist, and a 
camera store—and the ways they 
all sell tape recorders successfully, 


in volume and at a prone 


. an Important 
New Series in . 
ELECTRICAL MERCHANDISING 





ELECTRICAL MERCHANDISING 


“AUTOMATIC” 


Magicthet 


@ The brand name that all America knows! 
@ Console models with smart TV styling! 


@ Superfort construction (fewer service 
problems, greater customer satisfaction)! 


Boost store traffic and get 
the jump on the competition! 


AUTOMATIC $ 
BLOWER 


regularly $2955, you sell it for 
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heat circulation blower jp 
early-season business, makes tr wa 
weather! This EARLY BIRD offer will bui : . 


when you ean use them most. € 
and watch heater sales get hot as summer ten 
promotion package, too. And... you're Prete 
revolutionary Profit Protection Plan! Order 
gets those pre-season discounts! 


SELL AUTOMATIC HEAT CIRCULATION and fire-up your pre 


95 


omers this $25.00 savings, 
peratures! Complete free 

Med by MAGIC CHEF’s 
y...the “early bird’’ 


ki 
-season profits! % 
PN Mg it Meetoltl tol Maagels) Va 


MAGIC CHEF, INC., 4931 Daggett Ave., St. Louis 10, Mo. 


Please send me more information on the ‘Early Bird” automatic 
| blower deal for MAGIc CHEF | | Gas Heaters Oil Heaters 


| Name 
| Store Name 
| Street Address 


Zone State 

















Bill Friedrich is at work. This is the office of Hamilton sales v.p. Bill Friedrich—at 
a Friedrich-less moment. It’s not a particularly rare moment either, for Mr. F., 
like all Hamilton sales executives, spends a chunky part of his time in the field. 
There’s a stuffy, old-fashioned idea at Hamilton that the men who approve plans and 
make decisions ought to know, first-hand, what’s going on. Once an approach like 


this gets started, there’s nothing you can do about it. Works too well. Works wonders 
B 6: 


for us, for our Distributors and Dealers—and we think it would work for you. 





STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES ORYVYERS + HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WISCONSIN 
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ELECTRICAL 


NEW PRODU 


LANA 


——— 





DORMEYER Polisher-Scrubber 


Dormeyer Corp., 
Kingsbury & Huron Sts., 
10, il 


Model: Dormey polish 


Chicago 


Selling Features: ‘I win brush uni 


operate countercloch 
ich othe over a span 
; h:p motor veigh 
brushe have 1 LO,000 
ract vithout load and SOOI 
id; wax 1s applied by pread 
fl ind allowing unit t 
iccording] Om Ol 
th ( ub bh 1} 0] 
lie md reit vad 
pict nel i 
' iment 
Price ) 





FRIGIDAIRE Freezers 


Frigidaire Div., 
General Motors Corp., 
Dayton, 1,0 


Nlodels rie l4-cu. ft. upright 


+ 


Selling Features: Both feature the 


qu lup de that 

th an ibinet arrang 

t in uit ante 

| j t IK¢ p ful 

in ( xcned about 

fore tou hing base iD! 

et fittes ongside; Imperial and 

| 
J nodes are OY4 1. high 
| 
I | ) nt 1 


ELECTRICAL 


rubber 
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APPLIANCE 


C 


~~ 


t Duty | picce tec] net 
t ICQ Ue rreez T 
" 
tr POLED «LDDEN door par 
' 
t ket with dow helt front 
| } hel ( ri no 


quipped vith 


that hold meal-sized 


frozen food jar ind) can 


limperial door has built-in lock 

Other feature nclude a deep 

t drawer that glide mit; new 
ty pe handle flush with door 
vd latch opens from inside 
Chest CIV-] ind CFYV-17 
th 12.5 and 17.5 cu. ft ipacity 
nplete 1957 line 





EUREKA Cleaners 


Eureka Div., 
Eureka Williams Corp., 
Bloomington, Ill 


Models: Kurcka canister No. 96( 
i in upright No. §-260 

Selling Features: Canister Sup 
Roto-Matic No J60 ha i new | 


notol plu twin exhaust; ea 


ug tool cleans full width 
C-SIZE throw iwa\ dust 
tep-on tor tch: light nvl 
els im top 1 zip p 


+t rubber vivel 
vheels; suc 
fabric 


! top instanth 
caring tion reduce 
et of 
includes new Va 
tool 


drape piece 

tool 

1 uphol ters du ting 

ish fl MOT WV ill bru hi CTC 
nd shag rug tool ($1.00 extra 

Upnght No 60 has a 
witch; 12-in. dirt distribu 
] 


brush with nylon bristl 


ice too 


hy md 


eed 


throw-awa papel dust bag 


ed 250-watt motor itee) 





1957 


NEWS 


T 


i) 


HUH Hi ih Hit Hi MAU 


5 


t outer dust ba py open 
! moval tf throw awa paper 
lust bag wg cam loch cals ba 
to clean veighs 164 Ib moto 
head n. high position han 
aT prec Deluxe set of cleanin 
tools in “Handy-Pak” kit $19.95 
yptional extra W axer-polishes 


brush available optionall it 5 \) 


Price: $89.9 





RCA-WHIRLPOOL Unit Kitchen 


Whirlpool-Seeger Corp., 
St. Joseph, Mich 


Device 1 \- Whirlpool fain 
unit kitchen 

Selling Features:  Staink teel 
ounter; 20-in. sink, and 4 gas o1 
electri urface cooking unit i 
basic omponent ipphance in 


luded in built-in dish 


ingle-control 


unit are a 
vashel dispose! 
vater faucet 
tru pot 
fle xible 
ifely 
lighting acro 
vitches at each end 
outlet 
t illed 


heat control for one ga 


ind an optional ele« 
crubber powered Dy i 
haft 


unde 


which may be used 


Vater Huorescent 
vith 
niall ipphi 
thermostatically con 


units or automats 


back 


plash 
nice 
urface 


burner 


\ base cabinet in place of dish 

shes optional; installation re 
quires only standard plumbing and 
ms or clectnic connection 

Imperial, top of line steel cabi 
nets have changeable door ind 
lrawer fronts of non-warping wood 
ind come in pink, yellow, green 
vhite, oak or birch finishe tool 


not required to remove or replace 


loo! quared-up linn for i 
built-in look cabinet finishe 
natch range refrigerator 1recz 

dishwashers, laundry appliance 


made b COMMpan' cabinets range 


n size from 36 in. base and wall 
nodels to quarter-round vhat-not 
hel +-drawer ections in | » and 
lS-in. base model adjustable in 
terior shelve peninsular section 


n l and 24-in. width 


pecial purpose unit 


ind othe 





ANNA A. NOONE 
Hitt Mew Product Editor 











GIBSON Freezer 


Gibson Refrigerator Co, 
Greenville, Mich 


Device: | pright freezer Ni UI 
13 
Selling Features: Styled to mat 


Gibson's 19 hne of trigera 
ha ilimost | u. ft. cap 
tore | Ib food 1 ca f 
O2x3ix3lth in. features the 
Packt shelve ving t b 
package and juice dispenses 

\ oom refrigerator, G-] 
vith 10 u. Tt. ¢ ip t\ 
introduced—lett or mneht 
doot large crisper ep 
helve Cabson Chall Pr 1OCKt 


large freezer 


Price: 


miter 


119 


breeze 





J 


LEWYT Cleaner 


Lewyt Corp., 
43-22 Queens %., 
Long Island City, 1, N. Y 


Model: L« t Zeph 


Selling Features: All-nctal if 
veight imister-t pe Manel 

casil ha vivel action wit! it 
uchon vork ive NOzZZzK 
cleans under low furnit ( Lt 
pith ittachments include a ff 
mid ill brush, crevice tool 

ing bru hy drapers nd phi 
nozzi other feature iD 
throw-awa Speed-Sak 1 fast 
vand buller brushe fi 
inyvl hose uction regulator bust 
proot filter tem 

Price +9 











KELVINATOR 1957 Freezers 


Kelvinator Div 
American Motors Corp., 
Detroit, 32, Mich 


Model k if 19 


i t nestand i | 


Selling beatures: Chest T 
ihe thi i f f | 
f lf P 
’ 
f j al 
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KCC fy 
) r { if 
’ ’ ’ ; 
KVG-] | rt ipl it 
t rast 1 / 
thi ) 
t if } 1) elf 
front ’ | MODERN MAID Surface Unit 
i , Y 
a t I yb Tennessee Stove Works, 
t i t , lef 1 st Chattanooga, Tenn 
Sula rip 
’ ‘ , . 
she » mod n th ctr Device: Modern Mai In 
7 { 
j ven i inge urfa iit 
) | . 1 
tte-nt mich iWuminat Selling Features: || nches d 
| ! 4 ' ' . } 
UN i peor le wo" includin duit box; permits u 
ee ! j } ; 
i All OM | ate 1 ie , f dra ) unit; entire nif 
r ' 
ott used a i night light t ustom drop nto mit cutout Va 
flat . ifet ' 
a lels ha t for u in ible in stain teel o oppe 
; fe § t iy | ; 1 . 1 
“ th uw tat i I] hi mn fom Dor blll Ih Tithal l 
; 7 ; ! : I . 
' removal ra unit to automatical 1 t 
{ 
tt to in I-lement king temperat lialed Val 
( ' \ 
K\ KV¢ k-heat | rod type , ypt t-on dle fo 
toil rast 7 ' +} tt hott el | 
uN ' ' v i isc on giant 1 I 
1 ' t it { hape i n ible P moa 
| it | Id ited ibo th 
KV ! t { itt | nent it ft 
tcl he cn n th twin ! 
f¥ 1 
T Have a } itt clement 
) ( . 
Price node trom IlS-7-1 drop-in gas top surface 
! nt iit rite han vith th 
! { OY tri urface unit id feat 
/ ith rie ind l 
t ii ft t t pure the 
i} tot 
\ ation ng top a 
f t KIFSON 4 
the NuTone foo 
t i irt f it with the 
7 nif 
ee MAJESTIC Incinerators 
aed The Majestic Co., Inc 
Huntington, Ind 
Device: Nlajest 1) hi 
incinerator line 
TAPPAN Built-In Ranges Selling Features lxt 
n modernized to | } 
Tappan Stove Co ther kitchen applian ‘ 
Mansfield, O I 
t i | ; ; 
ited 1 wed ¢ 
« / 
Nlodels | t nh pan na t 
; ; ' ! 
bah it reature 
: l end | ie in) n a 
tor 4 ' 
‘ ‘ . h f l ll pended 
Selling Features: 11 hit t f a fo ncreased dn 
, ‘| Got ‘ , MONARCH Washers ict } ill | t p ce ( na 
th, hy + " it } pan to ) m tion i 
ith {) j homema Monarch Washers, P fei hutoff ‘tomatic t 
' Findlay, O 
no ; ' th ¢ mia 1 if l l nd ! 
bt ' : q Models: \lonarch | isher lin nates , a. sonia 
thy tt 4 } } ' 1! | cle KG OOP Ro ii Monat hy f px nt { fly np j aa} } 
' the ¢ 7 Ie¢3-40 11 KG ind kG-10] tead f n - ' 
irom nh , t Selling Features: 1G-500 P and mol ind drav if 
l th 1.GG-401P are ava le in col tn f han vh lh) ' 
if han ith th vations of pink, blue, vellow and id flame ' idition n 
tein om | vhit 1 4O1P imca KG OO} yrict + fa | pun ola 1) 
\lon th th in} ne] ' t do not have pecia it isu ninds entire unit with 
wnt » +] 10) ind 1] i hose Dut equipped vith , pac between insulation and 
en 1 is lin the in n taundard OOS neck type drain mer iSIT | drawn from this 
i hy of lust I both have new ontro] panel pa t fl (Combustion alr 
in th adadit yal 1 vlu h feature wing action le VCTS draw ! tr i. thi it pace 
| past colo to mtrol iwitator and UTP through ypcning it top of hring 
I | | 
All Tappan built-in ens have MG-202 and EG-101 come with hamber providin downdraft a 
! nion-d ied black hand i r without electric pump tion 
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Mn. Sewice Dealer! 
Now! For the first time, 
put yourself in the electric 

hange hepoin business for owly 
| Dae ie 


' —_— 
a ~~ ~» 


K "'1-Stop” KIT 


FOR EASY ON-THE-SPOT LOOK-ALIKE REPLACEMENTS 






| 


fr | 
L f 
{ 

























TK’s new thin JETUBE electric range surface unit pairs 

with the famed TK* MONOTUBE “ to give you, for the first 
time, fast on-the-spot, look-alike replacements... and with 
the TK Switch Repair Kit (12 parts service 30 million 

rotary switches) you have the parts to service any range 
every time. Here's an opportunity to double your profits 
because every job can bea “'1-Stop”’ visit that eliminates costly 
call-backs. Pick up YOUR “’1-Stop” Kit at your nearest TK 


Distributor and stock your truck today for immediate profits! 


No Call-Backs with Stock in Your Truck! \ 
Small Investment—Low Inventory! 
Greatest Profit Opportunity! Both types 
Better Customer Satisfaction! have “Flip-Up” 

Add to Your Service Business! coils for 

greatest 

ease of 
‘ cleaning! 





ee anes 









%HERE’S YOUR TK PROFIT OFFER! 


Two 6” and one 8” thin JETUBES and two 
6” and one 8’ MONOTUBE Surlace Units eoeees 4 73.60 


Switch Repair Kit: 10 assorted switches, 


12 assorted shafts, 6 assorted knobs and 


| 

| 

| 

| 

3 adapter —_— 0Umt~“—~C CSCC ES 39.60 
LUST PRICE owe $113.20 r 

| 

| 

| 


TK IS THE ONLY MANU- YOURCOST  ..cee. 72.81 
FACTURER WHO BUILDS 

BOTH TYPES OF SURFACE 7oun weetet*t“‘(sé ww ww $ 40.39 
UNITS AND SWITCH RE PLUS EXTRA PROFIT 


PAIR KITS FOR COMPLETE , 
RANGE SERVICING | On your service char JOR serene $$39$$ 


— EE ene ee eT 


oe SDDS & BIR’ IINC. 


ELECTRIC HEATING ELEMENTS + DEVICES + SWITCHES 4&4 CONTROLS 
1823 N. MONITOR AVENUE * CHICAGO 39, ILLINOIS 











G. E.-TELECHRON Clocks 


General Electric-Telechron 


Ashland, Mass 
Nlodels Kit 


Id 
Selling Features 
kif Nhat | ; 
| 
f 
j 
j te r 
now nana 
nad hand: wh dl ino 
pp. ! | 
ly i n ! bean 
! thi tt |! nicl lear 
thi ve ons feature a iftle } 
mind to floating numeral 


Radial decorator 





i thi pha + aia ) pee 
th lume hands and num 
th ial | ) 
Temi md rachatin nes trom 
if fo cia | 
cluded non hspla ich 
t hold t | , th Sturt 
I Mat ay | ! md 
ninou 
Prices: Kitchen Mat I 
il il Sf start } 
ne Nhat 





a — 
MAGIC MAID Steam Iron 


Son-Chief Electrics Inc 
Winsted, Conn 


Nlodel Nha \l rCunn 
nN 
Selling Features: [la ’ 
oleplate irca; tank hold I 
vater; nght or left-hand thumb 
tf; center mounted ad; button 
roove bra tank; 4 large steam 
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BEN-HUR Refrigerator-Freezer 


Ben-Hur Mfg. Co 
634 E. Keefe Ave 
Milwaukee, 13, Wis 


Device Bent yuict 
if i IT ! t 
tt. ] 1 
if unit 
Selling Features lal 
oo il cit frost 
ft. ff 
| | tion hha i 
i i on t t 
( li j th 
! Hi ia 
npartment t itt ie 
iclosed = b 1 drop-down d 
( d Control functions with sepa 
if trigerator thermostat 
I hae | ‘ | rt freeze! ( { Ail 
( i upp helt th 
1 t i i | ly 1 
i nal ha pull mit basket 
ful dth d 1} th 
id ils have i ipa t ra 
imately 45 package hermet 
i} iled etrigerat 1 ‘ 1 
Hp ) hy 1 ! if 
tain , 
~*~ 
= 
‘ 
. 
™ 
~~ 


MAGIC MAID Griddle 


Son-Chief Electrics Inc 
Winsted, Conn 


Nlodel Nagi Naid ist un 


pith niddl Ni wt 
Selling Features: Ila l2x21-in 
ist aluminum cooking area ith 
cus vell completel pin ible 
vashing; detachable automati 


k-control’” with thermostat im 


I griddle 


sty wusimg plugs into 

nad removable tor use with oth 
Nhag Maid ipphance LO00 watt 
‘ } ] ] 

upDula unit 1 a OOKIN 
uide on handle 








NEW PRODUCTS 


~s 
* 


WOMAN’S FRIEND Washers 


Woman's Friend Washers, 


Findlay, O 

Model Woman brend 1957 
j i ine clude Supt 

Kegent d Regent 

Selling Features Super-Regent 
lab OlOl ncluding tut 


fill-’n drain hose 


1 
i iit nstant pre tile | ell 
" 1 
n ect tin mitrol pol 
hee t ioitate 1) Ib 
yacit 4 motor 
! 
I it 1 mm feature fe 
} i tra i flex-flo” hos 
that p iSit neatel 1 
to ¢ | ! id iter; newly de 
1 tim nit NCI f ( 
| ided it with delu 
i iodels both of hich 
r rt | ' 








DIEHL Air Circulator 


Dieh! Mfg. Co., 
Somerville, N. J 
Device Dichl 20-in. non-oscillat 
ing floor fan 

Selling Features: Will direct ait 
to almost any part of the 


from central 


room 
location; blade and 

idjustable through 
in vertical plane; will 


motor assembly 
OU des 
turn through horizontal circle by 
hOoOsening ct crew: close-meshed 
afetyguard; finished in 
ind black wrinkle enamel 


has 400 cfm capacity; 2-speed mo 


hrome 


hrone 


tor operates on 115 volt a. 

Other fans in 1957 line include 
i 24-in. oscillating model for floor, 
ounter or wall use, a 30-in. and a 
’4-in. unit for floor, wall, counter: 


r ce iling 
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STEWART-AIRE Kitchen Fans 


Stewart Industries Inc., 
320 E. St. Joseph St., 
Indianapolis, Ind 
Device: St t-A 
hood md fan 


Selling Features: St t-Air 

in OIn. prop type fan 
ijluminum id ] iwailabl 4 
ite i il ost 

ind fan | iomy Pa I 

ncl ! CCC fan 

lou it id ft t 
ishabk mm i t 
in 1 t fi f 

fa if ti 





i hang t 
ip ind du dam | 
il ulable 1 t { i t 
1 length 1 brushed 
brushed mntiqu opp ham 
LTT ig Un oppel ind st rik 


Prices: From $49.95 t 


NiO DACKALE 





CARRIER Air Conditioner 


Carrier Corp., 
Syracuse, 1, N.Y. 


Device: Carrier's 1957 Ri 
cette” mobile home air condition 
Selling Features: Full-ca t 
l-h.p. unit designed to operat 
tandard 115 volts for larger 

homes: take 


space and is 25 in 


up ¢ nly 2 sq rt 


high: featu 


easy installation and simple 
tion—mounts over small hol t in 
floor, draws air from under ni 
instead of hot side or root i 


thermostatically controlled; 3 h. 
Roomette introduced 2 yea 
ontinued in line 
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INTRODUCING... 


a great new Ldeenhee' Space-Saver” 


with new exclusive automatic ‘‘Warm Floor’ Blower 





























Quaker’s new Imperial “Space Saver” Oil 
Heater with its exclusive “Warm Floor” 
Blower—entirely automatic in operation, 
with air flow adjustable to every com- 
fort need — delivers constant floor level 
warmth. Makes all existing home heat- 
ers old-fashioned. Flush-to-wall “Safe-T- 
Cool” cabinet design saves 50% on floor 
space. Advanced louver arrangement in- 


creases natural circulation. 


Model 4308 Model 4008 Model 4010 Mode! 5110 Model 5113 Model 6108 Model 6110 del 54101 
35,000 BTU 42,500 BTU 50,000 BTU 55,000 BTU 65,000 BTU 45,000 BTU 60,000 BTU 65,000 BTU 


‘ $end Coupon for Information and Prices 
Quaker OFFERS DEALERS 





Quaker Ronviotuiee Company 

Heating Division of Florence Stove Company 
1147A Merchandise Mart 

Chicago 54, Hlinois 


1. The most complete oil heater line in America — 
from 20,000 to 65,000 BTU. 


2. Competitive, profitable price structure. Send me data and prices on the Quaker Imperial “Space 


Saver” and other Quaker oil heaters. 

COMPANY 

YOUR NAME_ 

ADDRESS 
MANUFACTURING COMPANY erty _— oneun 


i 
i 
i 
' 
i 
' 
i 
i 
' 
3. Power-packed local promotions keyed to your store. - 
" 
i 
i 
i 
' 
’ 
i 
! 
! 


tL. eee www wee wows 


1147 MERCHANDISE MART * CHICAGO 54, ILLINOIS 


ee ce cr ce 

















UNIVERSAL (!loucz, 


NATIONALLY ADVERTISED IN 


A NEW 





This newest addition to the famous Coffeematic 
line gives you the greatest selling value plus 
the biggest step-up story in the coffeemaker 
industry. Featured with the automatic con- 
veniences that have made Coffeematic Number 


Famous Coffeematic 


features ata 


Flavor-Selector 
Brews exactly to 
the strength you 
select, Mild, Me 


dium or Strong. 


new low price! 
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One across the country... 


VALUE SENSATION... 


the only chrome on copper coffeemaker at $19.95 








of chrome on solid 


copper and priced to fit every prospect's bud- 
get. Why stock any other coffeemaker when you 
can offer this famous name and the biggest 


selection of sizes and prices anywhere. 


Heat-Sentinel 
Kee ps coffee at 


serving tempera- 


ture without in- 


creasing strength. 


APRIL, 


Fos 





Cold-Water Pump 
Starts perking al- 
most immediately 
coffee never 
reac hes a boil. 





ELECTRICAL 


ii 


Heat-Proof Handle 
Balanced for com- 
fort, ample room to 
keep fingers from 
hot surface. 
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PRESENTS 2 NEW HEADLINERS 


32 LEADING MAGAZINES! 





A FABULOUS VALUE 
AT AN UNBELIEVABLE PRICE 





Here’s the package combination everyone’s ible bargain. Two of a kind — in quality, in 
been waiting for... the famous 10-cup Uni- automatic convenience, and in reputation for 
versal Coffeematic with the Flavor-Selector value that marks all Universal products. Get 
and its companion Universal Automatic your order in now for this value-packed pair. 
Toaster. Both at a saving that makes an irresist- Contact your Universal Distributor. 


The perfect twin answer 
to every gift occasion! 
*Weddings °* Birthdays 


«Showers +Anniversaries 
* Housewarmings 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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BRYANT 
Central Air Conditioner 


Bryant Mfg Ce.,, 
Carrier Corp ’ 

48 Monument Circle 
indianapolis, 4, ind 


Device: Bryant self itained cen 
t fom dit ier NO ( 
Selling Features Available in 
/ yf ma 1) ' Btu I 
ed imi at oe 
t that al t ft rdcns 
i! t | t heli 
f ’ ' r 
t if id SCT 
, An | i 
' | it 
| 
i ; j | 
j ’ + { 
ii ; ’ al 
{ r 
' j j r 
' ' ; 
‘ . | 
r 
r 
i 
! j i 
/ ’ 
it i r 











MITCHELL Air Conditioners 


Mitchell Mfg. Co 

Div. Cory Corp 

3200 W. Peterson Ave 
Chicago, tll 


Nlodels Mitch tra i "i 
htionmg line has added a hy 


nit RA-SOO 1 
tems RA-2O mad RA-sO 


Selling Features \ low-cost 
ptable unit i wled, elimi 
ting use of wat each unit con 

ot part ondensimg unit 
ed im a single weather-proof 
wt for outdoor use and an 


porator unit ondensing unit 


ba cment 


i iM placed i id 


itt wv crawl pu vhen used 
th existing fan, filt mid au di 
ti tion duct f warm air heating 
tem, the « i] it unit ha 
everal locations, can be installed 
Ove ul upp! tf low-boy under 


inter flow furnace or in sup 
iy air duct of hou for horizon 
tal furnace Designed for ipphi 
with the new Mitchell 
BC.S00 pre 


ly] Vcr coil unit 
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charged tubing ut installation 
tisn mi ofall ind | i iilable for 
th RA | prechia unit a 
( } thi RA iit \ iilal 
ith / ita t i ip 
itor, equipp juiet, slo 
pecd Diow' nd norto hy 
velded hermeti feria pring 
mounted mot np or vail 
ible in rele ) pha ( rit 


ifet device include Mitchell 


ire cutout and safet 





PORTA COOLER 
Evaporative Cooler 


Rabar, Inc., 
2304 Huntington Dr, 
San Marino, Calif 


Device: 19 Porta ¢ ( ip 
tive ook 

Selling Features:  l.quipped ith 
1 i/i} hp motor an i idyu t 
ible rill which tional 


vith hiiger-tip « ro 
t pe Airotor blower vheel. light 
veight, ca to hand tand op 


| 
fiona unit weigh ipproxinat 
il 


breeze 


dimension 1 in 


vice | ith deep ma 14 ill high 


can De moved from prac ti 


place 
operate 
vithout iter ha i . 


requir no istallation 


vith on 
i] val I Cl ) Hint it | 


| 


hana brurrvnictitye evapora 


oolel vaterl 
vy Or exhaust 


fan idaptable to any color scheme 


nit nto ait reulat 





FEDDERS Air Conditioners 


Fedders Quigan Corp., 

58-01 Grand Ave 

Maspeth, N.Y 

Device bedder new line ot 
) through-the-wall 
called “WallFit 


Selling Features 


conditioner 


Available nn 


4 


NEW PRODUCTS 


; " 
l-and 14 h p 


ind for oper 
type voltage and current; come with 


pecial hell i 


capacity in 2 differ 


nit size ition on evel 


mounting al 


onditioner in an ize or type 
vall construction hell ivatlable 


ith a ftront-to-bach 
16 in., and for thicker walls used 


dimension of 


in apartment ind older office 
building 19-in both VA iT 
hea PAUL teel with lintel-like 
cinforcing member ind a per 


I 


forated mounting flangs designed 


to prevent hairline pla ter crack 
on intenor wall Only 164 
high the match tandard ind 
jumbo brick coursing and can fit 
inder window ith convect 
baseboard radiation. Control 
ited if top of unit iii 1 Op ite 
from tandin position = ¢ 

ini th i nist it 

Prices: | T 1.95 t +4 





TYPHOON Heat Pump 


Typhoon Heat Pump Co., 
Div. Hupp Corp., 
Tampa, Fla 


Device Prop-R Lemp heat 


pump for year ‘round heating and 
cooling 
Selling Features 


bled pach ige unit 


Complete assem 
read to set in 


place md hook lp to vate! ind 
electncit clectric range type plug 
n can be used; ductwork conn 


tion on top; overall size 24 in. wide 


in deep 66 im. high: ha 


ton cooling capa t in be i 
talled for as low as $100 using 
ductwork and plenum hermeti 
oOmpt or availabl vith a l- or 
year warrant Admurality metal 


condenser with multiple tube-in 
tube design fo rreter heat tran 
fer surface 

Water-to-air models are 
in sizes 24 to 12 ton 
ind = 10-to-30-tons 
on full hermeti 


refrigeration chassis can be ex 


wailable 
full hermetic 
emi-hermetic 
model complete 
ch ng don job in 30 min 

\ir-to-air models in 3 and 5 h.p 
models now in production; custom 
built air source heat pumps up to 
20 h.p. currently available to cus 
tomer 

W ater-to-water models producing 
warm and chilled water available in 
24 to 40 ton size 


specihcation 
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FRESH’ND-AIRE 
Air Conditioners 


Fresh'nd-Aire Div., 
Cory Corp., 

3200 W. Peterson Ave., 
Chicago, 45, Ill 


Device: lresh nad-Aire ACh 


r¢ idential ondition cnt 


ystem 
Selling Feature: 'TA-40, 4 
bOR 20, 2 h p. unit 


model and 


for complete ntral air-condit 
ing: feature include extra 
multi-row mdensel elf-coo] 
hermeticall] caled compre 
isils ICCt ha i 
harge duct mnector mid 
fan and special slinger arran n 
Intake duct mnect ip 
efrigerant nit in 1 
unit, use no water: con 
plet with flanges that connect 
existing duct ur i uper-filt 
before being discharged it 
Ing aAarca 

} 

4 

“a 7=_ 





G 
= 














DYN-A-MATIC Water Softeners 


Modern Div., George Getz Corp., 
2316 23rd Ave., 

Rockford, Ill 
Models: 
eners automat 
Suburban 


Dyn-A-Matic water tt 
non-electric, an 
i1utomatic model 
Selling Features: 


1S quick 


Principal featu 
regencration—set tim 
push down lever, set and forget 
opt rated automat 
called “the 


never cuts off water 


water-pressure 
bypass valve mira 
brain supp! 


Whit 


porcelaimized enamel and stain 


even during regeneration 


steel trim; uses high-capacity resin 

Suburban, fully automatic, 0] 
erates simply and efficiently pr 
viding amply soft water for averag 
family automatically; allows fo 
continual use of water, even du 
ing regeneration because of aut 


matic bypass \ ilve 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4.350.000 COPIES EFACH MONTH 































































































Dad building something in his workshop, Mom trying during the year... 


out a new recipe— BH&G readers act on ideas they see in 


‘the book’. Associated with reading the ads and article 1 
in an average issue of BH&G, 6,950,000 readers reported e 
verage issue. One third of the 123,800,000 people in the 3 
U.S. 10 years of age or older read one or more of every 
twelve issues, That’s 44,150,000 readers of Better Hom reads Better Homes & Gardens ! 


ind Garden ind over 40°; of them are men! Meredith 


Publishing Company Des Moines 3, lowa 4/2 Mont) tud BHAG Reader Alfred Polite Research, Ine., 1954 
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KUREKA introduces Hot |. 


WITH EYE-APPEAL, FEATURE-APPEAL i 


Glittering New [987 ini | / 
SUIRIEKA =} 


GOLDEN (i) CROWN 


SYber koto artic 


MODEL 8G6GO 


On 1692S 


Complete with New 8-Pc. Set 





of Deluxe Cleaning Tools 


NEW POWER IN DAZZLING NEW BEAUTY 


and many other improvements! 
wen ae . > ——— oe 
No Lifft No Carry! \ £7 New Super Suction 
\, Rolls On 4 Rubber y, 71 cubic feet of 
~Swivel Wheels “a Gir per minute — 


a see ee -- 
"New Easy-Glide Rug Tool 
| with fleeting brush—cleans 
~~ with a feather touch _+ 


® New 1 H.P. Motor ® New Quiet 
® New Twin Exhaust No Vibration ei . as 3 ft 


a Sfoarkding New 1957 | 
® New Vinyl ® New Step-On , 
cat, “aon EUREKA 
Sober Automatic 
MODEL 260 


TREMENDOUS 
Vs 
NATIONAL OY 


Set of Deluxe Tools in 


ADVERTISI NG “Handy-Pak” Kit $19.95 


es + > a tt 
—— 











nee d “— 
Y a af) j 
i Beats, Sweps. 7") Pl 
scan exeamine 20a yous” iz, 2 ction Cans! 
ia Ui ‘ -....ai ae ek 
ovens ye : for ads Equipped With Motor-Driven "'Disturbulator’’ eo) 
, \ CO Specially designed for ; 
} fast, easy cleaning of el} 
° large rugs and wall-to 
//) Li F E and wall carpet. Automatic 3 L 
way action cleans quickly - 
ST in one single operation ws AVS i aie 
PO Many advanced new fea Dust Bag e Brilliant 
tures: 2-Speed Motor Headlight e Base only 6" PL 
eae yon nee ee oe e Throw-Away Paper high, and many others. 
| LADIES’ HOME JOURNAL “F 
GOOD HOUSEKEEPING 
and MACLEANS AL 


PULL-PACKED SURE-FIRE 
PROMOTION NEWSPAPER ADS 


Month-atter-1 ! | rtisit i a bit 
1 colors hits more than 66 million reader 


reach thier tv {pro pect il our aren lv 


' ‘T'wo new series of ‘sure-fire’? promotion newspaper ads (20 in 
in now with our lon i promotion tor our 


10 in. and 60 in You can’t miss! Order ad mats and new 
biggest Spring ile evel é 
Kurekas from your distributor and get your introductory pro 


motion going at once! 

























— 


New SPECIAL Roto-Matie 


AND LOW, LOW PRICE-APPEAL! 


A terrific new Kureka Roto-Matic 
with amazing cleaning performance 


FOR PRICE-LEADER PROMOTION...OUT-VALUES THEM ALL! 


L 


INTRODUCING 


The Fowertl New 1957 
EUREKA 
Sheclal koro-Varic 


MODEL 860 







HOSE SWIVELS IN TOP 
FOR ALL-AROUND CLEANING! 


WITH ATTACH-O-MATIC 
CLIP-ON TOOLS 


A } . 
5 | 
' 


; 4‘ 
Leer’ 






Only 





Complete with New 7-Pc. Set 
aot tig of Deluxe Cleaning Tools! 


, 


PLUS ALL THESE MODERN NEW FEATURES! 


— 
¥ G “ts 
- 7 
«2 3% r 
ee # é 
rs d . a 
Se fy: . > 
= 
my 
* 


D FT NO Cakay | 
ON 4 RUBBER 
SWIVEL WHEELS! . o* 


e New Full 4% H.P. Motor = e New Vinyl Swivel Hose 










Py 
° « 


Uy ey ¥ % 
pt 
ae 
z 


@ New Powerful Suction e New Easy-Open Zip-Clip Top 


wy 
> 
fi 


e New Throw-Away e New Suction Adjuster ca 
a Dust Bag—Triple Filter for drapes and fabrics Pe 
5 wt be 
he “ 
s PULLS IN PROSPECTS QUICK! r, 
za ’ a. 
th FAST SELLER" AT GOOD PROFIT! NEW. EASY. GLIDE oe 
Pra RUG TOOL WITH FLOATING BRUSH. bi RP 
ALLOWS EASY SELL-UP TO : 
“ 2 = SUEANS BARE - ete ALSO.” ~ 5 ~~ het. 
NEW EUREKA SUPER MODELS! 2 ae , > So a ae Se cry. ue Re Alek foo, 
bs Wea ae Sik Ag lad, ee ie aii, Ni: Ris ne < 
DS es cee a Tae iy He eer we Paling <u, 
cw IS RE a el ate kas RS yh eet 


<i EUREKA WILLIAMS CORPORATION 
f/f . BLOOMINGTON, ILLINOIS 
a" aa 

4 ONWARD MANUFACTURING COMPANY, LTD Mitch 








HELLO - IU HERMAN HICKMAN AND 
IM HERE TO TELL YOU THAT WITH 
NORELCOS BIG I957 DADS AND GRADS @ 
PROMOTION-THE TRADE HAS IT MADE! 
IM WORKING FOR NORELCO NOW ON 3 } 
EVENING SPORTS SHOWS ON COAST-TO-COAST 
CBS RADIO, ON OVER 202 STATIONS. WITH at 
THIS ALL-OUT PROGRAM OF SATURATION NETWORK 

AND ALSO IO FULL-MINUTE EARLY MORNING SPOTS PER WEEK 
IN 70 MAJOR US. MARKETS, YOURE DOG-GONE SURE TO SELL 
MORE. NORELCOS...THE ELECTRIC SHAVER WITH THE ALLNEW 
LINE FOR 19S7..AND ADDITIONAL MILLIONS WILL SEE NORELCOS 
FULL PAGE AND 2 PAGE SPREAD ADS IN LIFE, LOOK, AMERICAN 
LEGION, TIME AND SATURDAY EVENING POST.” 


























AA/O 
/M GRAD 





TAKE ADVANTAGE OF THIS PROMOTION NOW! 
ORDER TODAY! 


These two headliners will star in this spring's leading 


ittraction, the Dads and Grads Promotion 
THE NEW NORELCO THE NEW NORELCO 
SPEEDSHAVER SPORTSMAN 
9 eather travel case Model 
830 AC/DC. Still only $249 door wallet. Mc 
$2 
Vas | NOREL LLCO 


Precision Rotary Electric Shavers ae 
o 
NORTH AMERICAN PHILIPS COMPANY, INC. 100 £. 42nd Street, New York 17, N. Y 
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PHILCO 


Famous for QUALITY 
the World Over 


Now a new kind of refrigerator... air-conditioned 
to keep your precious foods fresher 


DULUX meets the exacting requirements 
of today’s topflight manufacturers 


LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality. Every hip 
ment of this fine finish meets the same rigid pecifications, And 


that’s just one of the important cost-cutting, ales-winning ad 


vantages that DULUX offers 


Constant research by Du Pont chemists has resulted in a 


finish that gives more rugged resistance to chipping, cracking, 


"BpULUX’’ ENAMEL scratching and taining Application costs are lower too—with- 


out verifies of quality appearane ec and dependable pel formane eC. 
Better Things for Better Living . . . through Chemistry 


DULUX keeps its flawless appearance after years of con- 
stant use in the home. Its easy cleanability, resistance to wear 


America’s leading eae and long-lasting whiteness help build the continued customer 
home-appliance finish satisfaction so vital to the success of any appliance line. No 


wonder so many of today’s topflight appliance manufacturers use 


Du Pont DULUX Finishes, 


53,000 OOO r ajor home-appliance units now ir 


ce are finished with Du Pont DULUX Enamel. 








E |. du Pont de Nemours & Co. (inc.), Finishes Div., Wilmington 98, Del. 
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FROST-FREE* 
Imperial FK-125 12.5 cu. ft 


No defrosting in either freezer or refrigerator! 





°T.M, UB, P 





Iasued, Nos, 2,460,173 & 2,324,309 


PLUS THESE OTHER BING BONG POINTS: 

¢ Patented Meat Keeper keeps meat fresh for a 
week! 

¢ 50 Choose-N-Change Color Combinations! 


¢ Famous Westinghouse Quality! 





For more sa/es...eas/er sales... plus ban 


| WESTINGHOUSE 
patviy AUTOMATIC 





HERE’S THE WESTINGHOUSE 
AUTOMATIC DEFROSTING STORY! 


In Retrigerator-on-bottom models, no 
defrosting is needed in the Refrigerator section. 
There are no coils or refrigerated plates to 
collect frost. 


In Retrigerator-on-top models, there’s 
*‘Automatic Cycle’ Defrosting. Frost is never in t, 
sight! Refrigerated plate is behind Refrigerator 
section. 

In four models there's a plus advantage... 


automatic defrosting of the Freezer with 
Frost-F ree." 








CUSTOM IMPERIAL 
DCK-16 15.6 cu. ft. total cap 

Family size automatic cycle defrosting refrigerator 
with true home freezer below. 





A COMPLETE LINE 
OF MODELS 

AND SIZES 

TO SELL 

EVERY PROSPECT 





NEW 


‘SQUARED-AWAY"’ 
STYLING FITS-IN TO 
LOOK BUILT-IN! 














| °) — — | 
eq |o2 

















| 
| } 
_ A A 
OCK-16 DBK-13 FK125 OTEK? PKI PK-IIS  «SK-115 HK-9 HK-8 
156 cu. ft 13.2 cw. ft i22cu. mt liSew ft 10.7 cw. ft 11 5S cw, ft li Sew ft Sic ft Sica ft 
PAGE 130 APRIL 1957 ELECTRICAL MERCHANDISING 
























cash rewards... push the full 


REFRIGERATOR LINE 
DEFROSTING! 


Your best choice—your biggest choice—in refrigerators is Westinghouse, because 








this is the complete line that has the features people want most. And because the 
Westinghouse BING BONG POINTS ‘nake selling easier... you get more cash. 


We're pushing customers your way with 
“DYNAMIC FOCUSED SELLING” 


We're focusing customers’ attention on Westinghouse 
Refrigerators with the biggest push ever! 


TELEVISION! Westinghouse MAGAZINES! [ig four-color 





7 / Studio One—with Betty Furness— spread —followed by page after page 

week after week! Biggest TV push -in LIFE, BH&G, Progressive — 
for any refrigerator! Farmer—when folks are buying! 
NEWSPAPERS! !n city after LOCAL SUPPORT! or you— 
city all over the country —full-color the Frost-Free ‘Bell Ringer’’—hot- 
pages in This Week, Parade, Family test promotion going—to boost 
Weekly and other supplements. traffic and close sales! Plus another |\* 
Plus big newspaper ads! Big Promotion on the way for even ! 





greater sales this spring and summer! 





Take advantage of extra “Bing Bong” DO YOU KNOW YOUR bea4 POINTS? 


Bonus Points during April! See your The better you know and use these Westinghouse selling 
distributor salesman today / arguments, the more money you'll make—and the more 
; you'll win for yourself! Check up on them and be sure! 


you CAN BE SURE...1F ITS Westi nghouse 











tt 


ive oariee 
4 
“omer” 


RY) 
Mii 


WESTINGHOUSE ELECTRIC CORPORATION, MAJOR APPLIANCE DIVISION, COLUMBUS, OHIO 
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America’s Newest Window Fan Sensation! 


EMERSON-ELECTRIC’S 
“FAN THAT TELLS” 





















/ TELLS ITSELF WHEN 
TO TURN OFF OR ON! 


V TELLS YOU WHAT 
IT’S DOING! 


>? +> 


A reliable thermostat turns fan on when needed .. . turns it off when 
area is cooled. Colored lights tell you: High Speed—Low Speed— 
Ventilating—Exhaust. The dependable Emerson-Electric motor is 

electrically reversible .. . saves you manual effort. 


Write for Bulletin 
No. 3110, 


The Emerson Electric 
Mfg. Co., 
St. Lou/s 21, Mo. 


Buy Quality ... Buy Long Life... New Low Price... 
from the originators of the Famous Five-Year Guarantee! 


VY LOW INITIAL COST VY LOW OPERATING COST 


Mo cccccccccccccccceceeeee 





STEHT THT EEE EEE EEE EEE HEHEHE HEHEHE HEHEHE HEHEHE HEHEHE HEHEHHEHEEHEE eeeeeeoeneeeoeeeee8 


OF ST. LOUIS SINCE 1890 
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EVIS Water Conditioner 


Evis Mfg. Co., 


5955 N. Rockwell St., 


Chicago, 45, Ill 





Device: Evis water conditioning 
pipe-atta hment unit for installa 
tion at in ng itt line 
ot hom ill ird ite 
Selling Features: bormed of c1 
tallized m n bape ra i 
pact pipe ittachmen th 
which all Da it in 
fluenced tallized metal 
o that Orc ediment 
chan | t minerals no long 
build up int ty masses and min 
eral i] nted. No chem 
cals a idded echa jul 
venatin l qu ed ] ill 
cl 1 unit lamp ul 
of incoming t Cl LIT 
can ) 1Th-Tive rhe 
Price ( la 1 Td 
= — 
(@/ 
JACOBSEN Lawn Mowers 
Jacobsen Mfg. Co., 
Racine, Wis 
Models Ja SCH } nowc!i line 
includ th i N +ZA, | 
ta 1 N IMIB del 
| in ta iri hed KR. | iT 
con nat iK nin 
Selling leatures Pacer | 
model ha n streamlines i 
pCaran ton 10 it} 
lever t p I dle ont powerece 
b i | p Ja built H 
| rqu rie th re 1 Start 
chok ind start top it 
ha 1 ed on v ¢ n 
mit pa Othe iture 
id tr Ox frame nstruc 
t } cutter ] 1ayu 
nent ithout spe il ( 
il { i ial tec 
pl | tt ! t tal kit 
N IMB rota feat 
iil i 1.p 
n th ol 
ivTi I I oh i 
tal | nd m hing 
nt yal ited n I ne 
| nng t ntr 
th rcat nclude it 
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for silenced power’; recessed 
vheel 

Deluxe 18-in. rotary has 1.75 
h.p.; 4-cycle engine; 2-tone color 
tvling im red and beige; blade 
idapter on reversible, ‘suction lift 


lefthand side and front 


ottset tront 


utter bar 


trimming, wheel to 


ivoid calping reinforced deck, i 

leaf mulcher included 
dge-R-Trim has adjustable cut 

ting unit to 4 positions: 15 deg 


right for undercutting, verticle, 4 
deg left. and 90 ce left. hor 
ntal, provides clean harp ed 
neg along walk curbing with an 
$-tooth carbon steel circular blade 





PERFECTION Heaters 


Perfection Industries Div., 
Hupp Corp., 

1135 Ivanhoe Rd., 
Cleveland, 10, O 


Models: New Consolaire gas and 
oil home heaters for 1957 
Selling Features: Modern lines 1 
emble hi-fi speaker cabinet; auto 
matic comfort control; complete 
line of vented and unvented ga 
ifety-cool” cabinet heater; out 
puts from 14,000 to 100,000 Btu 
in gas and O00 to SO.O000 Btu in 


il: heat directing baffle 


la insulation keep ile 


ool top ¢ itl he il ed i 


s and spun 

and top 
table An 
added for 


iutomatic blower can be 


increased circulation of warmth 
baked enamel finish in mahogan 

light blonde with contrasting 
11d CTCCH ind trim 





PORTER-CABLE Power Tool 
Workshop 


Porter-Cable Machine Co., 
Syracuse, 8, N. Y 
Device: Rout 
duced last veat ha pecn Cx] 
into complet powel tool 
for home and profte ional use 

Selling Routo-Jil 


mid rotat 


Features: Basi 
is portable router 
, 


lv) i )\ 


itta 


idding several low-cost 


No. 140 now does high 


hment 





1957 


NEW PRODUCTS 


peed haping finish 


nding, power 


dove tailing 
On 


planing even grass 


trimming motor serves 6 


tools; complete set provides key to 
home repairs and improvements, 
model and toy making 


l'ools include saw, shaper, sander, 


trunmer and 


ry! y 
plane Pia 


powel 


route! 





TRYLON Cleaner 


Trylon Mfg. Co., 
52-16 34th St., 
Long Island City, N. Y 


Device: ‘I'rylon, swivel top, canister 

type vacuum cleaner offered for 
private brand” user 

Selling Features: Include ton 

color styling h.p. motor; no dust 


bag to empty, tip-top switch action 
complet et ot 
Price: 9.95 


ittachment 








BROWN Gas Ranges 


Brown Stove Works, Inc., 
Cleveland, Tenn 


Models: Brown 19 ri ran 


| 
Hid 


ih ae ) i Ai 
Selling Features: New styling con 
if 1 SOt-G DaCk uard vith 
inge expanse of a to diffuse 
lit cntire ooking uirtace 
ew Clock in light blue and charcoal 
ith 4-lir. chime timer, me mode 
t of 50 in. range ith id 
iilable with white por clain 
t hrome plated tops; griddle 
i ite or chrome are stand 
i conversion grate to make a 


ti burner in place of gnddle 
0 oftered ome arrangement 
ed into the 6 in. model 
Thermal I’ve automatic top tem 
erature controls are on several 30 
’ 


ind 36 in. model 









WHITE Water Softener 


White Products Corp., 
Middleville, Mich 


Device White iuftomatyn water 
oftener, No. AP 

Selling Features Self-actuating 
clf-regenerating; operates without 


ittention except for occasional ad 
dition of salt to tank; may 


he regenerated once 


forage 


1 day or once 


i week; regeneration occurs auto 
matically at Lin. on pre clected 
day 


ling 


| ible top sty 


valve ha 


oper ing 


only hydraulically 


one 
moving part both dry salt torage 
tank and softener tank are imsid 
ibinet, and are glass-lined inside 





BLACK & DECKER Saw Line 


The Black & Decker Mfg. Co., 
Towson, 4, Md 


Models: Redesigned saw line in 
cludes new 3, 93 heavy-duty 
iws plus last year's No, 63 
Selling Features: Maximum cut 
ting depths range from up to 
in it 9O deg ind to le in 
dressed in, at 45 deg vith 
No. 63 to up to 34 in, at 90 de 
ind 24 in. at 45 deg 

Other feature include greate 
utting peed vitch guard to ) 
ent accidental tripping of instant 
release trigger witch iufomaty 
tele coping blade guard th larg 


lift lever; open-end handle for ea 


gp or release onductor cable 

for rounding; better isibility 

nude notches in saw shoe for con 

tinuous check of alignment; light 
iwht, from 11 to 153 Ib 


Brief 
“Starlight 


to keep hot 


i twin wari 
ices and grav if 
mnounced 


ind 


iluminum 


crving temperature i 
by Silex, in 


burnished 


vrought ron 


Uppe rtone 


agesign 








You can make summer 


HOT 


with Chicago 


THE TRIBUNE REACHES MORE HOT PROSPECTS FOR AIR T 
CONDITIONERS THAN ANY OTHER CHICAGO NEWSPAPER ! 


Chicago Tribune 











Upper Income Group 
over $7,000 
households 

38% want an air 
conditioner next 60% 






The Tribune has more readers in the upper income group! 


Paper “'C" 









Middle Income Group Chicago Tribune 
$4 000 ee $7 000 The Tribune has more readers in the middie income group! 


households 
43% want an air 
conditioner next 36% 36% 


Paper "A" Paper "6" Paper "'C”’ 








Lower Income Group 
under $4 000 Chicago Tribune The Tribune has more readers in the lower income group! 


Paper "A" Paper "'B"’ Paper "'C" 


households 
19% want an air 


conditioner next 38% 49% 


Tribune readers are big buyers and advertisers know it. Again in 1956, they placed more general ho 

















linage and more retail linage on air conditioners in the Tribune than i in any other Chicago newspaper. 
aasinat aa nai ne 


BLACK BARS—DAILY GRAY BARS—SUNDAY 














CHICAGO ; 


Chica 


The World's Greatest Newspaper 


ST 
I 


MEM 
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Tribune advertising! 


THE FIRST ROBIN may be no farther north than Birmingham, Alabama, and sum- 
mer may seem far off, but Chicagoans have long memories when it comes to hot 
weather discomfort. More than any other appliance, they want an air conditioner next. 
And their buying plans can make 1957 your biggest sales year yet! 

In this hot and humid market, 23% of all households named an air conditioner as 
the appliance wanted next. Almost half were undecided as to brand. These facts 
stand out in the Tribune’s recent Appliance Market Study. But by far the best 
prospects for air conditioners—81% of all households wanting them next —are in the 
upper and middle income brackets. 

Which Chicago newspaper reaches more of your best prospects? The Chicago Trib- 
une, both daily and Sunday. See for yourself on the chart at left. Also, when families 
were asked, ““Which Chicago newspaper is most useful to someone buying a new 
appliance?”’, 62% of them said, ‘The Tribune!’”’ Only 17% named the next highest 
newspaper. 

Chances are you’re hoping for a long, hot summer. Tribune advertising won’t change 
the weather, but it can do wondrous things to the sales climate. Plan to make it a 
hotter summer with frequent advertising in the Chicago Tribune. Just call your 


nearest Tribune representative. 









AIR 


CONDITION 
ont 





RIBU 


Chicago New York City Detroit San Francisco Los Angeles 

W. H. Hattendorf k.. P. Struhsacker W. EF. Bates Fitzpatrick Associates Fitzpatrick Associates 
l lribune ‘lower ) Kk. 42nd St Penobscot Kidg l Montgomery St 160 Wilehire Kivd 

SU perior 0100 MUrray Hill O33 WOodward 2-8422 GArfield 1-7946 Lit nkirh 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND METRO COMICS MAGAZINE NETWORK 
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| 4-in blade weigh 44 lb ° 
cparatel “ ind when ittached to 
drill total rf than f lb 


heat-treated; it also features power Briefs 





! hon cated ) yta i 
tor h ( ) pl ture 
p ot i ( t 1d i 
ict Ii 
| ht othe n j ili 
j to | y ! Ith 
; ‘ f ; le 
' ¢ 
TRION Electronic Air Cleaner Price: M Mast +9 ther 
; f | i ti 
Trion Ime . 
1000 Island Ave 4 . . 
I'rade-Wind Motorfans Inc., Ri 


MeKees Rocks, Pa 








Model: N era, Calif innounce new pre 
wage ired hood equipped with solid 
ae a tops for easy breakouts to accom Detailed wood fronts on fun 
nodat ventilators No 501, tional steel units are announced b 
1, 1501. Pre-wiring does awa St. Charles Mfg. Co., St. Charl 
vith excessive installation; light in Ill. kruitwood finished door ind 
Selling Feature luded as integral part of hood drawer front pecially designed 
! I peed control operated by fing molding to ite effect of recessed 
‘] ; 5 ; tip tou ht bar, control ntilator pancl intique bra pull ill add 
UW ind light. Hoods available in stain to “hne furniture look for unit 
' i" l¢ teel and satin copper Salem that may be used in an important 
rot opper,; Salem im antique copper comer of kitchen, dining area or 
ao | : omplet kitchen lhe effect of 
ict ! breakfront 1 ilso accomplished 
! ite the | tonal through addition of brass grille in 
HOUSCKCE DM part ce att t BURGESS Sprayer erts in wall unit doors, Ci mplet 
P 
ea. — . 4 . ra “g - - Burgess Vivrocrafters Inc., range Of siz typ ind special 
pa ving all dirt includ Grayslake, ill purpose units al iwailable ane 
" t ‘ Nt UU) UN Device No. VS-( | Spra pecial color ma I irranged 


Sellin 


6 


, Features: A built-in alumi 
er 


ook for convenient hanging 





bitiihl I 

ot prayer vhen temporarl top 

ping or while refilling container Youngstown Kitchens new-look, 
charcoal brown molded housing flexible modular-type package 
elf-contamed; can be used for kitchen” called “Monterey Stvling’ 
praying paint varnish enamel has wood doors on steel wall cab 
mothproofes varden pra ind mct i new overall color that 
insecticide harmonizes with wood and other 
Price: $12.9 decor color 


leatures include an oven cabinet 









that accommodates 90 percent of 
popular built-in ovens by u ot 
idapter plate newls d ined C { 4 \ 
unter top that eliminate caler “ore weep ulders of — 
7 hardwood kitchen Mmnounce i 
lhiding-door “pantry” cabinet. Con i tel 
1 contained kitche VOTK centel 
MOW-MASTER Lawn Mower tinuous stank teel_ backsplash ne ) egg ear tee on 
) i 0 rete | a mit that = re 
ind front trim. Pantry cabinets have aie. oe _ 
r ( 1 ( rite 
Propulsion Engine Corp ilt-in light balance Though de na in. Mxce nt 
Subsidiary of ' umn ipable of turnin om 
Food Machinery & Chemical Corp ned to include built-in oven and letel cat ‘ila " 1 tl ( 
plete round Lice | ( 
South Milwaukee, Wis mg top ict-towel U-in dish I . - : . 
rama the new unit consists of 
Device Mow-Mast Delu isher are foodwaste — disposer . : 
: ibinet |e eparated | lin 
tand-un starting and fin tin con kitchen 1s flexibl il units ar I 
‘| ' — | ' a il center pillar Bottom « inet 
trol rotary lawn m parate nd package ma X ee 
. , ' 1] inet irrangement mciud juarter-roum 
1hi PCC } I Hiitcl ( )} { l 
Selling Features: Stand up startin - o la] | front livided tra 
foates Mite Camk pees me l 1 in nh. module tartin ' : 
' WARING Shavex ind open shi 
train mctal arm located at an th 64 in wn yunter height 
kle howht below minal ld ( Waring Products Corp vork area. A ult-in-muixer-] 
tartin » teppin np dal Sub Dynamics Corp of America nite sharn nbination ida 
, 25 W. 43rd St . 
itt hil pt x ma fart t-c] ment 1 j -In it i] 
in nn ty ntrol permit Device: Shavex ha : eG t0 included in stain tecl te vitl 
piel peration of mower-choh Waring lin it nu t nit 
1 iniabl roa ind Selling Features: A 
toppin it ft of hand both on electric: plug-hke de that 
these teatu n the Deluxe nvert ilternatin irrent nto Coming Class Works, ( in 
| 7 rota \l Nl t vith a cn-fllowim airect ut nt t it N \ mn 1 1 4 Pyr 
hy Stratt " hy tr hy yt i ‘ hes f 1 n clectri tron 
} i j th an a 1 t cc nd f i i 
\ rem le n 1 t 1 nent of mot i] en | it ist n 
ha chute | t i i j herence techn ill it i 1 reiitil il uf t t itt hallow 
lome-deck hea hut nstru tun nvertel vith tin lenum \ that ha ll advantag of an bake dish th if d 
fhion uftin re hit hustable t rectitv nila fo those ed im il i} unit: trim hedg« hrub dimension | i a if 
inv of p itions f m 2 to ; 1'\ ct ct DCT ind gra Handl it entel ISS ( in rf } patt in 
im. trm-cut blad 1 Dor Price tabl ! ict of position 14 and . t ipacit 
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PROOF OF QUALITY! 


New Pickwick Hotel in Miami Beach Selects 
















LUXURY PERFORMANCE AT 
A COMPETITIVE PRICE! 





With Hotpoint s thin, graceful Sill-O-Ette you 
can now offer a room air Conditioner that is 
easily and economically installed in the wall 

in the window flush outside or flush 
inside Prospec ts who are building or remodel 
ing will especially appreciate the ease with which 
Sill-O-Ette allows them to take advantage of the 


latest trend coward built-in room air Condition 










ing—and at a modest cost! 





a! 
7) 


¢ ~ 


An excellent example of why careful buyers 














When we designed our magnificent new PICKWICK Hotel on beautiful Miami 
Beach, we knew that we had to offer our discriminating clientele the ultimate in Any 


Conditioner After careful and thorough study of all makes, we selected Hotpoint 


Air Conditioner y, - 
— 


Joseph Gelman 
Managing Director, The PICKWICK 


prefer Hotpoint Air Conditioners is the new 
Hotel Pickwick on Miami Beach, They de 
manded built-in units that would not protrude 
outside the walls. They insisted on the ultimate 
in harmonizing beauty and efficient perform 


ance. They wanted slide-out accessibility of the 





unit, should any service be necessary 


4 . 





Hotpoint more than satisfied 
every requirement! 





And Hotpoint has a model, size, capacity and 
price to more than sausfy every one of your air 
HERE'S THE INSIDE STORY 
of Hotpoint Sill-O-Ette 
QUALITY! 








conditioner prospects, too 


@ Electrostatic Filter Never Needs 


Replacing See your Hotpoint 
° agree weer haes o Distributor for complete details. 
He will be happy to show you 
how Hotpoint Air Conditioners 


EASY INSTALLATION... 


Yirectional Louve 
GLIDE-OUT ACCESSIBILITY! @ Di ‘ 


The H t SoL-O- Bere falls ¢a @ Automatic Pushbutto 
DS cist tention: dose oa os Wii t will help you develop 
nL a a ees a a New Dimensions in your volume, 
“a ; = tie \ Ae - cS Fresh Air In Stale Air Out sales and profit! 


@ Quiet ¢ Jperation 


@ 5-YEAR PROTECTION PLAN 


b look te Hotpoink hor the bincat-hirst 





Lasy to get at, easy t 
Hotpoint ELECTROSTATIC FILTER . 
camer ineiin dualietin ‘ulin 1% AIR CONDITIONERS + RANGES « REFRIGERATORS - AUTOMATIC WASHERS ~ CLOTHES DRYERS - DISHWASHERS + DISPOSALLS” + WATER HEATERS + FOOD FRELZERS + CUSTOMLINE + TELEVISION 
clean . inute “teas HOTPOINT CO. (A Division of General Electric Company) 5600 West Tayler Street, Chicago 44, illinois 
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WATER 
HOTTERS 


aulomale waler healers 


White-Glass or 
Zinc-in-ized 
Lining 


twite | 


+4 z 
if . 
. AP: Je 


Many enthusiastic WHITE dealers report that they 


are doing TWICE the water heater business they used 
to do—largely because of aggressive promotion. For 
WHITE truly gives you a line that richly rewards your 
every effort! SIXTEEN salesworthy features—TWICE 
as many as some heaters—bring faster, easier sales 
Wide range of sizes and models enables you to meet 
the needs of every homeowner. 

And now that WHITE has added water softeners 
to its line, your profit opportunity is again doubled! 
For complete details, get in touch with your WHITE 


distributor—or write us in Middleville—TODAY 


VA oe oe 2 OR OES Om 
CORPORATION 


ee © oe ee ee ee ee MICHIGAN 





NEW PRODUCTS 


oS 


SWIG 
U 





MAGIC MAID Skillets 


Son-Chief Electrics inc., 
Winsted, Conn 


Models: Magic Maid skillets No 
$10 and Sl 

Selling Features: No. 810 is 10! 
in. square has 1100 watt cast-in 
tubular unit; No. 812 is 124 in 
quare with 1250 watt unit; both 
models are completely immersible 


have cast aluminum quare shape 


ind operate vith eparate cook 
ontrol thermostatic controlled 
unit that plug into pan; cover 


Wa ible vith Ca h mode] 





JOHNSTON Lawn Mower 


The Johnston Lawn Mower Corp., 
Brookhaven, Miss 


Device Johnston 
t i t | 
Selling Features: P 
| \ = 
' 
' 
' fy tt 
' fy . oan 
1 
f freot 
\ ; 
' 





RONSON Parts Kits 


Ronson Corp 
31 Fulton St 
Newark, 2, N. J 
Device: R 

+ \] kK 


APRIL 1957- 


Selling Features: Kit consists of 
hs } 1») , 
pl head plate ( pl rt 
t piasti head ip ra 
} fe al 
nplete h | m ( cleal 
ig p nth 
rr ’ 
tl ! 
, ] 
Price t eal 





QUAKER Wall Gas Heater 


Quaker Mfg. Co, 

1147 Merchandise Mart, 
Chicago, 54, Ill 
Device: Quaker 25 in. high un 


ented wall gas heater SWC-250 


Selling Features: Designed to hang 


on wall ittached to wall 
plate for installation raised port 
burner of cast iron porcelain heat 
mg hamber; double-coated with 
ifttime por clain on both side 
flow design viked-on Ham 
merton ind gold silicone 
finish; Optional acc mies include 
i M-H fet hut-off, blue flame 
pilot | MEH nap-action thes 
mostat Modu nap thermostat 
blue-flame plain pilot and a p ure 
rilator for use with natural 
nanufactu | i Wall is heat 
K how ! ulable iN} ind 4% 
in nigh un ited unit 
high ited m 


\ 






> 


~ 


; 


Th 


( ’ 


Me 


\ port ible Can-O-Miat | 


Rival Meg. ¢ ( () 
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NEW PRODUCTS .. . TV Accessories 


ure propel placement of an 
tenna regardless of shifts in wave 
front laver Screen reflector clim 


provide: food 


nate ghosting an 


front-to-back ratio; perform equalls 


ll on black and white or colo 
Hector recn of 
ot welded steel red; comes pr 


embled ready tor installation 


idimium plates 





SNYDER Indoor Antenna 


Snyder Mfg. Co., 
316 S. 16th St., 
Philadelphia, Pa. 


Device: Snyder singh tatt indoor 








intenna Imperial Directroni 
10-D 
Features: Does away with conven 
tional rabbit ear type; can be 
used jually well for black-and 
vhit olor for VIF, UHF ot JFD Antenna 
iM i<-position beam elector JFD Electronics Inc., 
vhich Vv turning dial, clectron 6101 16th Ave., 
il] elects clearest picture for Brooklyn, 4, N. Y 
cach anne!l liminate urplane Device: “Magic Genie” ‘TV an 
disturbance, channel and electrical tenna for decor-conscious user 
ference vind-tipping, flutter Selling Features: |2-position dial 
ind snow: designed to blend nore than 3 in. high and shows at 
t om decor; comes in ma top of set, balance of antenna, con 
hogar blond wood ton vival tuning printed circuit Clanhies 
ited ngl tatf feature i mccaled behind back of set; pro 
t tol ding a 3600 ce ides reception for black and whit 
it hich make t unne nd color signal pulls in both 
t { th infenn VHIb and UT tation ivailabl 
in it t telescopi n 4+ color blonde, ebon m 
t itt t to be raised hogany and cherry; packed to 
t hts trom t irton 
| 
Price 
+ i 
| 
“ 
“ 
FISHER Tuner 
Fisher Radio Corp 
21-21 44th Dr 
Long Island City, 1, N.Y 
CLEAR BEAM ~~ I NI f N b\i 
Translator Antenna 
leature: If d ( II 
Clear Beam Antenna Corp nplif 7 full wide-ban 
Canoga Park, Calif . dus m limit 
Device \ Util j t AM n ( t 
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WATER 
SOFTENERS 


and. semi-aulomale 





Bem) Automatic 


White-Glass or 
Zinc-in-ized 
Lining 


Fully Automatic 


twire the NPY | ure hp profit | 


To say that you have TWICE the market potential 
when you take on the new WHITE Water Softener 
line is decidedly an understatement. Department of 
Commerce figures indicate only about 3% saturation 
of the water softener market, which means vast NEW 
markets to explore—fresh NEW profits to make, with 
the ALL NEW WHITE Water Softener line. Yes, it 
opens tremendous new horizons for you! 

For specifications and full details of the WHITE 
Proved Profit story as applied to you, in your trad 
ing area, get in touch with your WHITE distributor—or 


phone, wire or write direct to the factory—TODAY 


WHITE PRODUCTS 
CORPORATION 


wivpoLw.evit VilLICHIGAWN 








NEW PRODUCTS . . Radio an Bie 





through hi-fi mpunes ind peas | 10 ( clude i lov 
cl Controls are located at top ol ) console with 4 pcakel peed 
ect. 6 watt output using an 4-In Rex changer th isntermix ind 
mid a 5-in. speaker; cross-over filte AM-IFM > shortwa radio. Another 
network terminal for remot lonovox Ihe Holida consist 
peakel phono imclude + peed r  speake AM-I'M short wave 
Magna O*X lmperial changer vith vatt pu hpull implifer and 
jutomatu hut-off ivailable in peed Rex hanger with inter 
mahogany, oak and cher nix, plus a 21-in. RCA-type ¢ 

Prices: From 69 I'\ ha Other models have 


| 1 for tape recorders and RANCO Hi-Fi Ph 
PHILCO Portable TV Sets sigs rs pat GRANCO Hi-Fi Phono 


Granco Products Inc., 

36-07 20th Ave., 

Long Island City, 5, N. Y 

Device: Granco hi-fi phon KP 
\ ith EM and AM radi 


Phileo Corp., 
C & Tiega Sis 
Philadelphia, Pa 


Models N ! 








I] cl , i4 . et 
{ Selling Features: A peaket 
i 
| ' ' ml i oorel ind + 
, ; t l¢ tron Ta48) I net 
on t-speed iutomat ( 
Selling Peatur { Senet 
han ind il bass and treb 
; j r f ' 
, nt tu yt tine bM 
fol | ! ! } J ' } 
. . a \ lo +} ) tun 
1" | na ‘ . I \ | ici) iH | i 
hand EMERSON Radios for drift-free performan 
i) i cu i yf t j 
om | | 
, | | , thy Emerson Radio & Phono Corp., Price Mah in | } 
nf at A Ain Jersey City, 2, N. J hye $149.9 
thy fin | | ible Models | 
yl miced if ( i 
youn Penna harp Selling Features: No } tule | 
| ' | j a “lp P , \ remote control on-off devise 
tire ( me muit\ ( 1 upwar ' ( ib 0) i ist " ] 
f | { | j | . { | ivailable for bonovox line ct 
! | ! cit Hh l I cp 
nea xs “ ; ‘ hha be turned ff or on without 
tin mitcnn t in ! 1ou bin ! ipinet ~ : 
r ' ( ’ " ; res or touching set: a small 2-tubs 
le | peal | iT por i b i ha iT eiver built int et } ictivated 
hy] 1 tinted filt la we ed a het rout. con er Hed { 
n | picture tul itermediate tain iled namic yeake f : éontaas = mM TUDbC! 
, : ! b when squeezed 
I juien ta Ih’S) f Nin ) nanent magnet: ft 
tion | » pass on Prices: bon ne from 19 to 
Price om | »O ‘ 1699 tenn » ' ibinet con 9 lonfunk ie from ,OS5 
t ; 
hain | If-startin lelechron clock t 
iy it tin nd 
dey t ! Tent itch 
kK aut t i turn iad 1 
t ] let i 1 tine 
Price } 14 | 
| 
A self-aligning, black-satin finish 
od S 
teel TV table helf is announced 
by Snyder Mfg. ¢ Philadelph 
vhich help trengthen table on 
. vhich it 3 fhxed and provid 
«tra shelf for books, magazines et 


MAGNAVOX TV-RADIO-Phono 





Iwo models: SH-1 for Snyder table 
1 1-] nd Il vith 47 im. tubin 
SII tr | | | ind | | t 


Fanon Electric Co., Inc., l ~ 


The Magnavox Co 
Fort Wayne, 4, Ind 


Device: Ma 


FANON Intercoms 





t j r\ ia hon | \ 98 Berriman St., 
rT No. M\ | | Brooklyn, 8, N. Y 
Selling Features: Ch Device: Fanon “Talk-A-Lot ta Guy Hobbs, Inc., Dallast 
lain ( qua i iumiinized fon intercom fem Pa., has new improved tilt-te p Dip 
picture tube with | tube lud leatures: 1) ned as a baby sitter Loodle tab] n | l and 24 
ing rectit f tot tul mpl x for aged and hand ipped fol iW for port IV set 
ss henge rte Besant TONFUNK and FONOVOX es z at as oe | 
Het Of 7 wok we ( ore iT l VCl li ) 1] 
id uit hy tone tilt Radios lightest sounds from distance with 
{ 1} t Videola-Erie Corp t tou han vit I uitabl rol Koch Sons Ii x a | ] 
ly l/ ' ; 75 Front St in itt basement patio Ol lin ‘ 1 ' tand 
pow ith IP { f 4] Brooklyn, N. Y ira features designer color com with che} f ume and ’ 
Vi | t Vill Device ic " t tii id mation mod » all metal il ' sh with f by 
( e Littl | i ahion lonfunk and t vatural ve reproduction In bra - | it tail 
fui vit! ! " fist | 1} \ thi wa \\ tT (vf mist ma ror ch have } In | +] An thy r 1 dl 
the Ul noc 1 ntal Ake nan \ln \ peak operat fron t ha irms that adiust 
; , , - wy ' ; ; 
riical picture il tecte Selling Features lonfun n iy Il-l t tation from L + ( to fit large and 
nterlace and itert ' t 1 from 1 AM-FM_ table tem weigh nly 6 Ibs; each unit nall | Rack | W 
n. hieh | , ' 1 nod ' in neaker radi thon neasu O2x4 } ' in . F ' 
deep; hit M { mn mbinat th intermix change Price: $19 tor note TR ball bearin Vi t 


I'\ iT ha it an ANM-EM 1ortw clic ly table f I'V set 
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It’s shattering all records! —, 


/ 


By we 


Dealer's are clamoring for 


~™ 


AUTOMOBILE AIR SOROS 





It’s the biggest... most exciting... NEW 
sales sensation ever to hit the appliance 





market! You never HAD an opportunity 
like the VORNADO Automobile Air Condi- 
tioner BEFORE! 





e I’ THE FIRST NATIONAL BRAND 
UNIT backed by a nationwide advertis- 
ing and merchandising program! 


ONLY NATIONAL BRAND 


UNIT on the market today... NO major 
brand name competition! 


( D FOR YOI i LI 
with a Vornado Selected Dealer Fran 
chise for full-protection. 


Installation, servic- 
ing and warranty are ALL handled by 
factory-backed installation centers! 


* ADS IN LIFE, NEWSWEEK 
AND OTHER NATIONAL MAGAZINES 


* SALES-CLOSER DISPLAYS 


* LIBERAL COOPERATIVE 
ADVERTISING PROGRAM 


* TV SPOTS AND RADIO 


AUTOMOBILE AIR CONDITIONER ieememtenecucea 


Full Factory Paid National Poster Board Program! Contact Your Vornado Distributor Today! 














Revolutionary new ideas 


always come from Vornado 









a UB VET STD Seecevitoy 


A VORNADO EXCLUSIVE... 
AT NO EXTRA COST 











DELUXE TWIN-THIN CASEMENT 


Yorwadio: TWIN-THIN: goee onpuhene-... 











DOESN'T STICK OUT! 
\I 


DOESN'T STICK UP! 














DOESN'T STICK IN! 

















ANNOUNCES A MAJOR New Factor! 


Chemical Adsorption!” 


The NEW Vornado Exclusive! An odor and 
algae killer that adsorbs odors from the air 
... keeps a home odor-free 24 hours a day 


@ Kills every odor or algae it touches! 

@ Harmless as water! 

@ Increases efficiency of unit up to 30% by permit- 
ting re-use of conditioned air! 

@ Lowers unit operating cost! Decreases humidity! 


HERE’S HOW IT WORKS! 
Magic Freshner is not a deodorant or overpowering 
“perfume”. It actually removes odors purifies the air 


by adsorption 


TRIED... AND PROVED! 

Hotels, hospitals, livestock shows, fire departments for 
smoke damage, gymnasiums, theaters, exterminators, oil 
companies and others in and around offensive odors are 
using the same BIG D chemical found in Vornado’s 
Magic Freshner with extremely successful results! 


And Only Vornado offers you the Magic Freshner! 





Frankly, only Vornado Air Conditioners 
offer so much in customer satisfaction! 











CUSTOM *‘200" 


_ «he 4 ae BARRIER 


ISS HATTEREOD BY 











Get 20% greater cooling 
effect with Vornado's 
powerful over-size blower 
fan combined with free- 
flow directional grille, 
which pressure circulates 
cooling air into the farthest 
corners... breaks through 
the lazy-air barrier to 
put dead air in action, 





Ordinary air conditioners 
just “spill” air into the 
room ...where it falls » 
to the floor before 
reaching the corners, 






oo Ordinary Air Conditioner Air Flow “ ’ 
~ aay 4 . Aa ; 

























The only fan in the world that Filters... 


Purifies and Circulates the air! 











THE AMAZING NEW 


omade 


Golden Siena 


COMFORT 
CONDITIONER 



































P/omade 
exclusive | 
7 SILENT SENTINELS | 


1 \ = 4 ih. 
Air conditioner type filter , 


~ Loves to Cool...and Looks it! 




















Chemical - purifier Model 20AS 
Automatic thermostat control 
Rovteissliy sovecitb’ A SALESMAN’S DREAM 
5 


it's more than a Fan! 


Automatic Timer 
6 it's a new concept in cooling...with 
\erodynamically designed grille 
: 7 - MORE FEATURES TO SELL 
Power beacon ignt 


THAN YOU EVER THOUGHT POSSIBLE! 


VORNADO AIR CIRCULATORS a performance leader at every price...a price leader for every purse! 





Products of 
, THE O.A. SUTTON CORPORATION, INC. 
DEALERS IN THE KNOW é 4 ia 3 Wichita, Kansas 


WITH ) omadk& Welds Cadung pull Cine manndatlursr of, compprl poling appesnce 


Distributed in Canada by Alliance Motors, Schell Avenue, Toronto 10 





Rue? 














ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 













































HARRY GRAYSON 


"a 


News Editor 


The TV Picture: 


RISING PRICES 


Loom Big on the Screen 














Losses in 1956 proved that TV’s downward spiral has ended .. . 
So manufacturers are boosting prices with the hopes that . . . 
1957 will mark the beginning of stability for the industry 
UU PGRADING the average sale is seen as spring, a new round of increases will probably led to severe price cutting 
the greatest hope for the television in be industry-wide. ‘They will range from 5-to Many manufacturers attribute the decline 
dustry This, together with the fact that 10-percent, according to some manufacturers in sales largely to indecision about color ‘TV 
labor and materials are becoming more ex — we combined with the feeling that color 'T'V 
pensive every day, illustrates why ‘T'V prices prices will come down soon 
must go up The television industry has had rough Rising costs in manufacture share respons 
Speaking at the National Appliance & ledding recently, but spokesmen don’t gen ibility for the coming rises with another 
Radio-T'V Dealers Assn. convention, Leonard erally feel that price is the most significant factor. Manufacturers point out that decreas 
S C. ‘Truesdell, Zenith Radio Corp.’s vice presi factor in sale Ixmerson’s vice president in ing prices have been made possible since 
dent for sales, recently urged dealers to pres charge of sales and marketing, Hal Deitz I'V’s inception by ever new economics In 
ufacturers for more high-priced sets. H contends, for instance, that the public will manufacture. ‘The end of these economies 
ted that the public will buy these set buy despite higher prices “if production is has been reached and now rising wage scales 
if they are properly promoted cut and merchandise is in short supph ind more expensive materials cannot be cu 
Manufacturers themselves would appear to It is indisputable that things weren't good cumvented 
onvinced of the need for better profit for television in 1956. Retail sales, including Most companies experienced profit de 
et. ‘loo many manufacturers have al color sets, dropped from the record 7,465,000 clines last year, Imerson’s fiscal year was 1 
eady dropped by the wavside, unable to ets in 1955 to 6,920,000 last year. Dollar portedly — the worst in 30° year Many 
neet cutthroat competition in the industn volume plunged from $1,745,000,000 in °55 others among the survivors had shaky going 
\ round of price imcrease thu appeal to $1,368,000,000 last year I he greatls at Better Sales? 
I creased dollar volume was the result of lower 
prices per set Now that the industry shake-out seems to 
Manufacturers Agree Manufacturer-wise, the industry didn’t do be easing, however, most companies are look 
R t A. Seidel, Radio Corp. of America o well either, In January, Magnavox bought ing for better sales this vear. ‘Vhe apparent 
it ice president for consumer prod Sparton Corp 'V busine In March lack of dumping of this year's estimated in 
for tance, has been recently quoted Magnavox bought Sentinel Radio Corp, In entory of millon sets would seem to be 
ee t's quite likely ‘I'V prices will go \pnl, Stromberg-Carlson stopped making one indication that the industry desire 
v of th mtinuing problem faced I'V receiver In May, Raytheon Manufa tability. With talk of price increases, too 
idustry in the form of rising costs turing Co I'V-radio division was purchased compani¢ having hea inventor don't 
ig list price by Admiral. In July, CBS-Columbia went vant to suffer losses now 
nen f ious othe compan ut of busine ind Bendix Aviation ( orp Manufacturer point to the growing re 
j lin Admural, Emerson, General kl dropped its TV line. Finally, in November placement market as an encouraging Counter 
Phil have uttered simular stat Crosley and Bendix divisions of Aveo Manu balance to high market saturation. In addi 
t St ther rudging| i le that fact ng ¢ orp ceased operation hon 00,000 color sets may be sold in 195 
) , Most, however don't see olor taking a 
ik it increase 1 the price of black-and tower Price Per Set nificant hold before 1960 
ivers ha ilread en [he decline in the average price per set In any case, with their ranks thinned and 
Admiral, Emerson, Hotpoint, West therefore, is attributed to the popularity of plent of problem till ahead, television 
hou in t Admiral, Hoffman, and low-priced sets such a portables, the dump manufacturers see the first tep toward a 
C. RCA | innounced rises in color TV ing of inventories by companies going out mor profitable operation to be increased 
WI the ew line ippeal thi of busine ind other heavy inventories that rice 
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it’s a “natural” 


—just like the fabulously 






successful Hotpoint Christmas Promotion 
























Yes, it's a “NATURAL” in timeliness, sales appeal—and 
common sense. Thousands of mothers in your sales area want 
a Hotpoint Electric Dishwasher —and their families know it! 
Just remind them that there's no finer, more welcome 
gift for Mother than a world-famous Hotpoint Spot’Less 
DeLuxe Mobile Dishwasher—and your sales will soar! 


NATIONAL ADVERTISING wil! PRE-SELI 
your prospects on Hotpoint mobiles—and on 
Mother's Day as the time to give them The Hotpoint Mother’s Day 
Hotpoint mobiles will be dramatized by this 

full-page, full-color ad in the April 29 issue of Promotion will be even greater 
LIFE—and will be prominently displayed ° ° 
in a full-color spread in the heed ne of than the Christmas Promotion— 


BETTER HOMES AND GARDENS 
and read what Dealers said about it! 


"We sold 22 units during the month of the promo- 
















tion Denver, Colorado 
It was a complete sell-out for us Los Angeles, 
LOCAL ADVERTISING California 
Your Hotpoint Distributor 
will help you pre-sell We sold all the dishwashers we had in stock 
customers in your market Del Rio, Texas 
thru a concentrated local 
advertising campaign Let's have more promotions like this one 
Grand Junction, Colorado 
Complete Promotional Package Sold as many units in two months as I did in the 
Mother's Day Gift Ribbons * Jumbe Disploy Card previous year Anderson, Indiana 


Window and Wall Banners * Spotless Action Blow-Ups 
Specification Sheets * Dishwasher Line Folders 
Envelope Stuffers—everything you need to dramatize a 
Hotpoint Mobile Spot: Less Dishwasher as Mother's 
Day's most welcome gift! 


It looked like most everyone in town read the 


ads and acted Baldwin Park, California 
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We sold all the dishwashers we could get our 
Palo Alto 


hands on California 


We plan to devote our entire efforts to promot 
ing mobile dishwashers in the future Atlanta 


Georgia 


Never had been in the dishwasher business before 


yet we sold 10 units during November and 


December Van Nuys, California 


During the promotion I sold 3 times the number 
of dishwashers that I usually sell in 


Detroit, Michigan 


an averape 
year 
We had 2°' from these ad 


than from any 


times more inquiries 


appliance advertising we have ever 


run Downey, California 
Never sold dishwashers before. Sold 18 during 
the promotuon Dorchester, Massachusett 


LECTRICAI MERCHANDISING—APRIL, 1957 


. ote 
: — oy * : 
elt! Ror Pe ne ee 
pattie 


. sme vee 
COLELLO 








Full-size, fully automatic 
Spot:Less DeLuxe 
Hotpoint Mobiles offer 
Spot:Less dishwashing! 


Dishes sparkle, silver glistens, glasses gleam, pans 
shine—cthanks to Hotpoint Spot’ Less Action! 


Automatic pre-rinsing —no need for hand-rinsing. 


with fresh detergent in each of 


Spot'Less Washing 


two separate washes. 


Spot'Less Rinsing—with super-wetting agent in second 
of two rinses—to prevent spotting after drying 


Spot'Less Drying—in pure, electrically heated air. 


Homemakers are delighted with the maple cutting top, the easy front- 
loading, the service-for-8 capacity—the top and bottom racks that slide 
out separately—and their choice of 5 Colortones, Coppertone, and 
White. Everyone will agree—a perfect gift for Mother's Day! 


For Complete Details call your Hotpoint Distributor! 
Stock Up On Hotpoint Mobile Dishwashers —Today! 


Uook. +9 


RANGES + PEFRIGERATORS AUTOMATIC WASHERS CLOTHES DRYER 
FOOD FREEZERS + AIR COMDITIONERS + CUSTOMLIWE + TELEVISION 
HOTPOINT CO. (A Divisior General Ele mpany) 5600 West Taylor Street, Chicago 44, Illinois 


WATER HEATERS 


DISHWASHERS « 


DISPOSALLS 
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marK THESE SONIC Coren 


SELLING MONTHS ON YOUR 


CALENDAR ..../4¢ gitt 
giving time and LOM C 
has the perfect gift line 































SONIC INDUSTRIES, INC. 
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ost Independent 


t distributor 


Ly nbrook, N Y. 





MANUFACTURERS 





Outstripping the Giants 


Packard-Bell’s president tells how his small West 


Coast company has achieved its growth; calls for better 


management training 


Packa | trom Corp 
yuitst pin th rant Thi 
vas the gist of nessage delivered 
by the Calf i compan presi 
dent, Robert S. Bell, to the San 
Diego Council of the West Coast 
Ilectromnic Mé Assn. recent] 
lo prov hi pot Bell cited a 
recent surve in which the | 
Mm panic of any size in the busi 
rie were compared for the last 
even yeal He pointed out that, 
in terms of sale ix of the 12 
compan ire to 95 percent 
bigger than seven years ago; four 
compan how imereases of 95 to 
177 percent md one company 
gained 270 percent. Packard-Bell 
iles are up 4 ercent 
On the other hand, Bell said 
the proht picture for the same 
period is considerably different 
in some imstance our of these 


how profits from 15 to 
than in 1949: seven 


( OM pan 


percent I 


of the compani profits are from 
0 to 89 percent larger than in 
1949. Packard-Bell’s profits for the 
ime period are up 371 percent.’ 
Exploits — Individuality. Bell 
claims that much of In company 
growth has been due to its ability 
to exploit the mdividuality of the 
area it serve Our tvling ha 


rone with western living,” he said, 


ind we were quick to realize that 


radio and television sets for the 
West needed mor power, more 
maneuverabilit ror casual ind 
patio living.’ 

Bell also contended that “in the 


distribution of out 
for example 


home product 
we have prepared out 
peopl te be ingle product expert 


in radio, ‘TV, and hi-fi. Contrast 
this with the big ompam ile 
man who has as many as 280 item 
in his catalog t cll 

Bell also saw as another advan 
tage the selection of ndependent 
dealers in meti iitan areas who 
hie nid, have cat initiative and 


incentive for profit 


Management Development. 


He 
to 


ippe iled to th issociation 
ponsor i management develop 
ment program a iten is the 
| Ww t ! } 
j Ile d tha | 
thin ‘ hia } , ty ioral ; 
the management of other com 
pane Ability and mim 
ire neither nh nt in nor. the 
ol prerogat f th int 
“On the surfa he continued 
it appears that th no short 
ig vf busin d nistrator ind 
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itive But there is a_ terrifi 
hortage of good one 
Bell told the council “‘we as in 
dua om pan are too small 
t raise our oOWn management 
group at the rate of growth now 
taking place for most of us [t 
cems inperatiy that an oppor 


tunity for the development of po 
tential hould be spon- 
ored by those companies who can 
look forward to the greatest growth 
tential of 
thi 


manager 


industry in any 


WCEMA.” 


iT} 


red members of 


Completely Restyled 


Montgomery Ward & Co. evi 
dently intends to make its dent in 
the appliance business. The com 
pany has begun unveiling its new 
restyled line of home appliances 
icross the country. The company 
only recently signed an agreement 
with Westinghouse for the manu 
facture of units which will join the 


I'\ this year 
ind will expand the laundry equip 
ment line next 
Meanwhile 
thre 
refrigerators, 


compan radio line 


ycal 
for the 
COMpany 


coming sell 


ing season unveiled 


its new freezers, alr 


conditioners, and ranges at a series 


of 14 meetings which began Febru 


iry | in Baltimore and ended 
March in Los Angele 

Ihe new line which feature 
the straight line design with that 
built-in look,” mark the first time 
in recent years that Ward’s ap 
pliances have been restyled inside 


ind out 


To Ease Financing 
Another 


manufacturer has gone 


into the credit busine Admiral 
Corp. announce the formation of a 
whol vned subsidiary Admiral 


Credit Corp which ha been 


formed to handle the financing of 
lealer purchase 
Ih establishment of the new 
1 irv keeps pace with a trend 
i th dust to expedite and 
nplit finan of dealer and 
hase Th Olpany 
I tl plan vith outside 
1 will continue, as 
il] t i hnancm ‘ram 
th inh through t the 
it 
( R © holser will be vice 
it neral manage 
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Sell a Larger Fan 


















18° UTILITY FAN 


2 SPEEDS. EXTRA-SAFE GUARD. 





No. 2€597 


Priced far less than similar utility fan but 
Dayton gives you glistening chromed guard, 
motor canopy and base — and other plus 
features. High-polish, quiet 18” black plastic 
balanced blade delivers full 2400 CFM. 
Powered by 2-speed, 1/30 HP, 1500 RPM, 
115V, 60 Cy, Dayton fan motor in chromed 
canopy. 1912" dia., 2-piece chromed guard 
has close-strands and is made to pass safe- 
ty ordinances. Fan head swivels to any de- 
sired angle on chromed base and is 
secured with easy-grip plastic knob 
bolt. Provides direct or indirect air 
circulation from floor, desk, or wall 
Has carrying handle for portability. 
9 ft. No. 18 SJ cord with 2-speed feed- 
thru switch. 20/2" high by 12” deep. 
Model No. 2C597. 



























20° PORTABLE 


3-SPEED CIRCULATOR FAN 


No. 7C375 
MULTI-PURPOSE 





No. 2€594 PORTABLE 


Always ready to do an efficient cooling and 
room ventilating job — and priced for easy 
sales. Portable anywhere, Handsome 22 x 22 
x 6%" cabinet houses powerful 3-speed fan 
unit that delivers 2700/1800/1500 CFM. Pow- 
ered by 1/15 HP Dayton Fan Motor, 115V, 60 Cy. Com- 
pact 20” fan blade operates in venturi. Closespaced 
safety guard on both sides of fan. Guards easily re- 
moved when necessary, Gray baked enamel finish, Four 
rubber mounts on base, 3-speed switch and handle on 
top of fan. 8 ft. gray 18/2 cord set. 

This basic fan unit is also available in the Multi-Pur- 
pose and Mobile models shown. On these models, fan 
unit pivots on tubular steel base and is adjustable to any 
discharge angle. Mobile model has chromed stand and 
4" rubber wheels for easy mobility. 


































No Model Overall Shpg. Wt. 
2C594 Portable 22%22x6'% 26 Ibs. 
No. 7€376 7C375 Multi-Purpose 25%x23%12 31 Ibs, 
MOBILE 7C376 Mobile 45x25x15 41 lbs. 



















DISTRIBUTED NATIONALLY BY 


RAINGER 
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59 WAREHOUSE STOCKS — SEE PHONE BOOK 


VINYL COVER FOR ABOVE FANS 


“cmt wun #4 Models featured above come with transparent 23 x 26” 
j Dalen deep viny! plastic (bag-type) cover. Cover adds glamor 
| Tan ( and distinction to fan when displayed in your store. 

Cover slips on and off the fan easily. Your customer will 
peel use cover to protect fan from dust and moisture when not 
in use and while storing between seasons. 








PRODUCTS OF 


DAYTON ELECTRIC MFG. CO. 


102 S. OAKLEY BLVD. CHICAGO 12 


MANUFACTURERS of Dayton Fans and Blowers—Dayton Electric 


Motors—Teel Pumps and Water Systems—Speedaire Air Compressor: 
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aa a G.E. ad in FARM JOURNAL. 


You can see immediate results in customer interest and sales. 


; easy to tell when there’s 





” 


Mr. J. C. Pearman 
J.C. Pearman Company 
Donalds, South Carolina 


@ “A good share of our business comes from country trade 
and FARM JOURNAL goes down the rural routes in our area 
like a local newspaper. We know, because we checked.” 


Rolph Gronvick 


Knumclaw, Washington 


@ ‘| believe in results, and | don’t know of anything in this 
county that gets results like FARM JOURNAL.” 


Mr. Elmer Mehl 
Mehl’s Radio & Appliar 
Opallala, Nebraska 


hk ARM JOURNAL Is America’s largest selling farm magazine. It’s 


bought and read by twice as many farm families as any other 


New! The Ke\ ik 


it takes ove 


publication because it gives farm families everywhere what 


they want...need...and can’t get anywhere else. 


FARM JOURNAL 


y, turn a dial. 


Press a ke i\ 
even grils sane 


trying, broiling - - 


Touch a “prone bey 


st and bro! meat 








Roo rere 
One of the nation’s truly great magazines cer tne new evromatic unit 
Cook on over mee! awhile 
More than 3,500,000 subscribing families 
Cook perfect panicotes Bake in the wides! o E oven 
Graham Patterson, Publisher Richard J. Babcock, Presiden 
raha esident ———— 
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Buy Like It In The Country 


a 
nd SO many General Electric Dealers 
thrive on country trade. 










FEBRUARY. 1957 





FARM JOURNAL 











* 

oo gee 

sesee* 6? 
socase® ° 

‘° eosese”, 





board range from General Electric: 
rakes over baking, boiling, roasting, ae ‘~ f= a 
a 













grills sandwiches — automatically 
ber | | 
- Keyboard ranges... 00 fost, wo clean, 0 dependable 
n meal | 
GENERAL GD ELECTRIC | 
LIVE BETTER . . . electrically 
{ 
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A Look at the Sheer Look 





SHEER LOOK electric range is inspected by Roger M. Kyes, center, General Motors 
group vice president, on a recent visit to Frigidaire’s Dayton headquarters 


onstrating are ¢ 
fF. Lehman 


Giant Steps 


time with Birtman Electric; annual report contains signs 


of expansion as well as profitable operation 


time, Whi pe 


\ 

yfOCh 
(Corp 
op 
blectri 

i; se 
chan 
or 

It 
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frigerato 
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f Am 
pan bene 
i net 
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Scars | 
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hiunad 
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In at 
Whirlp 
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taxe 
ures fat 
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First Objective 
tockholdet 


Walter 


elisha Gr 


pans 


ree hed 





Menge, left, Frigidaire’s 


general manager 


general sales manager, and Herman 


Whirlpool-Seeger finalizes another merger, this 


nization of the first full line of 


» reported that th 


with special « mphasi 
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Evolving Credit Mechanisms... 


. are cited by Westinghouse’s Sargent as the 


spur that has made the appliance industry great; he lists 


three such Westinghouse plans 


| evolution of credit 1 red 
ted with helping the ipphiance tele 

m-radio industry become the 
ndustry it 3 Richard J. Sargent, 
gencral manager of marketing and 
distribution for the consumer prod 
ucts divisions of Westinghouse 
K:lectric Corp. told a symposium 
it Wharton School of Finance and 
(Commerce m Philadelphia that 
evolving credit mechanisms helped 
the industry gain its $8.3-billion 
tructure 

He spoke on “The Credit Mech 
mism in Distributing Consumer 
\pphiance 

“The deve lopment of an effective 
credit mechanism for dealers he 
aid one that’s literally tailored 
for our industry—is one of the prin 
cipal reasons why this industry is 
o competitive, has so many outlets 
in every section of the country, and 
why, in short, it was able to escape 
domination by one or two types of 
retailers.” 

“Thanks to credit mechanisms 
now widely available in the appli 
ince industry, dealers do not need 
to tie up substantial sums over long 
period ” he continued 

Sargent cited the “floor plan,” 
the “‘free-floor plan ind the 


Sanh equity pian a example ot 
technique that have been used to 
idvantage in establishing national 
distribution for consumer product 

Under “‘floor-plan” arrangements, 
Westinghouse and its distributor 


tep in to help a dealer borrow the 
money he needs to buy enough 
merchandis« 

Under the “‘free-floor plan,” the 
manufacturer or distributor pick 
up the charge for the financing of 
merchandise 

Under the “Bank Equity Plan,” 
Westinghous« interested 5000 
banks nationally in financing busi 
nessmen of their town. It is de 
igned on the one hand to assure 
the lender of the manufacturer's 
confidence in the dealer and at the 
ame time to insure the bank 
igainst loss. Westinghouse agrees 
to take 90 percent of the loss ari 
ing from fraudulent conversion 
100 percent of the loss from an 
phy ical cause 

Sargent also predicted that the 
trend to custom built-in installa 
tions would increase consumer 
use of credit markedly, adding that 
big ticket totals would make the 
business more attractive than ever 
to financing firm 


U. S. Charges Jerrold... 


with violation of antitrust laws in the sale of 


antenna systems; company president Shapp denies 


charge, terms Jerrold “small business” 


Milton | Shapp pre ident of 
Jerrold Electronix Corp denied 
lating the nation’s antitrust laws, 
is charged in a suit recently filed 
in Philadelphia { S. Dzistrict 
Court by the Federal Government 

On the contrat Shapp said 
our company has faced the com 
petition of such giants of the ele 
tronics industry as Radio Corp. of 
America; International ‘Telemeter 
Corp. (a subsidiary of Paramount 
Picture Ine Philco; and other 
manufacturers large and small.” 

lor nine vears,” Shapp added, 
my associat ind I have been 
working to build our compan 
vhich last year did a volume of less 
than $4 million and falls into the 
itegory of small business 

The community antenna sys 
tem industry around which the 
complaint is primarily drawn was 
pioneered by Jerrold a short six 
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vears ago. Since then have be 
ible | 
tors through nstant engineering 
mprovements and innovations and, 
thus, have maintained a stead 
tion of leadership in our indust 
iwainst intense ar vin mn 
petition 

[he uit by th intit t divi 
ion of the Department of Justice 
names the firm, its president, Mil 
ton Jerrold Shapy md fi ub 
idiarie National Jerrold System 
Inc Philadelphia Jerrold-North 
west, Inc., Seattle, Wash.; J 
Southwest In Dalla J 
Ohio. In Cleveland: and ] 
Mid-Atlantic Corp., Baltim 

The complaint harges that |] 
rold ha i dominant position im 
the market in’ the ile of uch 
equipment and have sold the equip 


lL] 
I Ae) 
Id 
cTrokw 


1] 
errold 


ment on a tie-in basis Purchaser 
have had to buv evervthing needed 
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America’s best seller...now better than ever! 
AMERICAN KITCHENS’ SENSATIONAL NEW 


call 
-@- 
— _——— ol — ett ieee 


POR TAS tLE DIiSHWASHER-ORY ER 























The big AC drive goes rolling on... furnishing 
new promotional power to the finest portable 
dishwasher-dryer on the market today! 


TERRIFIC! That's what America’s dealers are saying about the potent register- 
ringing power of Roll-o-matic! And it’s easy to see why! 
Already on the books as one of the biggest store attractions and hottest 


sellers of all time, the demand for American Kitchens’ practical new portable 


| 
| 


is still booming. Fact is, dishwasher sales are climbing faster than any other appliance 
—with Roll-o-matic leading the way! 


What makes it today § most wanted portable dishwasher dryer? Just this 





The brand new AK Roll-o-matic has everything—from improved styling to Roe, i 
unmatched modern convenience! Plenty of deluxe features, too. And equally Ne 


important to buyers and sellers, the price is right! 


®@ No installation ®@ No plumbing @ No trade-in necessary 
@ Only American Kitchens has the exclusive ADD-A-DISH Portable Dishwasher 


The time is certainly ripe for Roll-o-matic! Recent market surveys show that 
only one housewife out of thirty owns an automatic dishwasher—bat four out 
of ten want one! 


That's the Roll-o-matic story. Value plus features, nationwide promotion 





dynamic dealer support at the local level . . . a combination that sells and keeps 
PI I 

on selling! It’s a natural for big profit dollars all year round. Why not get 
your full share now! 

Gers f J 

' 7a p American Kitchens continues to stage 4 

/ ~ / the biggest full-scale dishwasher-dryer 4 

. promotion in history stimulating new A W) Vv E R T ! s E D | N 4 


buyer interest and sparking sales with 
powerful advertising in Life and other big 


circulation magazines! 






y 
“7 4 (} 
Roll-o-matic Dishwasher-Dryers ©@ Roto-Tray Dishwasher-Dryers 


Kitchen Cabinets @ Food Waste Disposers @ Built-in Ranges, Ovens 
DIVISION MGS CONNERSVILLE. INDIANA Distributed in Canada by Moffats, Ltd., AVCO Mfg. Corp. 





> Call, wire or write your distributor today! 
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YOU, TOO, CAN SELL 





Wage Earner families are today’s best appliance customers... but they are still not feeling the full force of ad- 
vertising impact. Many national brand advertisers have not yet realized that Wage Earners are not being reached 
by so-called “‘traditional’’ magazines, to any great degree. 


Yet, leading appliance stores in 12 major cities report, in a recent, right-from-the-records study, that 56.6% of 
their major appliance sales were made to Wage Earner families. And that 56.6% of total expenditures made for 
these appliances were made by those same families! 


Wage Earners, then, comprise one of your most lucrative markets. But, who are they? How do you reach them? 
How do you sell them more? Here are some basic facts... 


WHAT is a Wage Earner Family ? 


By Government definition, a Wage Earner family is one whose head is an hourly paid 
worker in mining, manufacturing, transportation, etc. In general, he is a ‘‘working man”’ 
as opposed to a “‘white collar’ employee. 


WHY are Wage Earner Families top prospects? 





7 WAGE EARNER | 









A 
They are WAGE ' They 56%.” 
over half EARNER receive a 
of non- 52% 56% of 
farm total 
families with wage and 
incomes over $5,000 salary payments... 


HOW can Wage Earners spend more? 


Wage Earner families have more “loose money’’* to spend because their fixed living expenses 
are less than those of white collar or executive families in the same income group. Here’s how 
it works... 





Kemp Audie tudy: Macfadden Publication, Division of Marketing and Research 
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MORE APPLIANCES 





Wage Earner Family $12,584 White Collar Family $12,584 





TAXES LIVING EXPENSES (DSP) OTHER TAXES LIVING EXPENSES (DSP) OTHER 


$1,848.00 $4,880.00 $5,856.00 $1,987.00 $6,719.00 $3,878.00 
($139 less) +» ($1,839 less) ($1,978 more) 


Because they are divided aniong more 


WHERE can you reach Wage Earner Families 
most economically ? 


The magazines of the TRUE STORY WOMEN’S GROUP are edited — and have been for nearly 
forty years...solely with Wage Earner needs and interests in mind. Wage Earner America reads 
TRUE STORY WOMEN’S GROUP magazines — and little else in the magazine field! Literally 

it is a separate market. For example... 





7 6% of TSWG primary homes are not reached by any or all of the 3 major 
a Women’s Service Magazines 





7 O% of TSWG primary homes are not reached by any or all of the 3 major 
© Weeklies or Bi-Weeklies 


88% of TSWG primary homes are not reached by any or all of the 3 major 
2 Store Magazines 


Yes, these are the facts. Examine them carefully. Then ask yourself: “Shouldn't the brands | sell be advertised to 
this market — in TRUE STORY WOMEN’S GROUP magazines?” 


TRUE STORY 


TRUE ROMANCE 
TRUE EXPERIENCE 


TRUE LOVE STORIES 


VV On )Y, Oe eS eC — 2 TV RADIO MIRROR 


PHOTOPLAY 
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hm BURGESS (957 Portable Radin 


BATTERY PROGRAM 
S/AV FRESH. LONGER / 
WILL INCREASE 
YOUR SALES! 


























Here’s a four-barrelled port 
able battery promotion that’s 
bound to boost your battery 
profits in 1957. Built around 


proved sales-getters, the Bur 


BURGESS BATTERIES FOR 
QUICK SALES—EXTRA PROFITS 


gess program has everything 

Be sure to see your Bur 
gess distributor soon for com 
plete details about this big 


new 1957 promotion 


NEW SALES STIMULATING 
PROMOTION IDEAS! 


~ OF He domme 


dey 








A new dual-purpose wall chart 
or counter easel contains Port 
able Radio Picture Chart, Re 
placement Guide index and 
Cross Reference Chart. Ask your 


jobber. It is FREE! 


POINT OF SALE 
MERCHANDISING AIDS 
THAT SELL sarreries 


IT’S ANIMATED 
LIE New action display 


WINDOW STREAMER 





merchandiser at left 

mATTEResS 3%, has colorful animated A big, bright full-color window 
action. Use in win banner that’s double-designed to 
dow or on counter stop the customer and tie in with 


| BV AY WERE Will display assort 
ment of most popy the other Burgess sales aids for 
lar Burgess portable 
types or both bat 
teries and a radio FREE! 


maximum impact in the store 


BURGESS 
GATTERIES & wie 
ta) 


| 


Window card in full | “ne RETAIL PRICE CARD 

color at right is je 5 

like the one described Furnishes urgess port 
WE 

above except it is not ay oy ee able battery numbers 

enimeted - voltages and up-to-date 


rio 


retail prices in easy to 


select” form, FREE! 





Full line wire rack at 
left accommodates com 
plete inventory of ra 
dio — batteries. Dur 
able, full-time sales 
man Best) merchan 
diser of alll 


REPLACEMENT BATTERY STICKER 


Provides ample space 
for replacement battery 
number and dealer im 
print a sure repeat 
business getter! FREE! 





* BATTERY TESTERS 
© OTHER MOTION DISPLAYS 
CONTACT YOUR BURGESS DISTRIBUTOR FOR DETAILS TODAY! 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY saccrorr, niimors 





PAGE 156 


tem from the de 
fendants and to enter into service 
contracts providing for substantial 
continuing fees, for which the com 
panies furnish engineering service. 


for a ompl t 


Competition has been injured, 
wccording to the Government's 
charges, and operators unwilling to 
use Jerrold equipment exclusively 
have been forced out of business 
Ihe suit ask estraining order 
topping the companies from en 
gaging im further violations of the 
intitrust act 


There Are Limits 


Rumors that General Electric 
Co. was going out of the water 
heater business were claritied re 
cently when the company’s appli 
ice and television receiver divi 
ion announced plans to reduce 
the number of water heater model 
it will sell 

In a letter to distributors, J. J 
Clarke, manager—marketing of the 
dishwasher and Disposall depart 
ment, stated that as soon as po 
ible the water heater line will be 
reduced to 12 models in three tank 


izes. ‘These will include 40-gallon 
Quick Recovery in round and tabl 
top models, 52- and 82-gallon 


round models 

Variations as to wattage and 
other pecifications needed to meet 
requirements in various parts of the 
country have resulted in’ what 
imounts to almost 175. different 
models in the current line, Clarke 
explained 

Simplifying the busine was an 
bsolute necessity if we were to 
ontinue in it on a sensible basi 
he said 


Clark «plained that concern 
wer manufacturing and marketing 
omplications resulting from so 
many water heater models had led 
his department to the conclusion 
that it would not be feasible to 

ritine to produce the excessive 
iunb f model variation 


A Look South 


An awakenmg Latin American 


market aff tremendous oppor 
tunities for U. S. apphance manu 
facture! iccording to Thomas R 
Corbett. export manager for Nu 


l‘one, Inc. Recently returned from 

four-month trip throughout 
Central and South America, Cor 
bett savs that the Latin American 
housewife admires the U. S. “new 
look” in kitchen 

Faced with a growing servant 
hortage well-to-do households 
throughout Latin America are turn 
ing toward mechanized kitchens 
With a rising standard of living, 
more and more people are able to 
ifford basic appliances. 

Influenced by the great poten 
tial market for new homes, Corbett 
said Latin American architects and 


builder howed enthusiastic ac- 
ceptance of NuTlone’s new home 
feature 

Thi product which Corbett be 
lieves has the greatest Latin Amer 
ican sales possibility is NuTone’s 
built-in food center, a many pur 
posed appliance whose _ built-in 
motor operates a meat grinder, a 
food blender, a food mixer, a knife 
harpener, and a fruit juicer 

Corbett is optimistic about the 
future of the home building in 
dustry South of the border. He 
ecs in this many opportunities for 
U. S. manufacturers. The housing 
project as we know it in this coun 
try, he says, is just beginning to be 
i factor in these countri 


Edison’s Tribute 


Ihe heritage of Thoma \ 
I.dison’s research and development 
work was handed to scientists 
lebruary 12 in a chain of labora 
torics across the nation, a part of 
the 110th observance of the in 
ventors birth 

Ihe laboratory network, all to 
be named after Edison, has been 
established by the McGraw-Edison 
Co. as a major expansion in the 
company’s research and develop 
ment program 

According to Nlax \MicGraw, 
president of the company, each of 
the laboratories in the company’s 
various divisions and subsidiaric 
will bear the new name The cen 
tral laboratory will be the one in 
West Orange, N. J. which Edison 
established himself when he moved 
hi operation from Menlo Park 


in 1S7¢ 


Quality, Not Quantity 


Che instability in the radio-TV 
industry was attributed recently to 


unrealistic production hedules on 
the part of major manutacture! 
This has resulted in ile vartal 
in an eftort to unload exce in 
ventori according to ( hark 
Robbins, vice president in charge 


f sales for Sonora Radio & Tele 


vision Corp 


Robbin pointed to resultant 
ut-price advertising, consignment 
deal extra-long dating, fantasti 
idvertising allowance ] leader 
ot 1 wide vaniety ind illegal 
bonuses to retail salesmen as some 


of the reason maller manufa 
turers were unable to compete 

He pointed out that everal com 
panies have sold out or discontinued 
production recenth 

Robbins stated his belief, how 
ever, that the secondary radio and 
television manufacture! hould 
empha VA quality production and 
then will have nothing to worn 
ibout. He predicted that Sonora 
will exceed its $10-million sales 
goal in 1957, an approximate 20 
percent gain over the last vear 
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the right 
service parts? 


if they’re not 


Factory 
Specification 
| tol ak 


e risking your 
putation 





you ols 
service re 


a 








Here’s why! Only Factory Specification Parts for 
RCA WHIRLPOOL appliances are made to exact original 
pecifications . . . to fit right and work right with the 
first call. They cut costly service call-backs that create 
customer dissatisfaction. They help you keep service cus- 


tomers happy and satisfied .. . they insure you full [FSP] 


serv] profit . 


Factory Specification Parts for 
Protect yourself! Whenever the service job is on an 


RCA WHIRLPOOL, install only Factory Specification Parts. a 
Inferior parts may seem the same — but they can’t pro- APPLIANCES 
vide the same dependable, low cost service. Contact your 


RCA WHIRLPOOL distributor or A. P. J. A. jobber now. , : . ; 
There is no substitute for quality . . . there is no ashy meet the toughest specifications in the industry 


itute fora Factory Specification Part. *Tmk 


Service Division, WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 
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with a 


four-year 


head start! 























THE DUOMATIC... famous leader of a home- 


laundry line noted for its exclusive features! 


While other combinations are just getting started, it's 
full-speed ahead with the Philco-Bendix Duomatic 
washer-dryer combination, the combination with the... 


Four-year head start in sales (two-thirds of all com 
binations in use are Duomatics, and every one of them 
eli igela ile Miele Mall iielil Ie Micl mi mall (aetd-\-lulelb Mel tol l-1a)) 


Four-year head start in service experience (no 


ed ol0 lel MM fo Zelda me] olol¥] MMe] | Mit -Melt 10] celila-MZelV Mal 1-0 Mie 
lel ¢-MeMeelabalilalale iis] ( te elites) 


Four-year head start in exclusive features that wil! 
tT oR is Ol olueliimelilteloMolmaeluls\ ili Manelm-s Celilo) 


1, Only Duomatic has a fully automatic soak-wash-and- 
dry-cycle. 
2. Only Duomatic has the high extraction speed neces- 


sary for fast, economical drying. No other combina- 
tion drys so fast! 


Only Duomatic is built to handle uneven loads—no 
thumping, slow-downs, half-washed clothes! 

Only Duomatic is made for gas as well as electricity, 
and you can offer both at the same price. 


Only Duomatic offers two models in two price cate- 
gories, Custom and De luxe. 








And the Duomatic, because it’s featured in the only com 
plete line in home-laundry history—is backed by powerful, 
a ticlleriiclili-toMeeloha-taitilile Mart MMe ML Mo MM ol colo lial mre lace! 
promotion package that pulls sales across the country. 


AGITATORS e— f te (— waite 
: eee 
. i 


PHILCO-BENDIX HOME LAUNDRY APPLIANCES ARE BROUGHT TO YOU BY 








PHILCO CORPORATION 
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. ~unds in the top 2-door and $1 tion for automobiles is now tran 
Plan Westinghouse Changes casi in the top ingle-door istorized Motorola's hare of 
Norge’s vice president of distribu power-transistors built in 1956 is 
tion, Harold P. Bull, stated that the claimed to be greater than that 
hort line defines clearly price strata of all ompetitor combined 


by capacity for distributors, dealers, 
d onsumct alike 


live models account for 59 pe! 


‘tor ale. For Every Car 


B ) re. 1 c mm de] IT} quan Moto , la Ine hia ome up with 
tity and backing them with concen 


it of the total refnger 


ir radios and car radio installation 
kits that fit almost every foreign 
ind sport ir. Motorola engineers 


ited merchandising we will ob 
tain the faster turnover, attractive 


tian ind full dealer pront aon have tackled cach model car a i 
, Bull said eparate problem and worked out 
Suggested list prices range a high installations complete with brack- 

7 ompared to last y¢ mS ct trimplate _ and other fitting 
top price of $549.95 Phe All-in-one unit ind separate 

models will be merchandised as the Sates tant enetinem nem inh i 
sig Freeze” line since all feature cording to th pace available in 

pacious freezer area each car. Ignition systems and wit 


ing are other factors that have been 
taken into account 
An instruction pamphlet detail 


i A High Hope ing imstallation in each car is now 





\ll three ot Motorola In " lable. 
mains wendierts divisines—ominees According to Motorola, installa 
KEY FIGURES in Westinghouse’s revamped distribution set-up are Louis G. Berger jor prog seve 
, ' tion of Motorola car radios in lesser 
left. and George H. Meilinger, center, shown discussing plans with Richard J ( ISU nd Comm ecrCla 7 ' 
Ow cal Ow ( ( \ 
Sargent, general manager of marke ting for company's consumer products division nad vO rnment iT¢ ( x pt ct d to : , ra , ' os ‘ no an po SI 
Berger heads Westinghouse Appliance Sales, a factory branch operation which ontribute to increased sal ind bie, but " casy 
takes over distribution of majors and TV from branches of Westinghouse Electric profit for 1957, ace ording to Robert 
Supply Corp. Meilinger heads factory field sales force which will service full-line W. Galvin. the company’ presi 


independent and supplemental distributors 


dent. Galvin made this prediction . 
before the New York Society of Rustic Power 








— Security Analysts recently despite A new device called a Picnic 
i decrease of over a half a million Power Bank may bring small ap. 
. . dollars in 1956 net profit compared pliances out-of-doors. With park 
Hi-Fi Must Be Sold to 1955 users and tourists in mind, the de 
= Galvin pointed out that sales vice is being marketed by its in 
of portable, table and clock radio ventor Rudolph Sides, who has 
but. with proper promotion and merchan- ind phonographs increased nearly formed the Picnic Power Co. 
. ’ Q percent in 1956 over 1955. ‘The This outdoor electrical power 
dising, any city can be made hi-fi conscious, concludes hi-fi segment of Motorola’s phono bank draws its current from exist 
raph sales experienced a 100 per ing utility lines and is operated by 
ORRadio’s Welch after a Western tour cent increase inserting a coin and plugging in 
Galvin also reported that the the appliance Ihe idea has re 
ompany’s entire car radio produ ceived approval of some utilities 
It il in the sellu \u t hi-fi market much more 0 
m be made hii con bhi than its potentialiti vould indi 
is the opinion of Nat \W I ite 
president im charge of il f Welch reported growin pti A Big Moment 
ORRadio Industries, In vii nism over the market after inter 
he found evidence to pr hi wing dealer distributor ind 
pomt im a recent OOO0-mial ‘ nanutactul throughout the 
through the West West y. 
Alert, aggressive dealers can tran k.verybody in the imdust ’ . ; ~ , 
form a O-SO0 ity into a “hot expecting 1957 to be another boom . ¢ j-—< , ; 
hi-fi ind tape-r ordin market cal he nid Our Januar 195 i? iti | 
Welch say ile et a new record for ORRadio ee 
. See 
Ihe dealer is the key to mah ind showed a 70 percent increas en 
ing a city hi-fi consciou Welch over the January, 1956, figure. Our ——— 
continued Portland, Oregon, | back order situation is greater than ~a 
Th example On the basis of it evel 
population, per capita income, edu Welch a ntended that “big 
ional and cultural interest it ticket ipphan distribut ire 
industnal, busin ind = prof becomin xcited ‘ the mm W DN WO 
ional balance, this city has no par portance of stereophon und in iain G9 
ticular reason to be an exceptional the tape 1 der market 


his market 
How I Portland ha 





pirited merchandisers lke Burl a m 

Krenz Music Co., Ott’s High Fi ~The “Big Freeze 

delit “A Lelevision St in 

Sandy's Camera Shop. ‘These firm No division Borg-Warn 

bya put a { tf push i Corp eport that it h horten ; Prod 

the nenened : vl ly t. sebrigoral er th \ mahont A DOUBLE CELEBRATION is feted with a four-foot high cake by Toastmaster rod- 
ucts division of McGraw-Edison Co. Cutting the cake is Murray Ireland, president 

lisin this has not on ' t has ever been. The 19 . , of the division and the man who developed the automatic pop-up toaster for home 

their sales but has served t mn models has been cut down use. The cake marks the 110th birthday of Thomas A. Edison as well as the recent 

interest in hi-f and tape recordin from nine in 1956, But the new merger of McGraw-Electric Co. and Thomas A. Edison, Inc. Waiting for their slices 

throughout the city As a result line. now being shown, features r are Orlo Salisbury, mayor of Elgin, Ill., center, and Walter Eardley, right, veteran 

Portland has become a_ boon ord trozen food stora pa 124 of 36 years with Toastmaster. 
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THE ALL-NEW GENERAL ELECTRIC 
APPLIANCE MOTOR Olt SINGER 


/ WICKING 


OIL RESERVOIR 








Pre-lubricated Bearings Which Need No Oiling 
Mean Longer Motor Life, Fewer Service Calls 


NO APPLIANCE MOTOR can last longer than its vide accurate alignment. As a result of this im 


bearings. Here’s why you can be assured of longer proved bearing system the all-new G-E motor for 
] >\ > < > Vi > « A > . 
motor life, fewer service calls with the all-new washers, dryers, dishwashers, food waste dis 
General Electric appliance moto 
veneral Electric appliance m : posers and ironers performs better and lasts 
The pre-lubricated bearings never need to be longer. And specialized design helps assure maxi 
oiled The « > rue oO P scjiee ly oO 
iled. The oil reservoir contains a precisely con mum dependability through proper motor appli 
trolled amount of oil which is pulled as needed 
into the oil-saturated wicking. A continuous film 
‘ ‘ B from appliances equipped with G-E motors. You 
il ts spread on the shaft in exactly the right 


fi can count ofr yreater ustomer confidence and 
The oil slinger catches the oil which ‘ . . , - - 


cation. Your customers realize greater satisfaction 


1 the shaft and thr: ws it back into the more repeat sales 


Your customers never For more information about the first all-new 


appliance motor in 25 years, write Section 705-4 
cast right in the end for Bulletin GEA-6381, General Electric C: 


ff-center loads and pro Schenectady 5, N. Y 





GENERAL (6) ELECTRIC 














In Philadelphia, buying begins at home 


,” 





The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


For washers and other home appliances, families in the I4- 
County Greater Philadelphia market spend $276,2514,000 a 
year. Your selling message goes home when you advertise in 
Philadelphia’s home newspaper—The Evening and Sunday 
Bulletin. You ean also give your advertising the added impact 


and greater realism of R.O.P. spot and full COLOR —ev ening 


and Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 


The Bulletin is Philadelphia’s home newspaper. 


idvertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madi- 
igo, 520 N. Michigan Avenue 
Fergu-on Walker Co., Detroit + Atlanta * Los Angeles + 


son Avenue * Chic Representatives: Sawyer 


Sun Francisco * Seattle 


In Philadelphia n arly everybody reads The Bulletin 














RCA 
BATTERIES 


... your nest egg 


Ne. VS OS7TW+ 74-9 VOLTS A+ 9O VOLTS 


..-for profits all year iong! 


Customer acceptance of RCA quality assures you of profit making battery 
sales all year long. And, there’s an RCA Battery to serve virtually every 
customer’s need. This includes batteries for the new  transistor-powered 
portables as well as for industrial and general use. Order your nest egg of 
RCA batteries TODAY for profit making sales all year long! 


Pca" RADIO CORPORATION of AMERICA 


j 


/ COMPONENTS DIVISION CAMDEN, N. J. 
R 


CONSUMER + INDUSTRIAL © GENERAL + RCA 18 YOUR BEST BATTERY BUY! 
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NOW... 


New Profit Opportunities 


~ Tex Knit 


Ironing Pads and Covers 
“GOOD— BETTER—BEST" 


selection in ironing board covers 





Open up a whole new field of profit opportunity with the 
lex-Knit guaranteed line Better —Best”’ 


allows easy trade up 


“Good selection gives 


you three chances at every sale 


higher 


sales ticke {s assures customer satistaction 


VLA 1 ay 


) 
mp GOLDEN CROWN 
Guaranteed full year! 
My, / Retail list $1.98, with 
/ Foam Rubber Pad $3.98 


one 


GOOD 


PERMA GOLD 

Guaranteed two full years! 
Retail list $2.98 .w ith 
Foam Rubber Pad $4.98 


BETTER 


BURN-PROOF 

Guaranteed three full years 
Retail list $3.69*, with 
Foam Rubber Pad $5.49 * 


" *West Coast price 


BEST 





slightly higher 





oo 








— 
te 

—_— 

mm 


SN 
Aq i 








FREE DISPLAY plus 


$5.94 in FREI profit goods when you 
SELL 'EM ALI with the Tex-Knit 
“Good—Betuer—Best’ Basic Assortment'A”. 


Basic Assortment "A''—A complete selection of the fastest-moving 
Tex-Knit covers packed in a colorful display ... meets every consumer 
need—trades-up on sight—acts as a “‘self-seller” at the all important 
Point-of-Purchase 








Looking Ahead 





LOOKING 
AHEAD 


STANLEY L. RUDNICK, left, general sales manager, commercial division, National 


Co., and Dick Gentry, the firm 
National’s new NC-66 portable 
recently in New York City 


potential of receiver 


§ sales representative in the 
The unit 


East, discuss the sales 


introduced 


was 











The network schedules of color television for the month of April include 


the following programs: 





no cost with Basic Assortment " 


FREE Display plus $5.94 in bonus merchandise at 
A". Order from your supplier now. 


Quantity Model No. (Adjustable to fit all boards) Total List 

5 Ne, 5100 GOLDEN CROWN, Retail $1.98 $ 5.94 

3 No. 3100 PERMA GOLD vie 2.98 8.94 

3 No. 2100 BURN-PROOF " 3.69 11.07 

2 No. 5200 GOLDEN CROWN 3.98 7.96 

2 Ne. 3200 PERMA GOLD 4.98 9.96 

2 Ne. 2200 BURN-PROOF 5.49 10.98 
Total retail list $54.85* 


pLus FREE 3 Model No, 5100 GOLDEN CROWN FREE Retail list $5.94 
— FREE "Good-Better-Best" Self-Seller Display FREE 
Total retail value $60.79* 








STOCK, 
DISPLAY 
and SELL 
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Steve Allen and 
lex Kot stor 


the counts 


Jayne 


Hig-space adver 


J 


' 
aod consumer guaranteed 





ising in 


Endorsed by Steve Allen and Jayne Meadows... 
advertised in LIFE 
Meadows 


to millions of homemakers across 


will bring the 


America’s 


leading weekly, pias newspapers, radio and tele 
2 vision, will aggressively promote Tex-Koit the 
only ironing board covers nationally advertised 


the only GUARANTEED LINE 


Textile Mills Company, 2762-92 Clybourn Ave., Chicago 14, Illinois 
World's largest manufacturers of ironing board covers and pad sets. 


WEEKDAYS, |:30-2:30 EST EDT after April 27 NBC Club 60 

3-4 EST (EDT after April 27), NBC—-NBC Matinee Theater 

WEDNESDAYS, 7:30-7:45 EST, NBC The Xavier Cou jat Show: 8-8:30 

EST, NBC Masquerade Party 

THURSDAYS, !0 | EST, NBC Lux Vide Theatre 

FRIDAYS, 7:30-7:45 EST, NBC The Xavier Couge how 45-1 

EST, NBC Red Barber's Corner 

SATURDAYS, 8-9 EST, NB¢ Perry Con yhow 

ALSO- 

APR. 1, 8-9:30 EST, NBC f i how The reat 

tiar Alfred Lunt, Lynn Fontanne 

APR. 2, 10:30-11 EST, NBC Hold That Note 

APR. Z jy t T NBC Kraft Television TI 

APR. 7, 4-5 EST. NBC—Ray Bolger’s Washington Square 

APR. 8, EST, NB Adventure f Sir Lancelot: 9 

t T NBC Robert Montgomery Presents 

APR. 10, 8 0 EST, NBC—Hall bial of Sen Me ft 

ra Alf [ é ( este Moin 

APR. 12, & ? T. NE Th { { 

APR. 13, 9 EST f te t 

APR. 14, 9 f Bi / I 

APR. 15, T f turé ) 

f T Ni t M ‘ ‘ 

APR. 17, BC—Kraft 

APR. 19, — , ” 

APR. 21 E NE } 
T. Ne { r f } 

APR. 22, EST, Nf A ture f t: 9 

APR. 24, 9 f Nt Kraft Tel ni t 

APR. 26, > EST, NB The Life of Ril 

APR. 28, 9 EDT, NB A Hour 

APR 29, 2) EDT NBC Pr jucer now é Cindere The 
idler WwW t et Compar } >. 14 EDT. NE Robert Mont 
mer Present 
CBS listings were unavailable at c ng time 


APRIL 1957—ELECTRICAL MERCHANDISING 


Makes every electric shaver better! 


Already known to millions... 
and now—the newest wonder of Waring! 


Who hasn’t heard about Shavex! It makes any electric shaver 60 and gives it all the advantages of the Waring name and Waring ad- 
80% more efficient — gives a perfect shave like never before — faster, vertising. You'll see the Waring Shavex in Esquire, New Yorker and 
closer, smoother. And this tiny electronic marvel actually prolongs Holiday, and this is only the beginning. You'll hear the Waring 


shaver life. Now, Waring adopts this fast-growing shaver accessory Shavex sell itself on radio. 





Sell Shavex and all the other Wonders of Waring — Blendors, Ice Jet, Mixor 
Durabilt travel irons — fifteen star performers that make your store the 
showcase for the very finest of all small appliances 


WARING PRODUCTS CORPORATION | o> 
reps 


25 West 43rd Street, New York City 36 * Subsidiary of Dynamics Corp. of America 
WATCH FOR TWO MORE WONDERS OF WARING FOR ’57! 
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Anything She Wants’ 
"Devers Got / 


“IN WASHERS OR DRYERS 


Yes — Dexter has a complete choice of washing 
equipment for Mrs. Housewife. Whether she places 
convenience first 







or speed of washing —or 
price — Dexter makes a washer for her. And 
gas and electric dryers, too! Be profit-wise. 


Get wise to the complete Dexter line today! 
Fo ' 
I< Xe 
~ 
Y 7 


wo o 
i she wants the finest fully automatic 


she'll love the convenience of the 


wre sh WT NEW 1957 


DEXTER SUPER AUTOMATIC 
WASHERS AND GAS OR ELECTRIC DRYERS 


a 


: 
t § 
wt | 










2 » 

{ she wants the ‘‘World’s Fastest 
I Washer” plus lowest operating cost, 
plus “whiter whites” without bleaching or 


hand-treating, tell her the industry's best 


proved sales story about the unique 


DEXTER QuicKTWIN 


” 
‘ she must buy bottom price—she can 


choose from 10 time-tested models of 


Dexter single tub wringer washers 


FAIRFIELD, [OWA 
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Carrier Presents .. . 





A NEW CONSOLE-TYPE air conditioner 
occupies H. J. Prebensen, president of 
Temperature Equipment Corp., a Chi 
cago distributor, and J. M. Bickel, Car 
rier Corp. vice president and sales man 
ager. Over 400 dealers recently looked 
over the new Carrier line in Chicago 
Features: a self-contained heat pump 
and the ‘thinnest’ room air condi 


tioner 


Correcting Abuse 


\ iplaint tha mn 
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)? | | ! r du t 
\ y Cit 
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Manufacturer Briefs 


@ Admiral ¢ 





orp | that 
triverator nad f 
i | ula Ve th highest th 


npal i ied for t 


+} 


e The  television-radio-phonograph 

division of ‘[] Magnavox ( 

| Du th r it | Te! 

( t | i! int \W t| 
L1\4 ; ' +} 


; 


e National Electric Products Corp 
| I th new | 


\ } ' 
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RADIO -TV 





TV Fails to “Grow” 


Lack of 


creative growth and _plateau-like 


leveling-off are scored by Sylvania Awards judges; 


advances in color programming are approved 


Wi \W 
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+} 
1} 
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unting mind 

Criticism wa ilso” levelec 
he following 

Poot peech pattern vhich ar 
pervading children how ind 
Cie mmercials which misuse th 
english languag violence and 


idism to which young minds a 


xposed i ») many television pro 
ram inadequate ittention given 
the Umtted Nations deliberation 
ibout the rise in | rypt and 


Hung 


TV to Look At 


Something new im luxu tyl 
Motorola In cl 
ribes two experimental portabl 
I'V sets designed for the 

nan vho have ever 
lor the “hard-to-give-to 
there 1 |4-inch portable covered 
leathe Phe controls and 


handle ar bereweled with 


n how 
miar and 
thing 


VOM 


ith 
1 pill 


A Check on Checks 








CASHING CHECKS by television makes things easy for the bank customer by elimi 


nating waits for signature confirmation and makes things safer for the bank as 


well. This system 


is at the National Bank 


of Hyde Park, Chicago. The pick-up 


camera is located in the book-keeping department 


pink mic | 
I hv . th 1X1 | i 
pra le ( ered inv black nal white 
por kin and the it handle 
engraved lil 1 fine hotgun 
Both ( ng nsidered 
! pe ) uchion 





D MEETINGS 








EDISON ELECTRIC INSTITUTE 
23rd Annual Sales Conference 
Edgewater Beach Hotel 
Chicago 


April 1-4 


4TH NATIONAL ELECTRICAL 
INDUSTRIES SHOW 
7 \st Regiment Armory 
New York, N. Y., April 8-11 


AMERICAN HOME LAUNDRY 
MFRS. ASSN 
Annual Meeting 
French Lick, Ind 
April 14-17 


U. S. WORLD TRADE FAIR 
New York Coliseum 
New York City 
April 14-27 


AIR-CONDITIONING & 
REFRIGERATION INSTITUTE 
Annual Meeting 
The Homestead 
Hot Springs, Va 
May 5-8 


PACIFIC COAST ELECTRICAL 
ASSN., INC 
Annual Convention 
Fairmont Hotel 
San Francisco, Calif 
May 15-17 


1957 


ELECTRONIC PARTS DISTRIBU- 
TORS SHOW 
Conrad Hilton Hotel 
Chicago, May 20-23 


NATIONAL ASSN. OF ELEC 
TRICAL DISTRIBUTORS 
49th Annual Convention 
Sheraton-Park & Shoreham Hotels 
Washington 
May 26-29 


INSTITUTE OF APPLIANCE MFRS 
Netherland Plaza Hotel 


incinnati, Ohio 


June 3-5 


CHICAGO ELECTRICAL INDUSTRY 
SHOW 

Conrad Hilton Hotel 

Chicago, Ill 


June 4-6 


SUMMER MARKETS 
Merchandise 
Chicago, Ill 


17-28 


& Furniture Marts 


June 


RADIO-ELECTRONICS-TELEVISION 
MFRS. ASSN. OF CANADA 
28th Annual Meeting 
Chantecler Hotel 
Ste. Adele en Haut 
Quebec, Canada 


June 20-21 


By Jove, It's Good! 


' 


Comunerciall pon 


won winning favor i Ceteat 
syitain In fact, viewers tind th 
ommenrcial highly inte tin 
Ili IcW Was expr | by th 
1 British radio and’ television 
lealer who recenth WpiCl i 
} tour im the United Stat 
is WINN! fa Phileo ¢ np il 
litest 
Ik pre ntative member 4 tl 
roup reported that 50° per it oof 
British televiewer wer caled 
mn recent survey to » as tar a 


favorably to diseu thre 
ial vith them fellow viewer 
idded that demand fe 


It wa 
television and radio sets bh T 
cased harpl ice nmercial 
television began some | nouth 
wo, Thi id that the imcreased 
demand was all the more remarl 


ible in view of tight government 
which 


ent down payment im imstallment 


egulation requir ) pe 


Duin 


TV Everywhere 


(On i te] ion 
} t i j thre fut | 
\ I i hom i i result of t 
nye t id ft rd ti lif 
elit po table receive! i th 
\merncan famal econd t 
Results of a recent 1 
aducted pb Woodbury ( oliege | 
Admural (¢ orp caled that 
mong HOO family jul 
tioned in the Los Angele i 
Nea4rt One fifth cre consid ili 
portable T'V set in the near future 
i nev ct pur hase had n 


een made during the past 
























cerators Fit 


Ema ena 


| (a) 
rt lee ) Hotpoint Cu Ft 
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| Super-Stor Refrigerator 
' MODEL 7EB8 


.-+- for newly-weds and others with 
light appetites or small kitchens. 
Even Hotpoint’s smallest, lowest-price 


Refrigerator has many of the fine conven- 
ience and construction features of the top 


models. Here are some of the features that 
help you sell: 


32-Pound Capacity Freezer Porcelain ideal-Humidity Crisper 
Butter Bin Steel Shelves 


Welded W. ° tructi 
New Light-Teuch Safety Door oF vap-Gver Construction 


Porcelain Finish Inside 
Tall-Bottle Zone @ Cold Control 
Thriftmaster” 


Four Deep Door Sheives All Aluminum Cooling System 


Full-Width Chiller Tray 5-Year Protection Plan 











10.8 cu. 12.3 cw. #1. 10.7 co. 10.7 cu. fr. 10.7 cu. Ft. 
Refrigerator, Model 7E811 Relrigerater, Model 7ED12 Combination, Model 7EFII Combination, Model 7£/11 Combination, Model 7EHI1 Combination, Model 7/12 
j= s-=, —— a = = Se = e. > 
io | | — s | ae, 


| tel | f : 
: ~ m me " i Bis Pk y } 
| ai ~vge dj et =e at 


BS es) | Dee 





P , \ . iy, 
Fresh Food \ é Fresh Food Volume Fresh Food Vol r Fresh Food Volume Fresh Food Volume Fresh Food Volume 
i iz 10.9 Cu. Fe | 8.6 Cu. Fe 8.6 Cu. Fe 8.6 Cu. Fr 10.1 Cu. Fr 
« > y . , , <1} — . 7« 
Freezer ( Freezer Capacity, 49 Lbs Freezer Capacity LI Freezer Capacity, 75 Lbs Freezer Capaci Lbs Freezer Capacity, 75 Lbs 
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11.4 Cu. Ft. 
Combination, Model 7ELI! 


ae 
~ _— 


» ~~ 
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12 cw. Ft. 
Combination, Model 7EY12 


L- we 8 
" i 
ae 6S 
a a. 
oe Spas 
Fresh Food Volume 
9.4 Cu Fr 


Freezer Capacity, 91 Lbs 





ALL Capacity Needs... from & & 18 § 
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12 cw. Ft. 
Combination, Model 7EW12 











Freezer Below 


Juice Rack 


Trays 


12 cw. 1. 


Combination, Model 7ER12 


7 


fee : 
- i 
gy . 
j % . } 
se o* : ~ A 
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% ; i e~ Virp 
a 6? 
~<a, 4 
ws 
~S 
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_ 
Fresh Food Volume 
9.4 Cu. Fe 


Freezer Capacity, 9! Lbs 






FOOD FREEZER 
Huge, 256-Pound Capacity 


Foot Pedal Opens Door 
Separate Cooling System 
Twe Glide-Out Baskets 
All-Aluminum Interior 


Choice of 5 Colertones or White 






























Hotpoint 


CuFt. 


Refrigerator-Freezer 
MODEL 7EP18 


... for those who really need a refrigerated 
locker room, but don’t have room for one! 


A huge refrigerator and mammoth food freezer in one 
compact cabinet! The dramatically new Hotpoint 
Model 7EP18 Combination represents the ultimate 
in BIG value, capacity and convenience—all in the 

standard refrigerator width of just 32-inches, Look 
at these step-up features: 


Waist-High Big Bin 
Dairy-Stor 

Separate Cooling System 
Frost-Away Automatic 
Defrosting 

Aluminum Shelves and 
Trim 

Top Shelf Divides 


Four Magic-Touch Ice Cube 


REFRIGERATOR 


11.1 Cu. Pt. Capacity 
Refrigerator on Top 





See your Hotpoint Distributor 
for complete details on how 
Hotpoint’s "8 to 18" variety 
helps you cover all of your 


ah refrigerator market. 
ul 


th itn 


REFRIGERATORS + RANGES + AUTOMATIC WASHERS + CLOTHES DRYERS 
DISHWASHERS + DISPOSALLS” + WATER HEATERS + FOOD FREEZERS 
AIR CONDITIONERS + CUSTOMLINE + TELEVISION 

HOTPOINT CO. (A Division of General Electric Company) 
5600 West Taylor Street, Chicago 44, Illinois 


. . ‘ . by 62 percent of the families inte: by Mort Zimmerman, president of 

Leading the parade of distinctive ved ot the ensinder kd the Eltron Corp, Dal, nd 
they had either traded-in a set be used by industry as well as in the 
on a new one or had purchased home 


i new receiver and kept the old Lhe imera has a do-it-yourselt 


. 
electric housewares model as a pare kil priced it about 354 Ling 
claims that almost anyone with a 
‘O) mechanical bent ould issemble 
a few hour 


° the camera i 
U. S. Leadership The Electron imiectra 1 elf-con 


} 
tained. No pecial television moni 


Ihe world now has 845 tel 
oF ~ tor is required. Any regular televi 
ision stations and 56 million TV , 
ion set will receive from it. It 
ct Ihe United States alone has sittilien ‘ih titania iol ta Ui tice 
4 WClg ”) ‘ ) ] 
196 of the stations and 42 million 
long and six inches deep. 
of the sets. These facts, and more, (‘he primary selling point of thi 
— ‘ y > lili? M1 () iil 
ire available in the 1957 spring I 
? unit, however, is its lower price a 
ummer Television Factbook. 
cording to its maker 
America television leadership 
till dwarfs all other countri 
Outside the ( S., the leaders in 


terms of stations and receivers art TV in Austria 


Great Britain, 19 stations and 6.5 


- liny Austria ecently freed 
million ts; Canad tation 
es . ee er from military cupation is taking 
ind +5 million sets; USSR | , 14 tel 
' 1 it plac in the world of televi 
itions and | milnon set West McG: Hill W Id New 
ma ion cGraw orl \ 
German + stations and 700,000 , ' 
ts: Italy. 64 stat 1 500 00 report that Austria adio indu 
() ( ) { 

i dene Ion il} tr had pl du ed 10.000 Vy re 
ets; France, | tations and 450 civer sets up to the end of 1956, of 
00 * : ¥ 10 9 t which 2800 were installed domes 
00.000 ) 

. _— hl pun tically and the rest exported largel 
ind 450.000 sets: Cuba. | tation ag peal er 
to opean countri 
ee ore [he real start of Austrian TV 
fat melee ct 
oe ae lated for this year » the num 
ber ot icwe! j x pe ted to rise 


1] 
drastically 


“Ham TV” Ihe Austrian Broadcasting Co 


plan new stations in three town 


Ham ‘TV is secn aS a po ible vith still another slated for later 
new national craze by James J our stations reaching about 50 
Ling, president of Ling Industrie percent of thi population are al 
Dalla lex. Ling sees triggering ready operating in the mountainou 
the new craze a closed-circuit tele republic 
sion imera, within the $500 Austnan T\ t re currenth 
range, that made its debut in Dalla priced between () ind 

ent! Ihe imera was designed ’ 7 40 





17-Millionth Set 





MANUFACTURING CO 
pr ' F, 5047 N lydel! 


wavkee Ww 
sCONSIN 


h i 


1 CUMMINS 


Ee 
‘ 


“< 
a 8 
A MILLION DOLLAR smile is registered by Benjamin Abrams, left, president of 
Emerson Radio & Phonograph Corp., as he is presented with the company’s 17 
millionth set, a portable TV-phonoradio. Harvey Tullo, vice president in charge 
of purchasing, made the presentation. Abrams holds a plaque with printed details 
of the presentation 
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Greatest Advancement Yet 
in Electric Dishwashing — 


New Flash-Action Finish’ Assures Better 
Results than Any Other Detergent! 







\ 


3 “Finish” shines glasses glistening clear every time! 


»« Brightens silver better than burnishing by hand! 






nish 


* Safeguards fine china patterns, protects aluminum! 
for 
ELECTRIC DISHWASHERS 


The Nation's Leading Authorities Back You Up 
When You Recommend “Finish” to Your Customers 


Ring up an extra measure of customer yourself, See the difference with your 
satisfaction with every automatic dish own eyes. We will be glad to supply 
washer sale. Insure the finest results free samples of Flash-Action FINISH 
by recommending new Flash-Action for trial use by you and your customers 
FINISH. Countless laboratory and 
home dishwashing tests in all makes 
of dishwashers and under widely diver 
sified conditions, show improved results 
with Flash-Action FINISH 

Based on these tests every dishwasher 
manufacturer and the American Fine 
China Guild recommend FINISH with 
complete confidence so can you ECONOMICS LABORATORY, INC., ST. PAUL 1, MINN. 
Better still, try Flash-Action FINISH World's Leading Dishwasher Detergent Specialists 








"ae  ecaiaieateai igs +. Satthnuw FIRST IN RUEEAILN TO RRING YOU A LOW-CAST _ 





only one f 





NO WONDER IT’S DEALERS’ CHOICE No wonder 
dealers who want real fan action, get the Signal! 
Here’s real sales power! Signal, the better looking, 
better cooling and better selling fan line is loaded 
with sales-making features like: Thermostatic Brain 
for automatic cooling; electrically-reversible for in 
and out cooling; high-power C.F.M. for whole-house 


cooling; and the industry's strongest 5 Year Written 


Guarantee. Signal is the complete fan line that 
moves out in volume and leaves behind real profit 


If you want action in ‘57 get the Signal! 


PIONEER MANUFACTURER OF ELECTRICALLY REVERSIBLE WINDOW FANS 


22 modern, powertul fon models Nationally Advertised 


, 
Oi fused bs and Direct Cooling ¢ Both from the one unit! 
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SIGNAL ELECTRIC DIVISION - KING-SEELEY CORPORATION - Menominee, Michigan 
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Cork ' Sattler FIRST IN BUFFALO TO BRING YOU A LOW-COST 


KITCHEN MODERNIZATION PLAN! 
Featuring ttotpoint APPLIANCES! 


MODERNIZE YOUR KITC s 
STAGES | «a9 Amen Paasche +, sell NO MONEY DOWN! FREE ESTIMATES! 
~awm mee comerwerine YP TO 3 YEARS TO PAY! | "0 CaucaTions 
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et eam 


5 woTpoint Buiit-in 
RANGE CENTERS 





oo'y MOTPOR CEASERS TRIGGER-MAN ZAR teaches a Hotpoint kitchen mod 





ernization school for dealers 
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FEATURING ads like this two-page spread 


Hotpoint Tries 
Mass-Marketing 
to Sell Kitchens 


if A > 
| ' & ? 
y ’ ‘he Pp ‘ a 07 0 
W I'l H a startling price leader and pack Phe Program. The new program, according C ’ 





SATTLER’S PRESIDENT Aaron Raybow, right, ac 
cepts franchise from Hotpoint’s Lee di Angelo. 





ged kitchen know-how, Hotpoint Co to J. L. “Zeke” Zar, merchandising manage: OW Cts 
has launched a campaign to sell kitchen mod of the company’s builder department, should || , suf RST Stallo 
ernization through mass market outlets climinate the dealer's fear that he has to be a ¥ " 

[he company is trying to get into the combined architect, carpenter, plumber, and F “J eae 
kitchen modernization business “‘fustest with banker in order to sell kitchens i" so 
the mostest.” They kicked off their national [he Hotpoimt program includes a kitchen al . . 
program in Buffalo, N. Y., February 28, with modernization school, completely-detailed in 

grand opening at Sattler’s department store structions on how to design and sell a mod 

Sattler’s head buyer of appliances, Tony ermized kitchen, financial assistance through 
Ickert, reported at least six “excellent” leads General Electric Credit Corp., and complete 
for kitchen modernization on opening day. company cooperation, including cooperative 

(he Hotpoint program is aimed at getting idvertising. ‘The first few key outlets will be 
dealers throughout the country to merchan et up by Zar and his team from the hom 
dise kitchen modernization, ‘The target: 10- to ofhce; later the program will be handed over 

ear-old houses. The technique: spearhead to distributor A BUFFALO DISC JOCKEY gets set to start a five 
ing each area with an aggressive outlet (in linancing can be handled through GECC hour show from Sattler’s 
Buffalo, it was Sattler’s; in ‘Tampa, I'la., a in three ways: first, through special financing 
dealer chain; in Atlanta, Ga., a lumber dealer). of store kitchen display second, through a 
The hope is that regularly-franchised dealer Work-in-Process Plan allowing interim 
will jump aboard as the program grow fnnancing during the installation period; and, CUSTOMER pokes into kitchen cabinet demonstrated 

[he theory of succe is that immediate third, through a non-recourse, five-year con by costumed sales girl. 
ale vill get the program on its feet for umer financing plan 
participating de ilers. ‘These sales are generated Ihe program also help retailers to make f, 
bv a price leading Hotpoint range center built wrangements with necessary sub-contractor 
into unfinished wood cabinetry retailing at for carpentry, electrical, and plumbing work 

38. Step-up units retail for $348.58 and ind also with cabinet sources. Zar says that 
$409.88. Purchase of these units. it is figured ill this is Phase I] of Hotpoint’s kitchen mod 
hould generate interest in further kitchen ermization merchandising program. Phase | 
modernization, In any cas¢ hopper hould took care of franchising existing kitchen 
e capable of being converted into good kit dealers; now the company is hitting out for 

n modernization lead the mass market 


MORE> 




























How to be a¥ Rajah 
in the Water Heater business 








1 [t doesn’t take a bushel of diamonds to be a rajah 
in the water heater business. Instead, you need a 
line of water heaters that's as dependable as an 
elephant, A line that offers your customers year 
after-year of trouble-free service. And provides 
both gas and electric models, Offers a king-size 
range of capacities Like Toastmaster Automatic 
Water Heaters, for instance. Everybody knows 
about ‘Toastmaster dependability —and in electri 
models you may have a range of capacities from 30 
to 120 gallons. Gas models are available in 20, 30 
and 45 gallon sizes! 
2 Your water heater line needs plenty of consumer 
ippeal, too lake ‘Toastmaster: there's a trade 
mark that rings bells for consumers in any trading 
irea, from HLangor to San Diego. ‘Toastmaster 
Water Heaters are beauties for looks, as well! 
3 As for features, Toastmaster Water Heaters 
provide plenty! In electric models, the world 
famous ‘Toastmaster Life-Belt Element factory 
tested controls lonodoglas* or galvanized lining 
Fiberglass insulation. Gas models offer universal 
gas orifice for conversion to any gas in sec onds 
Kobertshaw-Grayson universal controls galvan 
ized or lonodoglas tank lining Fiberglas insula 
tion. No shortage of features! 
4 Vo crown it, don't forget the Toastmaster Quick 
Heat model, the little high-wattage 40-gallon giant 
that heata water in volumes previously possible 
only with water heaters of much greater capacity 
See your utility company for details 


So...if you want to be a Rajah in the water heater 

P. business make your line Toastmaster’ —all the way! 
Thee ‘ + 

McGRAW-EDISON CO. + Clark Division 

-_ 5201 West 65th Street + Chicago 38, Illinois 

Toastmaster lonodoglas and 

Life Belt are trademarks of 

McGraw - Edison Co., Chicago, makers 

of Toastmaster Water Heaters 





Toastmaster toasters and other 
Toastmaster and Tropic Aire 
products. Copyright, 1957, by 

McGraw Edison Co., Chicag 


| McGRAW 
ee EDISON 











Phe School. Hotpoint feels that nets were available only in wood. 


their modermization school is so On hand for the franchising ceré 
thorough that relatively-untraimed mony on February 27 were several 
personnel can come out kitchen Hotpoint executives, including L« 
pecialists. ‘The company concedes, di Angelo, marketing manager fot 
howeve that some prior training Customline appliance David | 
ind experience would be helpful Anderson, manager of key a 

Ihe school covers such ubject counts; Jim Roger iles manager 
is appliance familiarization, type of the builder department; Ray 
of kitchens, principles of drafting, Gustafson, regional representati 
kitchen measuring, study of con for Customline; Jack Grant, r 
truction and adjacent areas, esti gional representative of the builder 
mating and subcontracting, color department; Al Brock, merchan 
tvling, merchandising and advert dising manager for Hasco; and, of 
tising, financing, etc. In Buffalo, it course, key-man Zar with William 
took 24 dar vas attended by 14 Ketchum, Hotpoint kitchen plan 
men nel 


L hie hool was followed by a 
raduation; the franchising of Sat 
tler's on lebruary 27; and opening 
lay, heralded in the Buffalo Eve 


ning News with a two-page spread 


Building Boom 


Sattler heduled a total of seven \ spectacular boom is foreseen 
pag f advertising over the first in U.S. building construction over 
two weeks at a cost of $6000 the next ten veatr By 1966, new 
Ihre company also briefed 42 of construction is likely to be going 
it employ ( uch a carpet peo it a rate of nearly $64 billion a 
ple beauticians, et m how to car, 45 percent ibove 1956's re 
et up kitchen leads and pass them ord $44 billion. Almost every type 
on to the new kitchen moderniza of construction, from private homes 
tion departm nt, thus earning a to factor vill share in the boom 
commission on each successful sal These are the findings of Wash 
\ five-hour disc jockey show on ington onstruction economist 
Station WGR originated from the Miles L. Colean in a pecial tudy 
howroom on opening day he made for Architectural Forum 
Ihe Kitchens. ‘Ihe kitchen magazine 
themselves were three in number In part, ¢ olean predicts that to 
ct up complete im Sattler iNNMNeX tal new private construction, ten 
\ Western kitchen with the lat vears from now, will have climbed 
t Hotpoint applian drew a tl percent. Residential construc 
‘reat deal of consumer attention tion faces a 26 percent expansion in 
ibinet md tops for this kit housing starts to about $17 billion. 
chen come for about QO with Ihe projections are based on a 
out 1] plian ( ) cid | Pols 1966 population ot 197 million ind 
nesian kitchen (with cabinets and 1 gro national product n that 
tops priced at § there was also vear of $575 billion (in terms of 
Dutch kitchen +) All cabi 1956 dollar 





Crowd Stopper 





THIS ELECTRI-LIVING home in Portland, Oregon, sponsored by the Portland General 
Electric Co., attracted more than 30,000 visitors during a four-week showing. With 
it, the utility won national first place honors in the 1956 Living for Young Home- 
makers’ promotion. Home was promoted on the basis of “house full of electrical 
ideas 
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Add-On Accessories 
Add ‘To Your Ranée Profits! 


Just Add These Super 
Deluxe Accessories 








EXCLUSIVE 
COFFEE-PERK 
Brews 25 cups of coffee 
—1Y gallons 

—in juste 40 minutes 
















AUTOMATIC 
GOLDEN GRIDDLE 


—grills and fries with 
perfect golden brown 
results every time 













. AUTOMATIC 
As GOLDEN FRYER 


—seals in flavor, 
prepares crispier 


int Deluxe Automatic Electric 
Range Model RB 73 featuring: 


® Fashion-Front Styling 

e Color-Keyed Pushbutton Controls 

* Automatic Control of NEW Silver-Grey Oven 
® Raisable Thrift Cooker 

* "Super-2600" Calrod” Surface Unit 

* Quick-Set Circuit Breaker 

¢ Calrod Golden Bake and Broil Units HANDI-OVER 
* Available in 5 Hotpoint Colortones or White GRILL 


holds steaks and chops 
firmly so they can be 


tastier french fried 


foods 





But You Can Add To Your Range Revenue By Making This And 
Other Hotpoint Deluxe Models As Super Deluxe As Your Cus- 
tomers Want! 


turned easily and 
quickly 


Here Is Real Flexibility! 


You can offer each prospect a Hotpoint Automatic Electric HANDI-RAIGE 
Range with features tailored to their specific nec ds or por ket BROILER 
book—an advantage you'll appreciate when a sale hangs in —lower to broil, 
the balance because of | udget limitations Hotpoint Add-On wich to once 
without touching 
Accessories are optional for most Hotpoint models, thus pro : the pan 
cif ee 
viding a sales flexibility that hel; ; you sell up to higher od iad A or rack 
profits in easy, gradual steps ‘7 ee 
, errib ) } ‘ ' a x peee <9 . 
See your Hotpoint Distributor for the full story on the wll... cwtSEGbdkcs 





complete and flexible line of Hotpoint Ranges for 1957! 


Hotpoint also offers a ‘Show Window" Oven Door for some models. And 
there’s a Clock-Lamp Combination available for the only two models on 
which Oven Timing Clock and Fluorescent Lamp are not standard equipment. 


CUSTOM a 
COOKER-SERVER 
—can be used as ~ 





all-purpose cooking 


look. te Hotpoint tor tho finost.. hist im ead on 
: “aero 


. 
tn wieeicennl Oe ‘ . wane wm oe orem avane orwora wares wearers 6000 feriite ae (OmbrT ONtr (wom mt thieves 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois 
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ASSOCIATIONS 


More Cash For 





section presses a campaign to 


“Calendar” approach is used 


i Ih) 
| ¢i 19 | 
! ' 
ity ' Al ; 
i +] r 
f | f if I 
ect j r fi t iil | | i} 
Manufactures Assn i yvading ft 
! i lhairmian Hf iH. V 
Ham 
William mw | t of t 
| ! tl ! i ppl in 
| ! " i Indust j 





RICHARD H. WILLIAMS is chairman of 
NEMA’‘s Electric Housewares section and 


director of electronics-appliance div 


sion sales for Arvin Industries 


tends that the ke to ou il 

in achieving great les hes in th 
ontinuation of the splendid tean 
rh mong dealer distuibut 


hight and po i reper 





r in ' int r , 
! tf of tl i 
t indust i ) bh 
tl Hou Sect i 
| Calenda yy 
to p not nN tem 
| ich st ecial pre 
wl | them ich month. Uhu 
Janu | the Work Out 
f blouse } nonth bebrua 
tresses Iwo for th Vione 
March pinporite bleetrical Aid 
for Health and Beaut \pril 


Better B fasts Made | 
Month ! 

A Theme Per Month, ‘Uhe them: 
in \pril Better Breakfasts Mad 
basiet for imstance will enabl 
retailers to pla emphasi on cot 
fee grinders, coftee maker jul 








Housewares 


is NEMA‘s goal as the Electric Housewares 


recruit consumer dollars; 


in this year’s promotion 


fiat h p 
r id hint r 
{ p ist r 
Ih) t i I 
Mot Da i 
rr | i ! i 
In J th blectri 11 
i ! t} Truly Gift them 
it ' t il { ! 
/ I) 
ift 
Ihe them } Can ‘Tak It 
Vith You t es the fact that 
trical hi ire mom J 
ions mo ») isant 


iW u 
Yard the theme durin August 


ill feature ice cream freezers an 
hi lectric houseware hich 


repare and s e tood 


TEL | in Opportunit to 


TTOOMNNG iil il hy | hia ly 


adrvyei Won l vel] i electri 


ilarm clock hot plat na ! 
maker 

With October Id weath 

i¢ calendar promote varmth to 

Add liase to kamily Living Port 

ible heaters, heating pad ind « 


tric bed coverings are natural 


he Christmas holiday push will 


tart in November with the them 


Christmas Cheer that Last \ll 


Year Thi ill be followed in ID 
ember with Plug in f Hla 
Holiday Intertaining.’ 

NEMA llouseware scctio 


that itt Ol ill I tl 
omoter uigh th 


Window Display Contest. On 


of th highlights of each ! 
pre raw 1 thr echon nationw | 
ndo di play ontest Dea 
npete for plaque in fh 
i ipplhiance store ha 
tore iewelr tore departmen 
tore ind electric light & ) 
Inpan 


The Edison Electric Institut 
ilso planning two house p 
notions this year, one during Ma 
ind June and another during No 
ember and December Lhe 
ourse, are for light and power com 
pani The Spring theme is “Giv 
in Electrical Gift for an Occasion.’ 

The LEI program takes into con 
ideration the activities of NEMA’ 











ELECTRIC HOUSEWARES come in for plenty of attention at the Electric Housewares 
section’s Valentine’s Day party in New York. Gathered around the display at the 
party are, left to right: Michael M. Masterpool, G-E’s manager of housewares and 
radio receiver advertising and publicity; an unidentified onlooker; H. S. Perkins, 
sales manager for the electric housewares division of Landers Frary & Clark; and 
W. H. Dennler, manager of G-E’s portable appliance department 








Ilectric = Llouseware ection, th items needed by the bride that can 
National Assn. of Electrical D1 be given as wedding gifts and che 
tributor ind the International off those that have already been 
Assn. of I-lectrical Leagues. Work bought, product demonstration 
ing with EE, local light and power more use of direct mail, the stimu 
ompani devote a portion of thei lation pro ided by contests, an a¢ 
idvertising im newspapers and on tive publicity campaign, and ef 
radio and I'V to the electric house fective advertising 
vare theme In addition to lffective advertising should tak 
promotional terature product into consideration such important 
demonstration iso li Ip to sell clements as them copy, illustra 
housewar tion, layout, and a_ recognizabk 
Mlectrical housewar manufac dealer trademark, Advantage should 
turers are also he Iping to stimulat be taken of traditionally-heavy sal 
msumecr inferest Lh 1957 pe riod of ours ind a budget 
NEMA Electric Hlousewares section hould be allo ited in proportion ti 
nft promotion is ¢ wordinated with the importance of the coming 
KEI, IARL, and NAED event 
Lhe Electric llousewares section hose dealers preparing to adver 
ilso recommends more attention tise might well check with manu 
being given to such merchandising facturer distributors, and local 
idea gift vrapping, mor light and power companies to see 
imaginative window di play main vhat mats o1 pre} ired ads are avail 
ning a brick register to record ib] 



























AT NEMA‘s PARTY, Robert O. Fickes, G-E’s blanket and fan division general man- 
ager, chats with Ralph Z. Sorenson, Westinghouse’s electric housewares department 
manager 
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DEAL YOURSELF IN 


| ON AMERICA’S FASTEST 
GROWING APPLIANCE! 


Dealers coast-to-coast have proved, you can move 





Dehumidifiers in volume! $36,025,000 in 
Dehumidifiers were sold last year—-a phenomenal 
186% gain over 1955! Westinghouse sales 
zoomed to a record-breaking high—and no 
wonder! In independent tests, Westinghouse 
was rated No. 1 among 16 leading brands, 
removing 31°, more moisture—at 44°, lower 
operating cost—than the average of all other 
brands. What’s more, this year Westinghouse 
is backing its Dehumidifier with the heaviest 
key city newspaper campaign in the history 





of the industry! Cash in—order now! 
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BRIDES | MOTHERS : FATHERS : GRADUATES 


Let Graybar help you sell the 


most widely advertised * best known «+ most wanted 


a, 
a _ 
OCT tA 
T oth ‘ at | ‘ t yal rovicde experlences } eri hie ou need then 
i 1 ! i! il ( | iT ti ) ne ) Ol Pricilil ‘ ' Mil fla ror Ou ne most 
} i | | } ( ( t ( ( ( ( ( elect ( 
{ { } 


! ryint | 
) ré (it 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC 


Executive Offices 
Graybar Building, 420 Lexington Ave New York 17,N. Y 


ELECTRICAL GIFTS by GRAYBAR 
Are nationally advertised Carry world famous names Are eagerly Bought : Are Enthusiastically Received 


- Secu 


|TOASTMASTER | 
HAMILTON BéAey) 


WARING 
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50. Years 


of 
Permanent 
Change 


f/ tlectrical 
ALG eateries hy 


na 


5 SD cicinetiliies oseonsisinaian 


Electricity 

Electric Light 

Electric Appliances* 

Electric Appliances — Radio 


Electric Appliances — Radio — Television... 


"Small electric appliances now ‘‘Electric Housewares’ 


















July’s 


Between the covers of the July issue will be published the first full-scale, 50-year history of the 
appliance-radio-Tv industry. 


lf your brand . . . your product . . . your organization. . . played a part in the history-making 
period, 1907 to 1957, you will doubtless want to appear in this permanent record. Out next July, 
Electrical Merchandising's Golden Anniversary issue will give you a unique opportunity! 


For, this publication has developed with the industry . . . seen it grow from the first practical, 
motor-driven washer to the automatic marvels of today. Electrical Merchandising can recollect 
Hoover's first-time portable suction sweeper and the original Kelvinator and Frigidaire, circa 1914- 


1915. 


The Editors think this kaleidoscopic period deserves permanent recording rather than a mere 
chiaroscuro. 


They are certain that Electrical Merchandising’s 41,000 subscribers will hang on to the July 
issue for months, indeed years, to come. It will become a valuable reference volume, a source book 
on major appliances, electric housewares, radio and television. 


That might be another reason for you to schedule your advertising in this historic July issue. 


Electrical Merchandising] f 


For the first time in 50 years, an adequate listing of the significant deve 
opments in the appliance-radio-TV business . . . all in one issue! Certa 


to be read, re-read and preserved as a permanent record! Will you t 


there? 









ackages The Industry’s Histor 


ant deve 
e! Certa 


ill yout 


You are Invited to be a part of 
the Industry’s Permanent Record! 





















Here are some of the editorial features which will mean longer life for your ad in the July issue... 


A chronological account of the appliance-radio-television business from its earliest beginnings in 
1879 .. . when Edison perfected the incandescent lamp . . . and 1882 when Edison's first power 


plant went into operation in New York. 
The dramatic story of lighting, wiring, fixtures and the first household appliances. 


Individual accounts of the familiar major appliances . . . home laundry equipment, refrigerators, 


freezers, ranges, water heaters and vacuum cleaners. 


Charts of business statistics, reflecting the year of introduction, present saturation, average an- 
nual rate of sale, average retail price, replacement and trade-in factors, probable rate of sale by 
1975. 


Portfolio of the early ads that ran in Electrical Merchandising from 1916 on... to reflect chang- 
ing aspects of the industry. 


An article on the future . . . present products, possible new products, probable distribution trends. 


lf you want to be included in the history of the Industry's first 50 years, 
reserve space in Electrical Merchandising’s Golden Anniversary issue 
appearing next July. (Closing date, June 5). 


CELEBRATING OUR YEAR ...A GOLDEN ANNIVERSARY 
OF SERVICE AS THE INDUSTRY'S CENTER 
OF COMMUNICATIONS! 





Electrical 
Merchandising 


A McGRAW-HILL PUBLICATION ¢ 330 WEST 42ND STREET, NEW YORK 36, NEW YORK > 


ABP 


alone will cover the market alone 









You get the big, true industry 
picture only at the 
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POLK CITY broadcasts to its own in-store customers through sets all over the store 


using the Dyna-Scan 
Channel 4” all day 


This 1957 RCA console is kept tuned to Polk Bros 


“Own 


Private Commercials 


Merchandising trailblazer Sol Polk recently in- 


stalled his own closed-circuit system for in-store TV sales 
blurbs on “Polk Bros. Channel 4” 


With the he Ip of the Dyna-Scan, 
a picture and pattern video genet 
ator ordinarily used in the service 


end of the business, Sol Polk is 


able to broadcast commercials to 
every sect in his store. In the form 
of slide transparencies, his sales 
pitches and reminders come 


through clearly on his private chan- 
nel 4 (which is not 
cago) or over any other channel he 


used in Chi 


chooses to cut in on 

Polk keeps some 14 sets in all 
parts of sprawling “Polk City” con 
stantly tuned to channel 4, and re 
ceiving his selling signal he 
messages include reminders of spe 
Polk 


facilities, sales new 


cials, photos of delivery and 
warehousing 
iny sort of pitch that can be put 
on a black-and-white transparency 
In addition, Polk has a Dyna-Scan 
unit set up to allow him to cut in 
on standard 
imple, he can follow a 


program lor ex 
manufac 
1 remindet 
store that the 
merchandise just shown is available 
it Polk Bros., and tell them where 
to see it 

Polk uses the 


Scan, made by 


turer's commercial with 
to viewers in the 


Model 1000 Dyna 
B&K Manufactur 
ing Co., Chicago, The unit com 
plete costs $199.95. ready to hook 
up. Of course, Polk has extra trans 
parency carriers, and there is a spe 
cial cut-in switch built into one 
unit's wiring system Operation 1S 
simplicity itself; in fact, all the con 
trols except the off-on switch are 





184 


tied down in the Polk installation 
and “just anyone handy” in the ad 
vertising department where the 
units are located can change slides 
I'he units are wired into the main 
antenna, which serves all the dis 
play models; thus, any set anywhere 
in the store gets the signal 

The primary application of the 
Dyna-Scan generator is of 
course in service shops. However, 
according to its makers, the Polk 
Bros. use of the system is perfectly 
feasible, as is its use as a break-in 
and stand-by unit for community 
I'V distribution systems in remot 
ireas, or for new set installation at 
when local 


V ideo 


hour stations are not 


broack asting 


Needle Display 


\ new profit 
for appliance and music stores wa 
unveiled recently in East Orange, 
N. J., by 


makers of 


sideline builder 


lectrovox Co., Inc., 
Walco phonograph 
needles and accessories 
This merchandising 
cludes an attractively-designed dis 
play counter occupying eight 
square feet of floor spact and com 
ing in two basic designs. ‘The unit 
includes display 
space, and a microscope for study 
ing used The units will 
cost dealers approximately $150 
per unit, but can be paid for on a 
self-amortization basis 


unit im 


storage space, 


needles 








No Let-Up in Sales .. . 


. . . is seen for room air conditioners by Alsdorf 
of Mitchell; 2-million-unit 1957 prediction is based on 123 
percent rise in early distributor orders 


A continuation in 1957 of the 
growth of the 
conditioning industry is the predic 


tion of J. W. Alsdorf, president of 
Mitchell Manufacturing Co., Chi 


pectacular room all 


Cayo 

And, these gains are perma 
nent,” Alsdorf insist “Increased 
consumer acceptance, lengthening 
of the selling season, and the 


realization on the part of retailers 
that the room air conditioner has 
achieved real stature as a major ap 
pliance, all point to a solid, expand- 
ing future for th 
tioning industry.’ 

Alsdorf further believes that the 
independent manufacturer — will 
continue to play a leading role in 
the room air conditioner field, de- 
pite domination of other parts of 
the appliance industry by full-line 


room air condi 


manufacturers 

He said his company has em 
barked on an extensive improve 
ment program and now is in a posi 
tion, with expanded plant facilities 
ind capacity, to more 
room air conditioners and dehumid 
ifiers than any other manufacturer 
in the industry. 


produce 


Two Million Units for 1957, 
Alsdorf forecasts a sale of “at 
least” 1.8 million new units in 


ell-off of the 
normal carry-over from 1956 
(hus, he said, the industry should 
ichieve a total retail unit sales 
volume of 2 million units for the 
1957 sale 

“Pre-season purchases of 1957 
models by distributors right now 
ire 13 percent over what they were 
it this time last year,” Alsdorf 
aid. He also pointed out that the 
buying season begins earlier every 
year. 

He said the reason for the earlier 
selling season is that dealers now 
recognize the need for an 
sive air conditioner operation to 
tabilize their over-all product sale 
and profit picture 

“The selling season for other 
appliances hits its peak in the 
months prior to Christmas and 
tapers off in spring,’ Alsdorf said, 
“while air conditioners pick up in 
spring and peak in summer. This 
gives the dealer excellent insurance 
against a spring and summer lull 
in his appliance business.” 

He also said that “the room air 
conditioner has moved from the 
luxury category into the classifica 
tion of a ‘demand product,’ al 
though consumer saturation is 
still less than 8 percent.” 


iddition to the 


scason 


aggres 


$Half-Billion Business 


RCA’s Folsom underlines Canada’s electronic 


“giant steps,” lauds workmanship of radio, phonograph, 


TV exports of Canadian manufacture 


Electronics production is now a 
half-billion dollar business each 
year in Canada and is marching 
with giant steps into the future. 
Chis and the fact that RCA Vi 
tor Co., Ltd., Radio Corp. of 
America’s associated company in 
Canada, is exporting products was 
revealed by Frank M. Folsom, 
president of RCA, in a recent ad 
dress before the Canadian Club of 
l‘oronto 

“The electron may well be one 
of the keys that will help to un- 
lock the door to Canada’s future 
greatness,” Folsom said. “In many 
ways, it provides the answer to the 
problems raised by your geography, 
climate, and population resources. 
Automation, for example, will 
into increasing use as the 
means of assuring greater product 
ivity in the face of a relatively 


come 
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limited working force. Together 
with industrial television, it will 
enable operations to be seen and 
controlled in places where climate, 
distance, or the nature of the proc 
ess limit human intervention.” 
Folsom also called attention to 
the rapidly increasing export busi 
ness of RCA Victor Ltd., which 
employs 3000 Canadians at five 
plants and produces phonographs, 
records, radio and T'V receivers, 
and a wide range of other products 
“I am proud to say that this 
equipment is of such quality that 
it has become the basis for a 
rapidly-expanding export trade to 
all corners of the world,” he stated 
“In fact, RCA Victor has exported 
Canadian-made radios, TV receiv- 
ers and electronic products to 75 
foreign countries and territories.” 
Folsom asserted that U. S. in 
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Will General Electric make a “private brand” 
of major appliance for an individual customer? 


This is a question which many people have asked. As a matter 
of fact, we’ve had many offers to get into this side line business. 

Our answer has always been the same. General Electric will 
not make a private brand of major appliance—for at least two 
very important reasons. 

First of all, the G-E Monogram on an appliance means the 
best engineering, the most modern design and the highest 
quality. This is what the Monogram means to the consumer— 
and we’ve worked hard to give it this meaning. 


Secondly, by concentrating all our efforts on this 
single objective of building the strongest possible consumer 
franchise, we are helping the man who to us is the most impor- 
tant individual in our organization—the General Electric dealer. 

Our dealers tell us that our “‘no private brands” policy is good 
for their business. And what is good for the General Electric 
dealer’s business certainly is good for us. 

General Electric Company, Appliance and Television Receiver 
Division, Appliance Park, Louisville 1, Kentucky. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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NEW! COMPLETELY IMMERSIBLE 








“the QUALITY 
with FULL PROFIT MARGINS 


LIGHTWEIGHT—VERSATILE—ACCURATE 


Answer 
demand 
ensy 
electri 
Silicone 
baste 


no pre 


for low cost 
to-handle 


to-use 


cooking 


t heating 


heating 


your customer 


ipphi mce 


no waiting 


|’ 


for cooking in |! 


DU-WAL PRODUCTS, 


CHICAGO 
5636 N 


TALLMAN AVE 


minutes 


treated for non 


All 


LINE 


sticking 


ready 


INC. 
NEW YORK 
CHICAGO, til 


contact” 


7, ELECTRIC COOKING y Balt 


— PRODUCTS, INC y 


NO EXTRAS TO BUY 
COVER AND 
HEATROL 
INCLUDED 
F-26 


15 


Suggested Retail 


ae 










y 


Heatrol 
A Du-Wal development with " 
thermostat that provides 





pan 








steady, constant temperatures from 





simmer to 400’. Heatrolis removable 





andinterchangeable with complete 
line of new DU-WAL 





appliances 
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The Art of Selling 


Re iVill? 
ned irt ot ell 
Ho Corp VEG 


the 4 od old-fa 


is Zenith Ra 


} 


( tablishing what th company Call 


i Sales Commander club 

The Sales Commander club will 
present participating salesmen in 
the Zenith distribution system with 
recognition awards for individual 
iles excellence Awards will in 


clude a certificate of club member 
hip, Sales Commander lapel pin 
ring, and engraved wall plaque 


Eligible for membership are 
700 wholesale sale 
products throughout the country. 


L. C. Truesdell, Zenith Radio 
Corp. vice president and director 
of sales, said that formation of the 
club is a direct result of changing 


and changing market condi 
tions in the radio-T'V industry. 


times 


“With the industry’s production 
market de 
‘better 
ind methods is 


capacity ex wae 
mands, he said 
selling’ 
1 ‘must.’ 


al of 


“a reviv 


technique 


purpt ( lh 


SOM 


men of Zenith 





For Mother 
| Ta tT 
MOTHERS DAY s 








mary 2 


% 


to- 
gether with a complete 22-piece display 


MOTHER’S DAY POSTER for 1957, 


set, can be obtained for $6.95 plus 
35-cent handling charge from The Na- 
tional Committee on the Observance of 
Mother’s Day, 129 W. 30th St., 
York 1, N.Y 


Private Brands 


The discount operators may be 
hitting big name 
facturers another blow below 
belt. M. Herbert Koeppel, pres 
ident of King Refrigerator Corp., 
predicts that department stores and 
yndicates will resort to heavier 
private brand appliance promotion 
iS a weapon against discount com 
petition 

“Department stores are growing 
more and more reluctant to push 
big name brands,” Koeppel said. 


appliance manu 





Shock Down Under —Admiral Gets a Jolt in Australia, but Comes Out 


\ Coriic 
itt Australia like U.S. busi 
i In fact, it openly encourage 
{ ompani o set up plant 
! hat vhat Admiral ¢ orp 
ist year. It opened a plant 
Svdnes primar to produce 
IV’ sets for the Australian market 
Lhen Admiral t the hock of 
fe. Competitors and politician 
up on the mpany m a 
paign to put it out of busin 
| vith th lust settled and 
t paired Admiral 1 
\ustra No. | TN t producer 
Hut it ] ndenn hy if | 
happen 
* Tuspir ition — | \ 
! nin ! h th 1 
ti of TN \ Inte 
1 ¢ p hich h 4] 
t mpan »p 
ugint t Nn 
Ly | na 
t It had idy st 1 sul 
, Va Meni a Ital 
, npan 
t | n 
Austral G 
} Industri | the 
ince | Ad 
f Aust t Ad 


vhat underdeve lope a 


to put Australians in charge. This 
looked like the textbook method 
for getting along in a foreign coun 
t 


@ Precedents—But Admiral over 


looked one point: Virtually no new 


major electronics manufacturer ha 
ucceeded in entering the Aus 
tralian market over the past 0) 
irs, Admiral soon found out some 
f the reasons whi 
Che “established” radio and ele 
trom ompanie is it turned out 
had already decided they would 
nake 17-in. ‘T'V sets. Likewise, the 
Australian sroadcasting Control 
Board had alread et up certain 
tandards for transmission and re 
ption. But Admiral, drawing on 
its U.S. experience, thought 21-in 
t vould | the big seller, also 
ttled on n “imtermediate fre 
juCTICY ! r epti mn—ditterent 
from that selected by the Canbet 
ernment but achieving the wn 
hnical ult Ih mpany | 
diucing the la r set 
@ karly Bird—Admiral became th 
r'\ t manufacturer to m 
| nit | d hon en bi 
I ! nim il and tw 
nm I'V stations in Syd 
ind M n 1 th l 
Ih 7 , | ; Ad 


1 lead in retail outlets, which in 


Australia shun exclusive distribu 
tor hip 
Finally, Admiral stuck its neck 


out farther by using printed circuit 
in its T'V set: This techniqu 

which lowers produ tion costs, 1s an 
up-to-date feature of set manufac 
turing here. But use of printed cit 
cuits was what finall 

to howling in Australia 
e Hue and Cry—Members of Par 
liament who hardly knew the differ 
transistor and a 
vacuum tube rose up to deliver de 


ct everyon 


ence between a 


nunciations of Admiral’s 21-in. set 
Government ministers, egged on b 
purebred Australian ‘I'V makers, 
save the impression Admiral was 
trying to dump a second-rate prod 
ict on the Australian market 
Most of the Australian pr 
defended Admiral. But all through 
last fall the campaign continued 
And Admiral’s Chicago executives 
making weekly trips back and 


forth to Sydney to help the new 


idiary survive the onslaught 
°( Sasemeedineah Admit ral's first 
uunter move was t ue an un 
mditional guarantee on the set 
ne outcome of this was to f 
mpetitors to make similar guaran 


on Top” 


Next, it asked the government to 
make a full-scale, open inquiry. ‘The 
inquiry found Admiral not guilt) 


Postmaster-Gen 
for 
pre: 


But meanwhile the 
eral 
Admiral component: 

the public 


government 


licenses 
Finally, 
and pre 

to reverse 
Said one newspaper 
for a bit of sanity 
mess.” 


withdrew import 
from 
forced the 
this decision 
Thank 
in thi 
Then 
Admiral 
plant ire 
?1-in 


ure 


heavens 
ludicrous 
things quieted down for 
Ihe 450 workers at its 
now busy producing both 
ind 24-in. I'V sets (as well 
is other appliances). Admiral’s 22 
just beginning to 
2l-in. sets. And Admiral 
ilready has plans for expanding it 
Sydney plant 

e Advantage—Today, Admiral’s Chi 
cago headquarters would just a: 
oon forget the Australian squabble 
Yet, though Admiral poured hug 
mounts into the defense of its sub 
idiary, the publicity has—in the 
mg run—helped make it the leader 


n T'V set sales End 


ompetitor ire 
produce 


article has 


Business Week 


been reprinted from 
a McGraw-Hill publ 


New 


the 
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* Finer Quality! 
* Extra Features! 
* More Colors! 


* Priced Right! 


New sales records prove it... with 
Beauty Queen you sell more, because 
you have more to sell. Only Beauty 
Queen increased sales so tremen- 
dously in 1956. Only when you see 
Beauty Queen’s better steel construc- 
tion... examine the quality features... 
compare colors and the finer finish. . . 
can you really realize that these kit- 


chens are bigger values. 


Beauty Queen is launching the greatest 


Valuable “Prauchises AAvactable 


Wire or write about your area 


Toledo Desk & Fixture Company - Maumee, Ohio 














national advertising campaign in its 
history. Color advertisements during 
1957, in the publications shown at the 
right, will feature actual model kitchens 
in color photography. 


New and exciting color literature is hot 
off the press . . . and this, too, is bound 
to stimulate sales. Write for sample 
copies today and see why we say... 
Beauty Queen is your big profit oppor- 


tunity for 1957. 


> 
& 















Why they are saying 


“The one bright spot 





While production is being cut back by the TV industry, 
SYLVANIA is stepping up its output to meet 
unprecedented consumer demand for Sylvania TV 


During the past year heavy layoffs by some leading manu- 
facturers have been causing great concern throughout the 
entire Radio-T'V industry. ‘““The one bright spot,” a 


No wonder Sylvania stepped up production—Sylvania’s 
TV sales have hit a new peak in ’57 


January and February have been record-breaking 
months for the Radio-TV Division of 56-year-old Sylvania 

and the trend is still going strong. Thanks to a rousing con- 
sumer demand for the Sylvania product, thousands of sets come 
off Sylvania’s production line—and keep right on moving 


through sales channels into the hands of the delighted public. 


Orders have outstripped predictions, but sales data proc- 
eased by UNIVAC in Sylvania’s vast electronic communications 
center at Camillus, N. Y. (the largest center of its kind in the 
world) keeps the models you want in good supply. 


Wouldn’t it pay you to cash in on this kind of leadership 
—to place your bets on the team that’s forging ahead? 


spokesman recently observed, ‘‘is Sylvania’’— where hun- 
dreds of new employees are being hired and production 
lines are really humming. 


Three great Sylvaniadevelopments stimulate thisdemand 


1. Sylvania 17’*Slim Jim portable that leads the field 
in a whole new concept of TV styling is made possible 
by two Sylvania-engineered improvements. Sylvania’s new 
wide angle 110° Silver Screen Tube cuts 7” from the depth of 
the set. And Sylvania’s unique “wrap-around”’ S-110 chassis 
makes the set lower and narrower, packs extra power. 


2. HaloLight®—Sylvania’s exclusive development that 
sells on sight, is a whole new approach to eye-comforting 
viewing. Here is an improvement more and more customers 
are demanding. 


3. Sylvania’s all-out “Promotions-of-the-month” that 
bring the customers into your store to see the latest in the 
Sylvania line and keep the stock moving off your floor. 


*Overall diagonal; 150 aq. in. viewable picture 


Back up the Sylvania Promotion-of- the- Month’ 


io 





OFFER 
YOUR 
CUSTOMERS 
__ || THIS FREE 

GIFT 


just for 
coming into 
| your store! 


























Promote the HaloLight 
“2-minute demonstration, 


A free package of Sylvania Softlight 
bulbs to every customer who comes in to 
“test-view’’ HaloLight! It’s a “‘door prize” 
to every customer who will spend just two 
minutes watching you demonstrate Halo- 
Light on a “seeing is believing’’ basis. Here 
is a traffic builder that helps you turn a 
customer’s interest into profitable sales 
for you. For details, call your Sylvania 
Distributor today. 


—_<—_ =< = == as =a a aw a 
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QUALITY CONTROL DEPT 


_ we FCA. Line 2 
DAILY PROGRESS 











In Sylvania’s huge new Batavia plant, thousands of T'V sets keep moving along mile-long 
conveyer systems with frequent, comprehensive checks to assure highest quality control. 


Make Sylvania Hard-Selling Campaign YOURS! 


Sylvania HaloLight, an exclusive feature based on 

scientific theory, gets dramatic demonstration in 

| Lire, April 15 
Newspapers, 
Starting 


> oa YLVANIA TV April | 
a S _, HALOLIGHT 
















Sylvania Slim Jim, leader in a whole 
new concept of TV styling, gets aggres 
sive promotion in 

Sarurpay Evenine Post, April 20 


| eyes deserve 





“The Buccaneers,” Sylvania’s exciting 
new 'T'V show on CBS-T'V every Saturday 
night will continue to promote Slim Jim 
and will feature the spectacular Softlight 
offer for Halolight. 





Keep your eye on 


~~ #SYLVANIA 


e . +. fastest growing name in sight 


SYLVANIA ELECTRIC PRODUCTS INC, 
SViVanay RADIO - TELEVISION - LIGHTING 
ELECTRONICS - ATOMIC ENERGY 
- Radio & TV Division, Batavia, N.Y 
L_, — In Canada: Television made by Sylvania Electric (Canada) Lid 


— - med 


—— and distributed by Northern Electric Company Limited 






- Softlght Bullbe FREE for 


ew-testing Helolig 
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SYRACUSE, N. 


repa irs we make. 














Another idea from our 
Motor Repair Shop Reports 
that willhelp you... 


KLIXON Protectors 
Prevent Motor Burnouts, 
Save Repair Jobs 
— Says Motor Repair 

Shop Owner 


.D. E. Murray, owner of The Murray 
Electric Company, largest single phase motor repair shop 
in Syracuse, works with motor repairs every day and knows 
the important part Klixon Protectors play in preventing 


motor burnouts. Here's what he says: 


“Klixon Protectors prevent motor burnout and save motor 


Ihe KLIXON Protector is built into 
the motor by the motor manufacturer. 
In such equipment as refrigerators 
oil burners, washing machines, etc., 
they keep motors working by prevent- 
ing burnouts. If you would like in- 
creased customer-preference, reduced 
service calls and minimized repairs 
and replacements, it will pay you well 
to ask for equipment with KLIXON 
Protectors 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
THE STORY OF THE SPENCER DISC 
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Slight Ebb in Sales . . . 


means lower profit for some companies; 


most report a favorable 1956, some lag; Servel reduces 


its operating loss, but Philco, Emerson have a bad year 


Ly pite spott 


ipphance slump 
the finan lal report of several com 
panies manufacturing such item 
ontinue to be generally favorable 
In many case yf course, proht 
have come from sources other than 
ipphance with this end of the 
busine cither barely holding its 
own or dragging 
Phileo Corp. is one compan 
that did not hold its own. Sal 
in 1956 totaled $348 million a 
ompared to 19 $373 million 


Karnings before taxes amounted to 

58,000 compared to the previ 
ous yeal $17.2 mullion After 
taxes, net income was a $399,000 

The Siegler Corp., Chicago, IIl., 
ind Anaheim, Calif., on the other 
hand, report record sales of $13,- 
587,849 for the six months ended 
De 31, 1956, compared with 
iles of $7,018,467 for the similar 
period of the previous year. Net 
Earnings, however, were down to 
$539,953 from the previous year 
$613.855 

Sylvania Electric Products, Inc., 
reports that net sales for 1956 wer 


the highest in th vear histor 
of the compan They totaled 
$313,825,804 ompared with 
1955S 4307.371.3] Net in 
vas down vel light) 
Substantial increase th 
ile ind earnings in 1956 a r¢ 
ted by the Maytag Co. Net 
ile last Cal totaled i 
4113.015.000 i 1 percent mn 
se over 1955. Earnings showed 
, ° ni n bet 
} (0) 
Hoffman Electronics Corp 
ts 195¢ I pproximate] 
16.50 () mpa vit] ) 
il of $44,41¢ 
Net carnin f McGraw-F-dison 
Co tcl » | ( 
Ta icludin hy \) 1 () 
| . Th ' 


' 


Zenith Radio Corp., st 


Servel, Inc., 


loss of $4,047,292 in 1955, and a 
net loss of $8,157,766 in 1954 

Emerson Radio & Phonograph 
Corp. put in a bad year, however 
Net profit for the year ending Oct. 

1, 1956, was $84,852, down from 
the previous year’s $2,468,01 

The Radio Corp. of America | 
ports the largest volume of business 
in its 37-year history. Sales of RCA 


products and services amounted to 
$1,127,774,000, an increase of 7 
percent over the 1955 total. Net 
proht however lumped In 1955, 
it was $47.525.000 after taxe In 
1956, the corresponding figure was 
$40.031.000 

General Electric Co. also reports 


i record high in sales, crossing the 
$4-billion mark for the first time in 
the company’s history. In the case 
of G-E both sales and earnings were 
reported up. The company’s $4 

(90,015,685 in sales was 18 percent 
over the previous year. Earnings 
registered a percent increase by 
jumping from $208,908,054_ to 
$213.756.849 





Financial Briefs 





e Cory Corp., and it ubsidiaries 
ncluding Mitchell Mfg. Co., r 
port that sales for the first eight 
d of 1956 were $33 
163,650 a ompared to sales for 
tire ir 1955 of $16,583, 


month peri 


@ Packard-Bell Electronics Corp 
) ile f $28,405,059 for 
fiscal ended September 30 


Th hieu ents the é id 


rt net 


Tie CoO 


© Andrea Radio Corp. paid 


t i ny on |) 


@ Profits r ft Magnay 


} “ . ] { 74 
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MUD, SNOW OR SAND—STUDEBAKER 





OUT-TRACTIONS ALL OTHER TRUCKS! 





6 WAYS BETTER THAN 
THE NEXT BEST TRUCK! 


1 Better economy — long life, low operat 


ing costs, easy maintenance add up to 


more profit per mule 


2 Better payloads trucking biggest 
cargo areas, model for model high 


pa yload-to-weight design 


3 Thriftier power proved Vs and Sixes 


designed and built by America’s top 


Keonomy Run winners! 


4 Easier control— crosslink variable ratio 


steering better braking for safer 


faster runs. 


5 Smoother ride — two-stagi 
draulic shock absorbers standard equip 


prings, hy 


ment on light-duty models 


6 Better deal 


starting with low, low prices 


from break-in to trade-in, 
' 


LET YOUR STUDEBAKER DEALER 
PROVE IT TO YOU NOW! 
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Transtar’s Twin Traction option 
for /2-tonners pulls you through 
where others get stuck 


Don’t spin your wheels! Stude 
baker Transtars, first with Twin 
Traction, automatically gear 


your engine’s power to the 


"57 TRANSTAR '-TON PICKUP 


Handsome ‘Transtar 
available in 6 and # 


light-duty 


pickups 
foot modela, choice 


of Work Star 145 or 245 Sixes, Power Star 
259 V8 with up to 178 horsepower! Choice 


I'win ‘Traction 
extra cost 


of transmissions 
Cab, optional at alight 


ways better than the next best truck! 


Deluxe 
ux 


“grip” of each rear wheel—give 
you safer, surer ‘“go-ahead”’ off 
the road or on slippery streets 
why Stude 
baker’s 80 ‘Transtar models up 
to 19,000 Ibs. G.V.W. haul any 
payload faster, easier, more eco 
nomically than ever before! 


Another reason 


Or} 
a de 





(T " 
iStudebaker-Packard 


CORPORATION 


Where pride of Workmanship comes first! 














PROMOTION 








COLLECTING trophy for Witham 
of NARDA thanks 


s Appliances, Bakersfield, Calif., 
Fred Baver of Look Magazine 


Al Bernsohn, right, 


Adequate Wiring Meeting 


Chicago meeting draws 400 industry representa- 


tives, 
forums tell how to push it 


Lhe National Adequate Wiring 


Bureau [3th annual confer 


held at. the Sherman Hotel in 
Chicago eb | proved to be 
the largest to date vith over 401 


members of all trade groups pro 
moting adequate wiring present 


General chairman of the 1957 ses 


ion was L. I. Barrett of the Barrett 
Klectric Supply Ce n St. Louis 
Most empha i Vil on the 
Housepower program, and much 
of the Conference was devoted to 
it Presentation ranged from a 
builder telling hi Kperiences as a 


merchandiser of Hou power in his 
homes to a full-scale mock 
tration of a Housepower forum, a 
it should be presented to clectrical 


cle mon 


contractor group howing them 
how to sell Housepower n thei 
daily sales contact Ihe Arizona 


Story,” another Hou epower pre 
detailed the 
tions of technique which are get 


entation combina 
ting houses 
Phoenix, An 

The builde who sold Hous 
power was Leo N, Weiner presi 
dent of Franklin Builders Home 
In Wilmington, Del. He ha 


rewired ith ind iround 


en putting two 100-amp. circuit: 
in each of his $24- to $32-thousand 
hom in ord t meet the re 
qu t f ty econd hou buvel 
ind ft nect th i titive pre 

ure f extra Wein hard 
iitting talk sh 1 fut ls a 
well past su it na 

red tl import mad th 
tleabilit f ad q hit \ ! 
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spotlights Housepower program; 


speakers and 


Milton I. Allen, 
Philadel] 
rounded up the 
idvertising and 


Media Impact. 
ice pre ident for sales 
phia Electric Co., 
national promo 
tional programs for the conference 
national 
media of programs like Live Better 
Ilectrically and Housepower iH 
Hi. Watson, G-I. engineer i tall 
entitled, ““Where Do We Go From 
Hlere?”’, spoke of the 


codes coming up, the future need 


howing the impact in 


chang in 


in wiring, and the impact of uch 


ipphiance is air condition 
Awards were passed out at the 

onference, and a new contest fo 

electrical ontract VA in 


nounced. A Look n ine | 
iward wa iven to Wit 


formance 


ham’s Applian es, In Bakersfield 
Calit for ictiviti promoting 
better residential wiring in 195¢ 


Lhe award wa Ti epted for Wit 
ham’s by Al Bernsolhhin of NARDA 
Another Look award winn 
Carl ‘Tl’. Bremicker of the Northern 
State Powe | or Minneapoli 
Minn 

Better Tom md Garden 
magazine announced a new con 
test for electrical 


provide 


contractor vhich 
QOU in prize money ft 
contractors who present th best 
tori ot 
iles on which the wiring was com 
pleted after January 1, 19 Con 


ndividual Hlouscpows 


test opens April | li Jun 
Others appearing on the prograt 
cluded D. S. Kennedy, president 


Oklah 
vho made the keynote address. | 


oma (Goa ind lectric Co., 


kk}. Cannon, Cannon and Watson if f id 
Electric Co., Phoenix, Ariz.; Les Gi ts or Bri es 
Waggoner, Arizona Public Service Ihe United States Steel Corp 
Co.; and Leo Sherman. Salt River is repeating its “Operation Shower” 
Power Dist., Phoenix, presented for the third time this year. The 
Che Arizona Story.” Richard C, 1957 theme is “Shower the Brid 
Finn, Cambridge Electric Co., with Lifetime Gifts, Give Her Gift 
Cambridge, Mass., and James L of Steel.” 
Chapman, Detroit Edison Co., pre Consumer 
ented the miniature Housepower clude four television commercial 
forum. Oliver F’. Burnett, president June 5 and 19 over a network 
of both NECA and Kelso-Burnett, of 135 stations, a four-color spread 
Chicago electrical contractors and in Vogue's July id 


advertising will in 


brid i] issuc 


Ralph Brown, president, NAED local advertising during June in 
ind General Electric Supply Co ipproximately 1500 weekly 
Bridgeport Conn., both spoke of papers. 

their organizations’ roles in the Trade advertising in March 


future progress of th April, and May i 


notice of the promotion 


Adequate giving advan 
Wiring program 

A panel discussion of 
Wiring promotions for commercial 
ind institutional buildings took Ihe 
place on the second day of the con 


Adequat« newspaper, radio, and t ni 
ilso available upon requ 
“Shower” symbol 

brella ind logan 1 Cx] t 
reach the largest aud 





wash anything! 


HOTPOINT 


automatic washers 








FIRST AWARD in the household appliances classification at the 25th Annual Com- 
petition of Outdoor Advertising Art was this Hotpoint Co. outdoor poster adver- 
tising automatic washers. Hotpoint took first, second, and third prizes in the 
classification. Basis for judging was (1) the value of the idea to create sales or 
promote a cause and (2) effectiveness, excellence, and ingenuity of design, com- 
position, and technique 


iy 
«. 


dry anything! | 


HOTPOINT 


electric dryer 





SECOND HOTPOINT winner was this electric dryer offering. All three posters will 
appear as the “100 Best Posters of 1956” in the Poster Annual to be published 
by Outdoor Advertising, Inc 






refrigerator 


THIRD AWARD went to Hotpoint for this refrigerator poster. Awards of medals and 
citations will be made at a Chicago luncheon on April 30. Hotpoint’s agency is 


Maxon, Inc. The company is a heavy and consistent user of the medium 
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“CONVENIENCE TV” BY RCA VICTOR 
HELPS YOU BOOST SECOND-SET SALES 


They’re easy to carry... easy to sell! A full line of RCA Victor “Personal’”’ 
and Portable TV means faster turnover, more profit for you. 










ae.ie8 











e240 


_gceaesn* 











‘ Po 


Sell: to the housewife for the kitchen. The “Personal” 
est priced RCA Victor quality TV 


connection, Jf 


low- 
in history. With handle, antenna TV 


> 8q. in screen Ebony finish SPT7O1 $99 95. 
ey 9 
sag | 


ae 


bs 
. 
‘ 
t 


Sell: to the executive for his office. Deluxe-feature “Personal 
V-type antenna, tilt stand, “Hidden Panel" tuning. Red 
ivory or ebony 36 Sq. in * screen (SPT703). $12 


gray, 











2 





a eee 


ea 


eee eel 


2 se 
Sell: to Grandma for “her very own TV.” 108 sq. in.* RCA 
Victor Sportster portable TV. Antenna connection, handle at no extra 
cost. Convenient side tuning. In ebony (148705). Only $129.95. 


a) 


ae 





Sell: to the large family for a playroom. Two-tone Stylivt, 


108 sq. in.* screen. Famous RCA Silrerama aluminized picture tubs 


In 
black & gold, blue & gray, red & gray (148706). $134.95 





Ja" 
ea 


Sell: to the student away from home. stunning 108 sq. in.* 


Wayfarer. In red, gray, or 





Sell: to the just-marrieds for their apartment. 


big-screen 150 aq. in.* Ensign portable TV that 
garnet & gray, ebony & gold (148707 $149.95 


ivory, and two-tone combinations: blue & gray, 


s really easy to cat Ir 
i 


garnet & gold, garnet & gray, blue & gold, ebony & gold (178709). $169.95 


EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TV 


@ rer’ 
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Appliance Salespeople: 


iS 1957 THE YEAR YOU'LL MAKE 
THE CHANGE? 


How would you like to sell a 
new, exciting type of appliance 
one that has no competi 
tion, no price-cutting, no trade 
ne one that is doubling or 
more in salea each year om 
that offera you an extremely 
atiafying kind of business, with 


in exce ptional income pols ntial 


ranging anywhere from $48,000 
to $25,000 or more 

This product ia sold to the 
public through retail stores, Al 


though our company is just 


been rapid, thanks to the ever 
widening acceptance and recog 


nition of our product mar 
ket is non-restricted: men, 
women young and old —all 
ire ready prospects 

Look at our growth figures 


note the ten-fold increase in 


, 
volume in just four years. Note, 


the healthy signs of adver 


Loo 


tising and research support 


This is not small business any 


more by any standards our 


growth curve is atill on the rise 


even years old, the growth has in 1957 
COMPANY GROWTH 
PRODUCT 
GROSS SALES ADVERTISING RESEARCH 
1952 $ 1,649,134 $ 35,241 | 
1954 4,982,958 234,594 TO DATE 
1956 16,875,400 762,000 $270,497 
All figures are available for inspection. 
Where do you fit in? 
Many of our dealers in cities il d. We'd like to hear from 
ind towns throughout the coun uz, if you are interested, Please 
try have desirable openings for write, giving full particulars on 
ambitious sncere saleamen and HDusine ind person il bac h 
vyormen who want to make a ground, to Mr. R. Kk. Donegan, 
change who want to get Adamaville, Pa 


iS THIS YOUR YEAR? 





(rm mr cr we ee ee ee ee ee ee oe 


Webb Manufacturing Co 
9160 MH. 4th St, Phila. 33, Pa 


Ww 


When you del r tl new televisio 
i real thrill for any family 
them you agi b lelivering it care 
! talling it expert nd they 
our customers for life. One sure w 
mak the right impression is to 
our delivern i" Webb Wrapal 
l pro t t i the appli 

omet nm ork ind oul 

) m led ne 

W W ‘ made of 
i KI | idd i 
fla l | itl la lo ul 


ae ~WRAPABOU 


For Radio, HiFi, 
and Air Conditioners 


For ma af 5 use Sling 








n set, 
Show 
fully 
ll be 
iy to 
make 
OUTS 
ince, 


rep 


TS 


abouts 


Masonic Award 








FRED MAYTAG Il, second from left, is among those honored for “Distinguished 
Achievement” by Philadelphia’s Golden Slipper Square club, a Masonic organization. 
Maytag is receiving congratulations from Dr. Kenneth Wells, president of Freedoms 


Foundation, Valley Forge, Pa., 
the Philadelphia organization, right 


W. A. Sheaffer Pen Co., also honored 


Eureka Ad Spree 


M HjOr 


five national 


advertising insertion in 


Wd gaZilye durng th 


pring selling season will supp 
nitial marketing | two rh 
lwureka icuum in model 
Advertising i been hedule 
1 Saturday I:vening Post, Lif 


(;ood Hou ekeeping Ladi Hom 


Journal and MacLean lirst ad 
vill ippea 1 fo 1 i th 
March 1] of Life and th 
March 16 issue of Saturday I-venin 


roto-mat thi mpan 


inister lear featuring a 
Id anodized aluminum top, and 
+} 


he new kEureka automatic, an 
upright clean the featured 
unit 

Magazine pace vill b up 
jemented by a ste pped-up pro 
ram of local new pape idvertisi 
m major market \ds are plann 

1 dail vith mill 1 
yned circulati | 


ohi “Congress” 
Phi lu 1 Lh Il Imp 


APRIL 1957 


third from left, and Richard | 
At left 


Rubin, president of 


is Walter A. Sheaffer II, president of 


mincant I I held n 
this industrn 
Lhe principal 


Llousing 
Administrator 


Cole 


pe iKCI 


Albert M 


yunted out the impaign’ dual 
venefit “‘to the pe ple is individ 
ials and to th nomy rept 

enting the wh 1 ud, “The 
I tant thin itished 
ustom With th nm mind 
h | ( if t 1 1957 t 
mngin ind bett ig the face of 
\ It 1 memorable 


Kitchen Push 


Repub] ster ( ) Ha in 
kwunced a factory-to-hicld program 
for training Republi Steel Kitchens 
Th 


im is designed 


ilesmen prog! 
t icquaint ile train with 
letail involved in the manu 
ture and distribution of steel 
tchen ca et 
l'rainee tart 


pondent 
de partm nt 


en the opportunit t 


rt 
t posts in t ii ind 
| ci ypment irtment 
1] : 
id n nnall ne! t t 
) ( th ; ; 
r th l 
1 
The n ! ! 
1 
l i l iat I} iif 
+ f f it 
I 
f 
1 1 
J a 
TR KL MERCHAN 








There's a big difference in Automatic Cooking Appliances! 






TARBERWARE 


pre-sold for you! 


Stor 
k UP now “nd tak : 


the POWerfy} ady; tap re of 


YCar-py 
that CUNT py 
. Ss Cre | OMoty 
inf WN the Treat me 
1 est 
iThery ire hiss deman, ! 
Ae ory Big 


My, itic on: il 


ou! 





FAMOUS STAINLESS STEEL ELECTRIC FRY PAN. STAINLESS STEEL UTILITY COOKER & DOUBLE STAINLESS STEEL 3 QT. ELECTRIC SAUCEPAN STAINLESS STEEL DUTCH OVEN 


versatile, auto 
Gleaming ‘‘chafing dish’ be auty 1042” pan BOILER — for perfect, full-flavor cooking. Auto automatically cooks frozen foods, sauces, stews matic. Waterless cooker, roaster, stewer, french 
$19.95; 12” pan $23 95 less plug). Matching matic double boiler, saucepan, deep fryer and Fine for deep frying, waterless cooking, brais fryer, braiser, etc, Use as chafing dish or cas 
stainless steel covers sligh tly extra. stewer. Complete with cover $23.95 (less plug) ing, etc. Complete with cover $18.95 (less plug) serole, Complete with cover $27.95 (less plug) 


Interchangeable “Perfect Heat” Control —$7 


Buy it for one use it for all! The original interchangeable thermostat 


Only Farberware is 


Stainless Steel... 


slug that makes all cooking fully automatic—with just the right heat 
| 4 8 y J £ 


for perlect results every time! Once ou owl al barberware 
) ) y 


Automatic Cooking Apphance with the interchangeable 


Perfect Heat control, you save $7.50 whenever you 


buy additional Farberware Completely immersible 






cooking appliances, See the 


Completely Immersible... 
and has Perfect Heat Control! 


complet Farberware line at 


your dealer's today. 


handle and all! 


FARBERWARE 


EXCLUSIVELY STAINLESS STEEL 


For descriptive literature write Dept. L6. S. W. FARBER, Inc., New York 54, N. ¥. * Makers of Stainless Steel Cookware with that wonderful thick aluminum-clad bottom 
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Driving Home The Message 


better ‘ooh ar 
ns 


THIS BRIGHT YELLOW Cummins toolmobile, which contains a complete line of 
Cummins power tools, also serves as a traveling billboard 
Volkswagon toolmobile is outfitted to display and demonstrate the tools. It is 








The interior of the 


being used to assist jobbers in demonstrating to dealers 





Sell a Dream 


of electrical living for whole neighborhoods 


is the advice of Westinghouse’s Sargent to utilities; sell 


features, not price, is his word to dealers 


\ dream of full electrical hi 
hould be old to the 
Am in public to promote the 
modermization of “whole neighbor 
hoods.” ‘This idea was presented 
to electric power companies by 
Richard J. Sargent, general man 


ger of marketing and distribution 
of the consumer products division 
of Westinghouse Electric Corp 
Sargent thus launched National 
llectrical Week in the Pittsburgh 
rea when he spoke before a lunch 
of 700 members of the Electric 
League of Western Pennsylvania. 

‘Back up the idea with adver 
tising, pull all the forces of the 
ommunity into it, help work up 
plans for community 
tion,” he urged 

“At this moment,” he said, “the 
electrical industry is particularly 
well-equipped to spearhead such a 
project. A great new idea has come 
onto the American scene—built-in 
lectrical appliances.” But, he cau 
tioned, these “require a whole new 
electrical set up.” 

Sales ‘Techniques. 


moderniza 


Sargent also 
lashed into sales techniques 
the appliance industry ‘All the 
eem to talk about is price, price 
price,” he said, speaking of retailer 

They make no effort to cash in 
n the millions invested in research 
engineering, and advertising.” 
lhe automobile industry, on the 
he reported, glorifies and 
products, thus cap 


within 


ntrary 

wnorize its 
turing an increased percentage of 
tl dollar 
noted that 


! omsumel 


Sareent when the 
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first automatic washer went on the 
market in 1938, it sold for around 
$400, though homemakers could 
buy an old-fashioned electric wash 
ing machine for as little as $59. He 
said the industry made no effort to 
compete with the low-cost washer, 
but set out to show how good the 
automatic washer was 

“We made no bones about the 
fact that it was worth every nickel 
of the $400 we asked for it,” he 
said. “What happened? Millions 
of them have sold! We have dem 
onstrated that we know how to sell 
American women what they ought 
to have. And we can do it again.” 

Shock Troops. Sargent recom 
mended putting out “shock troops 

sales women inspired with the 
whole idea, trained to appraise the 
needs and possibilities of a house, 
skilled enough in the electrical an 
gles of the job” to sell home own- 
ers “on what they could do with 
their homes and how modern elec- 
trical equipment could be the key 
to it all.” 

“All this,” he added “could be 
within the framework of the House 
power campaign, backed by the 
utility industry and the electrical 
manufacturing industries.” 


Salesman of 1956 


Lloyd Levitt of Walker Furni 
ture & Appliance Center, High 
land Falls, N. Y., came out on top 
in the Ladies Home Journal-Na 
tional Appliance & Radio-TV Deal 





ers Assn. “1956 Creative Salesman 
of the Year’ contest. 

Levitt was awarded $500 and a 
silver plaque by George J. Birgy, 
the Journal’s appliance merchan 
dising manager at NARDA’s an 
nual banquet. The contest was de- 
signed to find the salesman with 
the best creative selling idea of the 
vCal 

Four prizes of $125 each and 
bronze plaques were given to sales- 
men submitting the best selling 
ideas designed to move four prod 
uct groups: N. H. Standridge, 
Casey & O’Brien, Madison, Wisc. 
(complete kitchens); Warren L. 
Snyder, Zimmerman’s Service, Inc., 
Elkhart, Ind. (radio and TV); Mel- 
vin Ross, Griffiths, Inc., Albuquer 
que, N. Mex. (housewares); and 
Edwin G. Corwin, Corwin Ap 
pliances, Urbana, Ohio (major ap 
pliances 

Judges in the competition were 
editors of leading trade publica 
including Laurence Wray 
editor of Evecrricar MERCHAN 
DISING 


ions, 


Timely Booklet 


General Electric Co.’s ‘Velechron 
division has issued a booklet outlin 
ing retail-tested selling ideas for 
Telechron electric clocks The 
booklet, available to distributors 
ind dealers, is divided into seven 
ections: a calendar of selling oppo 
tunities, basic stock and inventory 
visual 

fixtures 
idvertising 


control, personal selling ideas, 
merchandising display 
newspaper-radio- 1'V 
ind promotional ideas 
An outstanding feature of the 
booklet, entitled “Selling Ideas,” is 
1 calendar breaking down yearly 
( low k Q iles by 
sold each month, by 
tail sales 


electric percentage 
type of re 


outlet, and by region 


“Name the Guard” 





THIS MILITARY GUARD is the symbol 
of Hamilton- Beach's five-year guaran 
tee on its complete line of housewares 
and cooking appliances. The company 
is sponsoring a $10,000 “Name the 
Guard” contest open only to retailers 
and sales people of Hamilton-Beach 
products. Contest entry blanks will ap- 
pear in trade magazine ads. 
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Promotion Briefs 





@ Ray-O-Vac Co. has in progress 
1 $1-million advertising, merchan 
dising promotion. In addition to 
its fall-winter spot advertising on 
over 150 radio-I'V stations, th« 
company will continue its network 
activities. 


¢ Olympic Radio & Television is 
launching the heaviest spring ad 
vertising campaign in its 22-year 
history. The accelerated 1957 cam 
paign will use both trade and con 
sumer publication: 


eA new premium offer has been 
innounced by Motorola. Distrib 
utors are being urged to package 
1 combination consisting of Lazy 
Susan tray and electric carafe and 
casserole warmer in each mix of 
six table radios. 


e February was “Perfect Compan 
ion” promotion month for Domin 
ion appliance distributors and 
dealers. Dealers featured tie-in sales 
of the new Dominion coffee maker 
ind immersible fry-skillet as per- 
fect companions for any dining 
room table 


e Westinghouse spent over half 
a million dollars for three weeks 
of advertising and promotion to 
highlight the new 1957 “Broad 
Band” TV line 

e Shick, Inc., will continue its 
“Buy His—Get Hers Free!” offer 
through March 21. Since February 
7, the company has been offering 
a free Lady Schick Electric Shaver 
with the sale of each Schick “25.” 


e Black & Decker is set for a series 
of spring sawdust parties. Featuring 
the company’s redesigned line of 
portable electric saws and a crew 
of men who know how to cut 
wood, the demonstration can be 
wranged for distributors and 
dealers 


e Kelvinator announces a new “All 
American Freezer Food Plan” 
aimed at boosting the company’s 
home freezer sales. The program 
provides a variety of sales tools 
ind was initiated because “national 
surveys have shown that more 
than half of all home freezer sales 
are made by retailers using food 
plan programs.” 


e A year-long sales-incentive pro 
gram for Carrier Corp. dealers 
and distributors will be climaxed 
with an ll-day Caribbean cruise 
and a 6-day Mexico City holiday 
in January and February of next 
yeal 


e Ross A. Sams, district manager, 
and Joseph S. Prewitt, territory 
manager, have been named top 
salesmen for 1956 in the “Top 
len” sales contest conducted by 
the Tappan Stove Co 
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Ste oe Aig 


Month after month, the really BIG news comes from 
Frigidaire. Styling — Color ~ Merchandising — 

Bargains — you can count on Frigidaire. 

This month’s headline news is the Sheer Look 

Color Carnival of Values—the greatest spring selling 
drive even Frigidaire has ever launched. 

Never before have so many fresh, exciting, action-making 
sales ideas been wrapped up in one promotion. 

And the timing is perfect. Right at the height of the big 
selling season, 27 million families will see striking, 
full-color advertising in national magazines that launches 
the Color Carnival in high. They'll read about — 


Sensa tiong 
Cept tha ni 


las « 
1 , Snow 
n the dustry Owballeg 


! She 


Styl; 
| Yling the 


> New 

Into the N W design ens 
. No, “a 
Clamorgy, ashion news 


Color . Sheer 


Look Colors ~ 


Fash; 

sh . 
NOn-firs Ch 
lat Loe me arco 


ith ang en} 


turn “ti . 1anc 


} 
8 new Col 
Tr a or 


Neng ;j le 
into show ple quick, 
~ eS with 
le 


NCC-in.g Jig, ,, 
~ R 7 a lifeting 


_AS FRIGIDAIRE 


Frigidaire Division of General Motors 


Refrigerators * Electric Ranges * Washers and Dryers 
Food Freezers * Dishwashers * Disposers 

Water Heaters * Built-in Wall Ovens 

Cooking Tops and Fold-Back Surface Units 

Room and Central Air Conditioners 

Dehumidifiers * Oil- and Gas-fired Furnaces 
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ONLY COMPLETE LINE 
OF HOME SLICING MACHINES 
IN THE WORLD! 


ONLY General offers 


Hand-Operated Slicing! 
Electric Slicing! 
Smooth or serrated Stainless Knife! 


New decorated slicers on Sparkling 
White Porcename!l! 


GENERAL 


Z > =- 


Sticing Machine 





as 


Slices cheese, meat (hot or 
cold), bread vegetable and 
other hard-to-slice food 
Gravity teed, scientific 
right-hand” feed uction 


cups, 64%” Serrated Staink Knife in Gleaming 
Lifetime Chrom 


MODEL 150 bed 


Compact, economical, efficient slicer with 64%” blade, grav 
ity feed, pedestal legs stand securely on suction cups. In 


Gleaming Lifetime Chrome $4995 
YOU CAN HAVE A SLICING MACHINE CENTER 


Become the center for slicing machines in your com- 
munity with a complete line of General Slicers 


.backed by the greatest advertising 
campaign ever put behind home slicing machines. 


From $1295 to $9950 


PS. The General Merry Grinder is one of the fastest sellers in our 
line ard ill, or wire will bring you complete information 


GENERAL SLICING MACHINE CO., Inc. 


WALDEN cCsnctim) NEW VORK 
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LBE Circus 


Another General Electric Co 
contribution to the Live Better 
Electrically program is currently 
barnstorming the country. A trav 
cling circus-type caravan put in its 
kick-off appearance at a Philadel- 
phia Home Show last month and 


Eye-Catching 


I now tourmg the country for 
ten months of visits to home and 
flower hows, tat ind count 
fairs, et 

I} iavan nsist we 

re trailer truck vith one fea 
turing a complete electri kitchen 
Keach ne of the four truck i 

f i t t I raudily 





FRIGIDA:RE’S sheer look gets a beaut! 
ful plug on Jack Bailey’s NBC-TV day 
time show ‘Queen for a Day.” The unit 


Spring Tonic 
is flanked by models Kathy Cook and 
An RCA \ tol Mu it and Marilyn Burtis 


entertainment Show,” featuring 

lor tele m, black-and-white 

I'V, portable idios and “Vic 
trola A highlight a special Ti hy 

pring deal promotion No Ig t Money 

1} in integrated display and Ample financing is a t 
id tisin program designed ti ipphian dealers in th urrent 
timulate store sales during sprin tight mon irket ling ft 
ind ummet I he promotior Jam I. Brown ice pl yt 
material will com n two packag B-W A eptan Co 
Ihe first includes idea sketches for iry of Borg-Warner ¢ 
idvertising layouts. illustrations of Che retailer must be alert to tal 
properti¢ ind display suggestion idvantage of manufacturer lit 
ind sketch for both window and lan is well as bank in thie 
interior Ih ther half is com institution Brown said 
prised of display propertic designed Brown added that B-W AC 
for u in fou tore feature win vhich finan distribut 
lO t th th materials fo deal f Norge and York hom 
nt I aispla ipp] in hi ncreased if 

hnancin tot Dusine n | | 
nillion in | to Un in 
: 195¢ 
3-Star Special rh e'll boost 
till further te 

Dom n Electric Corp., Man million.” he added 
{ 1 Ohi oltering a special B-W AC units total 1¢ 
mbination a hie: package te 

timutat il luring the lo 
months of M 1 and Apmnil 

lermed th Star Packas 
Spe ial, th nbination imclude 
three Dominion-Imperial appli 
in in automatic toaster, a stean 
ind di iron, and an automati 
fry-skillet. ‘The total retail value of 
the package 1 »>f but durimeg 
the promotion it will ve offered for 

1.95. Each appliance is indi 

idually pach d so that the dealer 

in sell each item separately for 
SY VY 

Helpful newspaper ad mats on 


the promotion are available free for 


dealer u 


Magic Pencil 
Mitchell Manufacturing Co. ha 


innounced a nev patented Re 
‘ , ne ( ine Ce 1] 
lential Load Calculator’ contained REDBOOK magazine recently formally 





} opened this modern multi-unit kitcher 
ie h ill i pe nel 
m7 : aie with the dual purpose of testing recipes 
if m ton pencil and ioad ri ' 1 
: and appliance Ihe kitchen is really 
ulator 1 to be d Miihpt two kitchens. one all gas the other ali 
t accurate aid for making a quick electric. A number of manufacturers 
timate fr th proper size al re represented and both built-ir nd 
hitionimn init 1 quired free-standing units are included 
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Get with Olympic for ’57 


sell the BIG 3° WAY orc line! 


3-way fun all in one! 


sl TELEVISION 


t 





iu HI-FI RADIO. 
& 


| | a 
q \ L J 


YOUR TOP-PROFIT LINE! Only Olympic offers you 68 combina 
4 PHONOGRAPH tions — the biggest 3-way line in the industry — with every model priced to sell 


a {yi uu 1} profitably! 
| 
Yz- wa I HIGH-FASHION STYLING! on): Olympic helps you sell with a 


complete, deluxe line custom-styled for your area — with magnificent modern, tradi 


tional, provincial and Chinese decorator-designed cabinets that fit every room setting 
TOP QUALITY, PROVEN VALUES! 0n)y Olympic assures 


3-WAY COMBINATIONS FROM $299.95 you so much luxury quality, consumer-tested value, service-free performance — at 


prices that guarantee you more customer action at top profits 


...all 3 for the price of TV alone! 


‘siecacobcehadaimeeinaie as. for top profits, 


AS ADVERTISED IN LIFE 3 
* HOUSE BEAUTIFUL © ESQUIRE .- 
© NEW YORKER * EBONY - 






)) line up with 


* NEW YORK TIMES MAGAZINE 













Your Olympic distributor will 
give you the complete, exciting 


PROFIT 
LINE 
STORY 


Call him today! 





CONSOLE TV CLOCK RADIO Hi-Fi AM/FM RADIO-PHONOGRAPH OLYMPIC-OPTA 


Complete selection of Portables, Table Radios, Clock Radios, 14 Packaged Hi-Fi Imported Hi-Fi Radios and 


Table models and Consoles Transistor Portables Profit-Makers Radio-Phonographs 

















World's leader in combinations - TV - Radio « Hi-Fi - Air Conditioners - Olympic Radio & Television, 34-49 38th Avenue, Long Island City 1, N.Y. 
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Kitchen on the Move 





PEOPLE 





COOK BETTER 





WHAT A UTILITY CAN DO to spark interest in kitchen equipment is illustrated by 
this Potomac Edison System “traveling display room.” Inside the bus, which travels 
to rural communities, are two built-in ovens, a drop-in cooking unit, a fold-back 
cooking unit, a 30-inch and 40-inch range, two refrigerators, a freezer, a washer, 
and a dryer 


The Job Picture 


A comprehen ive 


ahionwide 


urvey On manpower in the iles 
marketing-di tribution fields reveal 
ome imteresting tact loremost 
mong the findin of the surve 


onducted by National Sales Exe 
utives were these fact 


American imndusti ecking 
ver 400,000 salesmen to market 
ods and service 

ixperienced men r 45 year 
of age will find that percent of 
the job opportunit vill not be 


pen to them 


Starting salaries are as high as 

0) per month for new personnel 

Average monthly earnings of 
th top third of ile forces ha 
reached a high as $1500 per 
month 

American industry is wasting 


valuable manpowe! by not utilizing 
the older, experienced men seeking 
jobs 

Included in the survey is a cross 
ection of manpower need 
benefit 


poli ics, educ ition il ‘ xp riecnce rt 


ware 


cales, pay plans hiring 
quirements, and expense allowances 


in the sales-marketing-distribution 
profession. Findings are based on 
written answers to a survey of 26 


100 NSE members in all 48 states 


Brand Names Week 


Brand Names Week will run 
April 28 through May 4 


this year 


from 


Judging from present indications 
th Brand Name loundation 


tat mor than U.UUU0 mer 
chants will promote the Week 
hifteen major national media have 
tied-in with the plan Local media 
ire also cooperating more widely 


than in previou ca 
A Brand Names Week National 
lie-In Kit ha been mailed t 
interested group 
Climax of the 


Week will be 
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the Brand Name Ketailer-of-the 
Year iwards to be presented at 
New York Cit Waldorf-Astoria 
Hlotel May 


“Go All the Way” 


Go All the Way” i 


a fouranonth dealer 


the theme 
incentive 
rogram that has been launched 
Whirlpool-Seeger Corp. ‘The 
ram is designed to increase the 
number of dealers featuring the 
full = Linn of RCA Whirlpool 
ipphance 
Dealers are credited by distribu 
to for unit purchase of laundry 
ippliances, refrigerators, 
ind range on a 
basis ach 
tailored by the 


fre CZCI 
sliding ( ile 
program has been 


individual distribu 


tor to meet his respective market 
need 
Incentives range from merchan 


cise awards to ple isure trip 


Top Winner 








STAR SALESMAN Richard Biggs, center, 
of Leonard’s Airport Village, Frigidaire 
dealer in Culver City, Calif., is con 
gratulated by Frigidaire’s general man 
ager Herman F. Lehman, left, and gen 
eral sales manager C. H. Menge. Biggs 
was top winner in the company’s recent 


best seller’ contest 


Royce Retires 


The retirement of W. A. Royce, 
secretary-treasurer of Speed Queen 
division of McGraw-Edison has 
been announced. Royce has been 
with Speed Queen since 1940. 
He was formerly with Ebasco 
Services, Inc., and American and 
Foreign Power. 


Named to ACTION 


Robert F. Foeller has been 
named technical manager of the 
American Council to Improve Our 
Neighborhoods, the national citizen 
organization for slum elimination 
ind neighborhood rehabilitation 

Foeller comes to ACTION from 
l'oledo, Ohio, where he was direc 
tor of the city-county plan com 
Prior to that, he was 
head city planner of Detroit, Mich., 
ind for ten vears with 


Hiission 


before wa 
consultant firm 
Foeller will advise on 


i planning 
urban 
planning and development matters 
for ACTION’s education and field 
ervice programs and will assist in 
the preparation of resource materi 

ils for local group 


Moon Leaves Joske’s 


lhe retirement of Evan Moon 


ipphance merchandise manager of 
Joske department store, San 
Antonio, ‘Texa has been an- 


nounced 

l’ortune magazine, in an article 
on Joske’s, credited Moon with 
elling appliances at the rate of 
>3.5 million a year. He has been 
called the outstanding Frigidaire 
dealer in the country 

In 1952, he engaged in a gas 
range competition with Price's, 
Inc., Norfolk, Va., and led Joske’s 
to victory by selling 1800 ranges 
in six weeks. 

The influx of Army people and 
fresh money from the war made 
San Antonio market. It 
previously had been one of the 
most unsaturated areas in the 


a good 


country 


L.K. Baxter, 62 


L.. K. Baxter, 62, general service 
manager of the Westinghouse Elec 
tric Appliance Divisions, died un 
expectedly at his Sunday 
morning, February 3, of a heart 
ittack. Called by many the dean of 
the appliance service industry, Mr 
Baxter was with Kelvinator, Holmes 
ind Servel before joining Westing 
In 1929, he came to West 
inghouse as service manager of the 
refrigeration department and in 
appointed general ser 


home 


house 


1933 he wa 


ice Manage 
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O’Brien Retires 








ENDING A QUARTER CENTURY of serv- 
ice with Toastmaster, now a division of 
the McGraw-Edison Co., W. E. O’Brien 
resigned on March 15 as the division's 


vice president. O’Brien, who is cur- 
rently vice president of the National 
Housewares Mfrs. Assn., plans to go 
into semi-retirement. 


A. P. McNamee, 62 


Albert P McNamee, 62, 
McCall's manager of sales develop- 
ment, passed away January 23 in 
White Plains, N. Y. McNamec 
had been ill for the past few 
months. 

A member of McCall's advertis 
ing sales staff since 1927, McNamee 
was well known in the home appli- 
ince field. He served for many 
years as the magazine’s manager 
of home appliance marketing and 
last year was named director of 
McCall’s Use-Tested Tag program. 

McNamee also acted as market- 
ing consultant to the appliance 
industry 


For Sales 





ROBERT P. KELLEY has been appointed 
vice president of sales for Tuttle & Kift, 
Inc., a subsidiary of Ferro Corp. Kelly 
has worked for Westinghouse, General 
Mills, and more recently as vice presi- 
dent of the appliance division of Motor 
Power Equipment Co., a St. Paul dis- 
tributor. 


MERCHANDISING 


The exclusive. 


unequaled in every detail 


The woman who appreciates gracious living 
who wants the best in her kitchen quickly senses 
the superiority of a years-ahead Caloric Ultramatic 
gas range 

For Caloric 1s best not only in beauty, but in out- 
standing cooking features that make meal-preparation 
a pleasure; leave more time to enjoy modern living 
Ihe Caloric Ultramatic opens your doors to an ever- 


increasing number of customers who want the finest! 


CALORIC’S ADVANCED FEATURES 

include the ROTO-RAY BARBEQUER that makes 
the fun of a barbecue available all year round 
AUTOMATIC OVEN TIMER lets 
housewife have a complete meal prepared on time, 
even when she’s away all day 

INDIRECT FLUORESCENT LIGHTING itn any 


of four sparkling color ‘sets off 


} 


today’s busy 


kitchen beauty! 
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And ever important to women who take pride in the 
appearance of their kitchens 
ica’s easiest range to keep clean.” 


NEW VALUE-PACKED SERIES 


A brand-new companion line.. 


Caloric is “Amer- 


Caloric’s “Two’ 
Series gas ranges 
beauty that Caloric’s name represents to the public 
and the trade. Six models are available: 36” Deluxe, 
3)” Deluxe, 20” Deluxe, 36” Standard, 30” Standard, 
and 20” Standard 

Now, with one brand 


with the same basic quality and 


Caloric—you can offer a 
range for every homemaker, a range with the fea- 
tures she wants and needs, at a price she can afford 
Give your customers the complete choice they de 
serve the choice that only CALORIC offers! 


CALORIC APPLIANCE CORP., TOPTON, PA. 
RANGES - DRYERS - BUILT-INS - DISPOSERS 


1957 


ULTRAMATIC 














THERMO-SET—a “must” for modern homemakers 
Caloric’s thermostatically-controlled top burner ends “cau 


tion or calamity” cooking. The THERMO-SET sensing 


clement keeps food at the exact temperature set-—makes 
every pot and pan “automatic™! 
Se SS ES GD GD GRD GD GED ED OD GED ED GD GD OD ED CD GD GD 4 
i ¢ ALORIC APPLIANCE CORPORATION | 
| DEPARTMENT EM, TOPTON, PENNA | 
| Please send me more information on the expanded = | 
{ selection of Caloric gas range | 
| Name 
| 
j Address | 
| 
4 City Jom State " 
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WIRE 


identification 
is so very 





(only 


CORNISH makes it 


jacket S. 





tions plainly, right 


IN YOUR STOCK 
and 


ON THE JOB 


easy 


on 


Available in Rubber, Neoprene and Plastic 


in COLORS to Rugged 


that stand up best where the going i 


harmonize 


“MADE BY ENGINEERS FOR 


products 
ROUGH! 


Can you tell 16/2 SJ, 
18/3 SJ and 18/3 SJO apart? 


OO5 tne h diffe rence) 


NOW YOU CAN! 


fe yr 


you by printing the specifica- 


the 


Saves time... confusion... . costly mistakes 


CORDS ana CORD SETS 


ENGINEER S” 


CORNISH WIRE COMPANY, INC. 


50 Church Street 


Branches in 15 Leading Cities 


Creators and Manufacturers of 


CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 
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New York 7, N. Y. 





Vining Leaves 


A. D. Vining, vice-president in 
harge of sales for White Products 
Corp., Middleville, Mich., has re 
signed 

Vining was appointed sales man 
ger Of White Products in 1948 
ind since then has held the titles 
of general sale manager, vice 


president and general manager, and 


presiden in charge ) 


To Rep Firm 


Miss Bernice Goodman, form 
of the upright hom« 
ezer division of Jordan Refrigera 


tre 
tor Co., a division of U. S. Air 
( 
to 


iles manager 


onditioning Corp., has resigned 
join Enoch-Roossin & Associ 

if Los Angele 
Miss Goodman will become sales 
promotion manager for the manu 


facturers’ representative firm 


Davis Quits 


Harry B. Davis, vice 
ind general sales manager of Casco 
Products Corp., has resigned. Davi 
ilso a director of the corpo! imion 


ha been associated vith Cascc 


pre ident 


for nine years during which he 
erved in various sales management 
ipa iti 

He h iled his future 
plan 


Stoup Changes 


Charles L. Ste Ip, formerly wit! 
the American Kitchen Cabinet and 
Cro I divi ons of A) 0 Manu 


facturing Ce ind with ‘Tracy 
Kitchen division of Edgewater Stee! 
has become field sales manager 
ot AMP In 

Stoup was with Avco for 19 year 


ind more recently with ‘Trac 
vhich he left to assume his present 
position AMP manufactures solder 


le lectric terminal 


Government Post 


\ former Westinghouse execu 
tive became an assistant Postmaste 
General of the United States last 


month 


John M. McKibbin will handle 
he working end of the department 
ha of its Bureau of Opera- 
t vhich handles paperwork and 
xiministration, such as regulations, 

mit et 

McKibbin ae 1 native of 


Pittsburgh and ha pent his entire 
er with W In 1949, 


he became the vice presi 


tinghouse 
ympany’ 
lent and general manager of con 

ner product H left Westing 


' 
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Kniss Resigns 


Victor D. Kniss, president of th 
We tinghou e Electric Su] ply ( 
ince early in 1955, has announced 
his resignation in order “to pursue 
other fields of busine ictivity 

Both Kni and Westinghouse 
tate that the resignation wa n 
tirely voluntat No su sor ha 


} " | 
1 CHoOosé 


C. E. Swartzbaugh, Jr. 


Charles k.. Swartzbau Jr _ 
pr ident of the Swartzbaugh Mfg 
Co., passed on of a heart attack 
January 26 at Palm Desert, Calif 
Swartzbaugh had been in semi-re 
tirement since 1954 
tions of the company found in 
loledo, Ohio, by hi fathe in 
1897 were moved to Murfreesboro 
Tenn 

In 1937, Sw 


vhen opera 


irtzbaugh received 
the Manufacture Medal and the 
James H. McGraw Medal from the 
National Electrical Mfrs. Assn. Hi 
ictivities in thi 


lished under the program of the 


field were accom 


busine development ommiuttec 
of NEMA, of hich he was chau 
man, After serving as vice-president 
ind a member of the board of 


mtrol of the association, lh 


elected its national president in 
1939 

In 1949, he wa elected | ( it 
of the lectrical Mfrs. Clul 


Patten Retires 
Rear Admiral Stanley IF’. Patten 


USN (Ret retiring as vice 

president and treasurer t Allen 

B. Du Mont Laboratories, In 
Admiral Patten plans ft ike 


his home in California atter n 
Cal with Du Mont and _ thirty 
yf N Vict 


Named to the Mart 


Robert H. Mareneck ha 
named a leasing executi or the 
American Furniture Mart ¢ ) 
Mareneck ha been for ) t 
three years a Chi ( 
tive on K¢ iccounts f I P 
(orp 

Pri to hi thre ith 
Phileo, Mareneck was vice pre nt 
in charge of sales for the | ted 


Stat \ppliance Corp. 


Sales Award 


Don G. Mitchell, S nia | 
t Products, In president id 
ird chairman, t ent re i\ | 
er trophy naming him “Distin- 
uished Salesman of the Yea | 
iv resented b e Sa 
Ix tive C] f New Y¥ 
al ? tand ré 
| Nv 
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Model A402 

“Sea Shore” 

with Dial-Tenna and 
Zenith's powerful long 
distance AM chassis 


Model A504 
“Sun Valley” 
with Dial-Tenna 
Zenith s most powerful 
model in a portable 


this size 





Medel A400 
“Holiday'”* 





155 100% INCREASED 





-———- 


NEW ZENITH WAY 


| OLD WAY->: 
l 2 











BATTERY LIFE 


iIN@W long life batteries in 
Zenith portables increase bat 
tery life 100%, last twice as long 
require less frequent battery 
chanye 

Cost of operation is reduced 
10% with new longer life bat 


teries 








ECTR A MER 


Announeing...the only thing NEW in PORTABLE RADIOS 
SENSATIONAL 


TN 



















PORTABLES 


Just a turn of this special 
antenna dial rotates this 


super-sensitive antenna 
hidden inside the set... 


No need to twist and turn the set or 





fiddle with a wobbly handle in search of 
clearer reception. Just turn the dial 
keep the set facing you for the utmost 
in radio enjoyment! 


DIAL-TENNA— 
THE GREATEST DEMONSTRATION FEATURE 
IN PORTABLE RADIO TODAY ! 


8 COLORFUL 
MODELS TO SELL 
IN 3 STYLES... 


Suggested retail 
prices as low as 


399% 


*Less Batterie 


EXTRA ZENITH QUALITY 
and CONVENIENCE FEATURES 


« Non-Breakable Cases ¢« Tone-Powered 
for the Out-of-Doors . Super-Sensitive 
Wavemagnet® Antenna ¢ Alnico 5 Speaker 
for Fuller, Richer Tone ¢ Push-Button Panel 
for Easy Battery Change (Model A402, A504) 
¢ Precision Vernier Tuning (Model A402, 
A504) ¢ Convenient Dial Scale Light 


(Model A504) e¢ Big, Easy-to-Read Dial 

Scale (Model A402, A504) ¢ AC, DC or 

Battery Operation . 

Newest Colors 

INVEST FOR PROFIT WITH A PHONE CALL 
TO YOUR DISTRIBUTOR—NOW! 


- Ga hb@' 


Brilliant Styling, 


OW ol= me 5 fa) Slo h AST a). FYeaaclics 












“Zenith’s 
EXTRA FEATURES 
help you get away 

from profitless 
‘price tag’ selling” 


says: L. € Truesdell 


Vice-President, Director of Sales 


“The extra features in the all 
new 1957 Zenith portables are 
proof that a 38 year policy of 
specialization in radionics gives 
you something to sell besides a 
“price tag 

Look at the easy-to-dem 
onstrate Zenith developed 
“‘DIAL-TENNA!' Look at the 
100% increased battery life and 
the many other Zenith features 
that give you more to sell! 

And don't forget the sales 
sensation of the industry—the 
? transistor Royal ‘500’ Pocket 
Radio that performs where 
others fail al 
thing to sell besides a price 
tay 


Rives you some 


Zenith Royal “S00” 
7 transistor pocket radio — 
sales sensation of the industry — 
proves that extra performance 


means extra sales ! 


@ 7 transistors (not just 4 or 5) 
for greater tone, volume, sen- 
Sitivity 


@Up to 400 hours battery life 
with new mercury batteries 


@ More undistorted power out- 
put for full tone outdoors 


@ Precision Vernier tuning 


@ Performs in trains, planes, 
boats, cars 


the greatest gift 


and graduation present 


of the mn all! 





In every product the quality 


goes in before the name goes on 


ZENITH RADIO CORPORATION 
6001 W. Dickens + Chicago 39 





Backed by 38 years of leadership in 
vadionics exclusively, Also makers 


of fine Hearing Aid 
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NEW FACES IN NEW POSITIONS 





PAUL ECKSTEIN 


Bell & Howell? I.ckstem has 
yned the ipa A th the tithe 


f taper 


JOHN CAVIEZEL 


John Caviezel has 
een named to the post of man 
if hiidelity sale 


keting manager 


} 


J. E. DOUGHERTY 


Norge Div., Borg-Warner Corp. 
J. Ek. Dougherty has been named 
national refrigerator sales manager. 





WALTER ZALE 


Mitchell Manufacturing Co.—W al 
ter Zale has been named to the 
newly created post of advertising 
manager (;eorge Lucas has been 
appointed district ile representa 
tive tor au im the 


Lexa Oklahoma Wea 


conditionels 





PIERCE L. RICHARDS, IR 
General Electric Co )’ | 
Richards i ha DCC ipp ite 
manager of marketing tor (C-cenera 
KKlectric’s automat blanket and 
fan department Richards had pre 
viously served nan r otf tan 
sales \ | ( | I I i named 
idivertising oan promotion 
manager for th t i 


partin nt 


Calcinator Corp. William C. Rod 
dy has been named regional man 


iver for the state of Michigan 


Servel, Inc.-S. ]. G 
named to the post | 


ithitti ha been 
f northern zone 
manager 
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CLABE LONG 


Motor Wheel Corp. Clabe Long 


ha been 


named merchandising 


manager for the corporation's ap 
pliance division. Edward M. Crary 
is the new eastern divisional sales 
manager and James ( Carlton, 


western division sales manager 





CLIFF KNOBLE 


Coroaire Heater 
Knoble ha pecn 


Corp Clift 


ippomted gen 


ral sales manager. Knoble was for 

nerly me handising manager of 

Raytheon's TVV-Radio division 

Remington Corp. Georg J. Dunn 

has been named eastern sales man 
f ndithioning 


Gibson Refrigerator Co.-—R. 'T. Des 
Rosiers has been named divisional 

iles manager for the New Eng 
land state 


M. M. Hedges Mfg. Corp. EK. 
Douglas White has been named 
issistant sales manager 


VERLE C. MOE 


Westinghouse Electric Corp. 

Verle C. Moe has been appointed 
idvertising supervisor for water 
heaters and kitchen utilities. Mark 


L. Herweg, Jr., has been named 
district manager electric housewares 
and bedcoverings in Chicago 





LAWRENCE P. KNIPE 


Kelvinator Div., American Motors 
Knipe has been 
named retail marketing sales pro- 
managel Regional ap 
include G. G. Fitzgerald 
named Chicago zone manager; Max 
Harper Houston zon 
W.]. Wehrly, Dalla 


Corp. Lawrence P 


motion 


pomred 


nanager, 


V-M_ Corporation—Charles Good 
manson has been appointed district 
iles manager for the middle-At 
lantic district 


Allen B. Du Mont Labs, Inc. 
Morton Rosenthal has been ap 
pointed district manager for Phila 
delphia and southern New Jersey. 


APRIL, 


1957—ELECTRICAL 





JAMES F. WHITE 


Columbia Records Jame F. 
White has been named sale man- 
wwer for Columbia phonographs. 





PAUL R. NEWKIRK 


American Kitchens Div., Aveo Mfg 
Corp.—Paul R. Newkirk has been 
named merchandise manager-appli- 
ances for the division. Newkirk 
was formerly associated with Magic 
Chef with a similar title. 


Waste King Corporation—John A. 
Plano has been named eastern re- 
gional sale Plano was 
formerly associated with the Norge 


Sales Corporation 


nalager 


McGraw-Edison Co.—Directors of 
the newly merged McGraw-Fdison 
Co., have named Charles Edison to 
the new post of chairman of th 


board. Max McGraw continues as 
president, and Alfred Bersted has 
been appointed executive vice presi 
de nt 


Whirlpool-Seeger Corp. Grace 


l'eed has been ippointed issistant 
home servi director. Paul La 
Roche has been named regional 
ile Manage n the Cleveland 


Ohio territ 


Amana Refrigeration, Inc.—]. David 
Cathcart has been named regional 
iles manager of the firm’s new 
Philade Iphia territory 


Crown Stove Works—H. F. Hinch 
man has been named regional sales 
manager for the company for five 
midwestern states 


MERCHANDISING 












NEW WESTINGHOUSE STREAMLINER 


OUTFEATURES 


t 





« 
ey 


ALL 
OTHER 
“THINS” 


Thinner, lower, smarter! The thinnest of the 
thin—only 16 inches—ends bulky overhang in 
side and out. It’s the first air conditioner 
fashion-thin to blend in with home beauty 
Inches lower, too, it leaves more light and view 
Clean, crisp streamlined styling. Cool Sandal 
wood finish 





yt 
te peT 
4 









a 
Peon, 
Flexible —no cabinet side vents! lasily installs anywhere Drawer-type chassis! Glides in or out of shell for easier Patented single dial contro! 7 comfort zones at a twist 
upper or lower sash, through the wall, in casement installation and servicing. No more struggling with a of the wrist. Most versatile control of all. No compli 
windows or swing-out mount. bulky unit. cated push buttons to manipulate. 


2 is 





Low-amp. 115-volt modets! *4 HP 7!) amp. Streamliner Built-in automatic thermostat! Choose any comfort 4-way adjustable grities! Direct draft-free air up, down, 


runs on normal house current in many cases. 1 HP level, set it and forget it. Automatic 7-day timer avail- right or left--to any corner of the room. No noisy, 
12 amp. model runs anywhere ordinary % HP unit able for all Streamliner models as an accessory annoying spot-blasts of air 


will! (Also in 1 HP, 230-volt models.) 


FEATURE FOR FEATURE, COMPARE THE NEW WESTINGHOUSE STREAMLINER WITH ALL OTHER 
“THIN” AIR CONDITIONERS. WITH MORE FEATURES TO SELL YOU'LL FIND IT’S FAR AND AWAY 
YOUR SMARTEST BUY! CALL YOUR WESTINGHOUSE DISTRIBUTOR TODAY! 


FLY 
HIGH! 


YOU CAN BE SURE...iF wsWesti n ghouse Win 4 tobatous 


‘'Twin-Trip’’ Holiday! 








> 


4, 
4 s 
Cr 


Westinghouse Electric Corporation - Refrigeration Speciaities Divisi + Springfield 2, Mass. 
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A copy of this quick-reading, 8-page 
booklet is yours for the asking. It con- 
tains many facts on the benefits de- 
rived from your business paper and 
tips on how to read more profitably. 
Write for the “WHY and HOW 
booklet.” 


McGraw-Hill Publishing Company, Room 2710, 
330 West 42nd St., New York 36, N.Y. 





How to repair 
small appliances 
profitably 





SMALL-APPLIANCE SERVICING 





it 


tical wuide toward etting a good 
try ? titie ‘) | ‘) 
sla ~ ! ey ir own profit * Includes helpful facts 
ervicing mall electrical appliance 
vl on how to start your 
i mar with s] eal experience n thi 
, own service busi 
ou right-to-the | nt ntormation 
sested methods of troubleshonti: ell ness and make 
liances quickly, efficient non pay 


By P. T. BROCKWELL, Jr 
192 pape K A lustr ite d } ) 

; CONTENTS 
T erat * Introduction © Testing Equipment 
pplia that a : * Cord Sets ¢ lrons ¢ Toasters ¢ Mixers 
" » © Roasters ¢ Coffee Makers and Perco 
lators © Waffle Irons and Sandwich 
in Grills © Rotisseries ¢ How to Set Up 
f the , Shop * Hlow to Make It Pay © Glossary 


10 DAYS’ FREE EXAMINATION 
JUST MAIL COUPON 
AcRAW HILL BOOK CC 
’ Weat 4161 Street, NY 





DISTRIBUTOR NEWS 








DOOR PRIZES included watches. This is Fern Cherry of Gibson Furniture Co 


Alton, 
lll., accepting one from Ralph Skoppa of Norge 


Profitable Open House 


Fridley Bros., Norge’s new St. Louis distributor, 
sold nearly one unit per dollar spent on their first open 


house. The reason: six sure-fire rules 


1) | Bro ent 3) Genuine holiday itmosphere 
ot. | pen hou Ha 1 | during the ent. Besides conven 
Bul Norge vice-pre ident, said tional entertainment Fridley’s 
It i i f the most su ful hired ) f audience participa 

taged in the history of Norg tion ecialists that got deal 
listributor Lh total l ma‘ nto th t 
ible that of an ypen house 4) Plent ra prize 

1 it n t 1 the 5) Plent f room t 
Mir est merchand ind th 

Attendan it the af held on n f t 
i Sunda t the Sheraton Jetfe mn ie} 

Ilotel Bou ird Room topped 6) Sh lapp luct n 

vu id fille i poth th Boule il nist tion put i if t 

n mdf | im, hel two | 
a ent t t na I it in | 
hy na th | ) ider half an h 
1 N \ ld] ! 
| 1] Till \\ t i t if I i} 

| n wected t n Ralph Sh yppa N 

()f lidn ¢ ind l promotion manager 
i ht then B in back 
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Only the 8/6 30'‘/E7-TOWER., 


Goungsloun hritehens 
has all 9 features women want in a dishwasher 


‘a. 
a 


“4 








25% MORE ROOM It’s big enough to take all the dishes froma family meal. 


NO PRE-RINSE It doesn’t require any pre-rinsing; just scrape food off plates. 
FAST-LOADING It is easy and simple to load. 

VINYL COATED RACKS Its vinyl coated racks hold dishes gently, firmly. 
WATER-SAVING It’s water-thrifty—uses less for complete washing and 


rinsing than a hand-process. 


TRULY CLEANS Exclusive Jet’-Tower action sends whirling gentle jets of 


hottest water to get dishes truly clean. 


RIGHT PRICE The BIG 4)” with 25h more washing room costs no more than 


the smaller old-fashioned dishwashers. 


CHOICE OF MODELS ‘The BIG 30” comes in under-counter or work level 


models, 


CHOICE OF COLORS The BIG 30” is available in Star White, Meridian Blue, 


Dawn Ye llow, Sandalwood and colors cost no more than white! 








TO MEET THE DEMANDS OF YOUR CUSTOMERS, the Big 30” 
Jet-Tower is available in a choice of installations 

either the popular under-counter or the slightly 
ewer work level height. 
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? | Division of Amertcan-Standard 
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WARREN, OHIO 


ELECTRICA MERCHANDISING—APRIL, 1957 











PAGE 





N G 


Al 


a 
MeN BA 


a af 
yw Pe f Avr OAV | 


| ae BAe 
a sto 
. Vome 
y horhow 
gs bit 


The beautiful new WAHL 
deluxe HOME BARBER KIT 


nylon Single-Cut electric 





Includes pink 


hair clipper, complete set of 4 attach 
ment combs, 2 barber combs, nylon hand 
duster, clipper oil, neck cape, barber 


shear and instruction booklet. Also avail 
able with Multi-Cut clipper 


Alaudard WOME BARBER KITS 


Single-Cut 

shear, barber 
tapering or ecrew-cut 
comb and tinatruction 
woklet 





Includes 
barber 


clipper 
comb 


Also available with 
Single-Cut Glant 4 
Multi-Cut or Multi- € 
Cut Giant Clipper 
and any combina 
tlon of accessories 





Y 4 = WAHL ELECTRIC cuprens 


Single-Cut Giant 
Heavy-duty ver 
sion of fegular 


Single-Cut 
Stationary Bottom 
Biade. 000 size 


Other lengths op- Single-Cut elip 
tional per 

Multi-Cut Multi-Cut Giant 
Lever eaatily Similar to regular 


changes length of Multi-Cut. More 
cut from 000 to powerful for 
Yo. 1 thick. heavy halir 


WAHL KNIFE-SHEAR 


ay SHARPENER 


WAHL 
HAIR 
oRver 









Give blades new 
sharpness pro Gentle flow of hot 
tects againat wr cold atr lee 
ywouging Olles mm etand or tr 
ring motor hand 
a 4) WAHL VIBRATORS 
} Home 
visRaTorR 
Encased in JUMBO 
white nylon 


Wit FOOT ViBRATOR 


face 


scalp and For hot tired feet 
body applicators With foot dia« 
und sturdy base 

iel 


‘ ay \ 


= a 


ATTACHMENT 
NEW! SuPERSAGE comes 
VisrR ator 
Powers the fin 
gere to give “ 


For quick 
changes in 
length of cut 


perfect massage Sizes: No. 1 
stroke Cushioned for ‘s” euts 
in ft ylite t for % 
3 far % 
m4 for 
FLAT Tor COMB TTT 
} ptt ove 
omt Als saasia COMB 
- 
no all 
wa clipper O11 GARBER 
| jes of SHEAR 
; ! Cliy ul Stain 
| leas Steel 
} ides 
WAHL CLIPPER CORP DEPT. EM 
Sterling, HMlinois 
Please j nple 
Ww Barber & Beauty Equipment 
™N € 
ompoa 
Address 


WAHL 


CLIPPER CORP. 


STERLING. KLLINOTS 


208 














Star-Gazing 


HUNDREDS OF FANS of Eva Gabor and Jerry Colonna greet the two stars during 


their personal appearance tour sponsored by Hotpoint TV. The scene is at Mandel 
Bros., Chicago, but it is being repeated throughout the country as a result of Hot- 


point’s “Win a Star’ promotion 


. , Perfection Stove Co.—Allison-lr 
Distributors Named in Co., Charlotte, N. ¢ 
— th, —- ‘- a Republic Steel Kitchens—Dygert 
Admiral Corp.Deal \pplian Distribut ( Ceond Rand 
Ii Raleigh, N. ¢ Micl 
Amana Refrigeration, Inc.—-Modern Deven, Inc.—I. Ceo. Fischer & 
Vustrouting “o., Cincinnati, Uni Sons, § v, Mich; Grayba 
Interstate | trie 4 . | Omaha, Nebr be] 
“rican | \ Distribut P | Shi t, La.; Coffi 
Lan 5 Mich | oun "i 1 \W In Bangor Mi 
(ra In North Minne ipo Int b.4 | ‘ Co New Oy 
Viinn \\ hington Wholesale , 
Inc., Washington, D. ( Servel, Inc.—N Sales Se ( 
Ben-Hur Mig. Co,—Jo \pphian In \ \ N. Y.: Neuhauset 
(o.. Indiana Ind... Wood Wr, ( Hl. Gavin 
\ j | ‘ , 
itil ‘ Ltd “" O Sal \ i St. Paul 14. Minn 
ns, La M. F. ( Jr., Cascade, Col 
Carer Corp Narco Sa In Speed Queen— Rein Distribut 
Allen B. Du Mont Labs., Inc. Sun 1} \ 
. ‘ \ ' \l ' ‘ y 
t Hlectn , ypokan Wash Svilvania Electric Products, In¢ 
kiasy Di Mlurray ¢ orp. of Amer ) ts R \ - ( 
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ica \pphar Wholesale 1) Davton. O 
troit, Mich (). A. Sutton ¢ orp Tic Sylvania 
Murcka Williams Corp.-( if Sa ( Roston. Ma ( 
Distributin yan \ntoni imnati \ppl W holesal 
| »S itti 3 a | t ( ( ;muat ()hy 
south Bend, Ind Youngstown Kitchens— Graybar 
Gibson Refrigerator Co.—-M Blectric Inc.. Buffalo. N. ¥ 
fhe Sal 1); St. Louw Ni 
Sun Apphan mad Ilectn In 
\bilen lex bay Cala iT 
Paint ¢ io N Dp \ w” 
Togetherness House 
Hoffman Electronics (¢ orp \lom 
li 1) pine in It mm Co \ll 
querqu N. M Ml P | 
Init fut ] | ( n () 


Viont ( ff Mot 5 P| | ( 
Sioux Falls, S. D.; Apphan 1) 
tribut | 1) An 
Mitchell Mig. Co.—Jo M, 7 
’ ( \\ | ton, 1). ¢ 
Nlotorola Inc Ls 1 Distr 
t In ypokan \\ | Bla 
Ryan Distribut | 1] 
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I i N\ I t In \\ 

b t Py ALL-ELECTRIC kitchen is a feature of 
Olympic Radio and ‘T\ Im 7 as ny ' noe 
Cine r) bettnestinn ( rn \I use n vid re house was ea 

tured in the magazine's February issue 

ith W is Viinsh B A A variety of electric appliances and 

\ Pitts! I Pa. Du 5 | housewares inciudes the products of 
( | | several companies 
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g @ Perfect for hard water areas 
t * 





i sed & sold 


' Order from your jobber 


1957—ELECTRICAL 


Quick 
easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 


Model CT—with flared joint 
for copper tubing 






Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE — for mak- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 


etc. Write for circular 


Approved by Underwriters Laboratories, Inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 





STEAM IRON 
CLEANER 


7 
Sug. Ret. 


STEAM IRONS 


bn Sa 


“—_ Cleaning, too! 











Removes 


Steam Iron Cleane’ 


NCENTRATE 


tT fal isn urn | 


‘ea) Conmea reesects com” 


Clogging 
Neale 


@ safe odortens easy to use 


Fested & re imended by 
appliance manufacturers 








NATIONALLY ADVERTISED in 
PARENTS, LIVING, etc. 








Dept. EM 


FAST CHEMICAL PRODUCTS CORP. 


65 Page Avenue Yonkers, N.Y 
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Hottest tie-in that 
ever pushed 
dehumidifier gales! 


Honeywell ’s Automatic Plug-I n 
Dehumidifier Control 











new low’ll®? price 





H' re’S the way to cinch more new dehumidifier sales and and so is continual guesswork eliminated by an automatic control 
k up plus profits from the hundreds of dehumidifier This Honeywell control turns their dehumidifier “‘on’’ only 

owners already in your community when it's needed—when the humidity reaches the selected dial 
Show tomers how easily they can have automatic ‘“‘set-and setting. And as soon as the humidity drops, “‘off’’ goes the de 

forget protection ayvainst moisture damage without the bother humidifier automatically 

of manual operation Automatic operation saves money, too, Without needless Op- 
Trips to turn their dehumidifier ‘‘on’’ and “off” are ended— eration there's less wear on the unit and less electricity used 


Get complete details on this easy MINNEAPOLIS-HONEY WELL 
profit-maker. Call your Honeywelleseesseee » Dept. EM-4-51 


jobber. Or mail coupon today— Minneapolis 8, Minnesota 


Please send me complete information about the Honeywell Automatic 
Plug-In Dehumidifier Control 


MINNEAPOLIS Nam - nn en ee ee re 
Honeywell Pir | 
bien TH) Fit Coto. Ms ’ 


| 
nonrvetu | 


4 - = - - — ——————$ 
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Does the Appliance 
Dealer BELONG 


in Electric Housewares? 


CONTINUED 
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2 SPRING 


SALE-SATIONS! 


IN WESTINGHOUSE PORTABLES 


eT a ) eee ee 
Models 147198, 14T190 


(14" over-all diagonal, 


New Portable TV in 
VINYL FASHION FABRICS! 


Styled to sell—powered to perform where other 
fail—these striking new vinyl-clad Portables are a 
natural for the many “gift-giving” holidays ahead. 

Added to the 14" Portable TV Line—they’re 
perfect step-ups. Their decorator cabinets in 
Cerulean Blue or Salt and Pepper harmonize 
beautifully with any décor—yet resist scuffing, 
alcohol, stains. Together with the famous 


ry 


Westinghouse ‘“‘Broad Band” feature that assure 


22% more picture detail— you've 


hottest Portable TV story 


got the season’ 


to tell and sell 


seececeret ieee 
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105 sq. in. 


viewable 
orea.) 


Gray and Black, Black and Pearlescent Gray, Red and Black. 
Models 617P7, 618P7, 619P7 
Priced slightly higher South and West 





ALL WESTINGHOUSE RADIOS CARRY 90-DAY FREE PARTS AND LABOR WARRANTY. 


a 





New “7 Transistor” Radio at 


NEW LOW PRICE! 


ta new low price of only $59.95 


uggested list), 


Ul} li elling Portable Transistor will score even 
greater sales records from coast-to-coast. Mightie t of its 
kind—thanks to Seven Transistors and exclusive Silver 
Safeguard Chassis, it performs in planes, in cars, In out 


Ol Way place to give you big-set performance in the 


palm of your hand. Advanced styling. Carrying case 


d batter extra. Unbreakable 


Sell Westinghouse Portable TV and Radios during 
the big gift season just ahead —Mother’s Day, 
Father’s Day, graduations, June brides and for 
outdoor summer living. 


you CAN BE SURE...iF iTS Westi nghouse 


Dj J 


j | 














INDEX TO ADVERTISERS 


The Year ‘Round Market Piace 





APRIL, 1957 








Admiral Corp 14, 15 Fast Chemical Products Co 208 Minneapolis-Honeywell Regu Tide 49 
Air Moving & Conditioning Fedders-Quignan Corp 26, 27 lator Co 209 Textile Mills Co 164 
Assoc, Inc 104 Flexible Tubing Corp 24 Motorola, Inc 37-40 Toledo Desk & Fixture Corp 187 
Airtemp Div. ¢ hrysier Corp 113 Frigidaire Div. General Motors True Story .154, 155 
American Kitchens, Avco Div ‘ Corp 197 Tuttle & Kift, Inc 119 
orp 3 
American Telephone & National Houseware Mfrs 
Telegraph Al Assoc 183 
Apex Electrical Mfg., Div., White P Niagara Therapy Mfg Corp 194 
( . - . 
Sewing Machine Corp.2nd Cover e — Electric ' “ef North American Phillips Co 128 
ppliance and Television ¢ 
Arvin Industries, Inc., Electronics Recstves Geet 185 Wahl Clipper Corp qo 
& Appliance Div 93, 996 Waring Products Corp 165 
Major Appliance Dept 42, 43 
Webb Manufacturing Co. 194 
Motors Div 161 
P 1 sl Meck P rer 9 
genera sHCING acnine 0., Olympic Radio & TV Inc 199 
Bendix Aviation Corp., Inc 198 West Bend Aluminum Co 6 
inn Peeteiens Can 112 Oster Mfg. Co., John 170 h El C 
vomE Weer aye id Gibson Refrigerator Co., Westinghouse Electric Corp 
Better Homes & Gardens 125 Div. Hupp Corp 32 ee on an 
« 1 Co e , — 
Borg-Ericksor rp., The 48 Grainger Inc., W. W 149 Refrigeration Specialties Div. 
Burgess Battery Co 156 Graybar Electric Co., Inc 178 177, 205 
Tele Radio Div 211 
Philco Corp 158, 159 a ' 
Caloric Appliance Corp 201 
Chevrolet Div., General Motors 48 Hamilton Beach Co. Div 
‘ Scovill Mfg. Co 46, 47 
Chicago Tribune 134, 135 Whirlpool-Seeger Corp. 94, 95 
Commercial Credit Corp 54 Hamilton Mfg. Co 116 Quaker Mfg. Corp 121 97, 98, 99, 102, 103, 106 
Cc t Mfg. C 36 7 
Cornish Wire Co., In 202 Weever Ce., the 7 Quincy Stove Mfg. Co 107, 110, 111, 15 
Hotpoint Co 22, 23, 34, 35 White Products Corp 138, 139 
137, 146, 147, 168, 169, 175 Womans Friend Washers 13 
Dexter Div. Philco Corp 166 Radio Corp. of America 
Diehl Mfg. Co 45 Components Div 163 
oa Kelvinator Div. American ' 
Dominion Electric Corp 89-92 Motors Corp 4th Cover Radio Corp. of America Youngstown Kitchens, Div. 
Dormeyer Corp 17-20 R.C.A. Victor Div 193 American Standard 207 
DuPont de Nemours & Ca.. (in Reader's Digest 50, 51 
f | Finishes Div 129 Revco, Inc 29 
Du-Wal Products, Inc 186 Robbins & Myers Inc., 
Ladies Home Journal 44 Hunter Div ~ ar) 
— _ Zenith Radio Corp 203 
Landers, Frary & Clark 122, 123 Roll-Or-Kari Co 213 
Lau Blower Co., The 101 Roper Corp., Geo. D 100 
Easy Laundry Appliances Div 
Murray Corp. of America 25 Lovell Mfg. Co 3rd Cover 
Economics Laboratory, Inc 171 ’ 
Ele< trical Merchandising 179 182 
Emerson Electric Mfg. Co., The 132 Self-Lifting Piano Truck Co 213 
“ee Div., Eureka asa Magic Chef, In 115 Signal Div., King-Seeley Corp 172 CLASSIFIED ADVERTISING 
26 2 t r 
wid ‘ 127 Majestic Co., Inc The 109 Skinner Co _M B 208 F. J. Eberle, Business Mgr 
Eve and Sund ulleti . Pp ’ 
— ’ lay B tin - Maiestic International Sales Sonic Industries, Inc 148 ! MPI OYMENT OPPORTUNI 
e ) DS 
Corp 114 Spencer Thermostat Div 
Evis Mig Co 105 BI INESS OPPORTUNITIES 
Maytag Co., The 54, So Metals & Controls 190 
McGraw-Edison, Co., Clark Div. 174 Studebaker-Packard Corp 191 
Toastmaster Products Div 4 Sutton Corp., Inc., 
} 
Farber, Inc., 5. W 195 McGraw-Hill Book Co., Inc 206 The O. A 141-144 This index is published as a service 
Sylvania Electric Products, Inc. Every care is a. to make it accurate 
Farm Journal 150, 15) Metal Ware Corp., The 28 Television & Receiver Div a ESTES bal 3 fo yaae 
asiumes mo respo t ¢ ors uv 
Fasco Industries, Inc 108 Milwaukee Journal, The 10 188, 189 wa on ng eee ee seers 
PAGE 212 APRIL, 1957—ELECTRICAL MERCHANDISING 

















To Sew Up Promotion | PRN e ae aka Tete red | 
SUPPLEMENT | “ 


MERCHAN 


<a m@) 440) S08), hile 


EMPLOYMENT BUSINE 















PRODUCTS - SERVICES : = PIOPLAVED—tnaividugl pose with bande rai 
UNDISPLAYED Rares for inent Lie of advertisements. The ad 
$2.10 « line, minimum 3 lines. To figure advance aR rate is $14.85 per inch for all advertising 

FOR MORE SALES — MORE PROFITS payment, count 5 average words as « line of Equipment & Busines Opportunities appear 
DISCOUNT of 10% if full payment is made in ing on other than «@ contract basis 
advance for 4 consecutive insertions EMPLOYMENT OPPORTUNITINS $206.75 per 
POSITION WANTED undisplayed advertising inch subject to agency commission 
RATES: rate is one-half of above rate, payable in advance. AN ADVERTISING INCH ts measured & rer 
BOX NUMBERS—Count as | line. tieally on a column—4 columns—48 inches. 
$23.10 per inch. Contract rates on re || 














quest. An advertising inch is measured 
%_" vertically on one column. There are 
4 columns—48 inches to a page. 


HAND 
TRUCKS Sos 
For safe and easy han- 


dling of Ranges, Refrig- 
erators, Freezers, Wash 
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i | Assistant Sales Manager 
tte 10 tavven sevna none ee. ~~ With Advertising Background 


motion are Gerrhard Benteler, right, 





















o- ae Gein managing director of K. A. W. and Challenging opportunity for young man 25-35—with flair 
Pianos, Television sets, president of Adler Industries, Inc., and for sales promotion of consumer mechanical specialties— 
Venders, etc. Experience ium | Emil Klute, left, financial director of develop direct mail programs to distributors/dealers na- 
in manufacturing equip- NO. 102 " both firms. They are in this country to tionally—ability to turn inquiries into orders—know and 
comine ee, °° =| ‘troduce the new ADLERmatic sewing purchase printing—make rough layouts, copy for agency-— 
ff) _No. a gg Rage gure eB pet ac Ev handle all sales problems in absence of Sales Manager. 
SELF-LIFTING —— Btn Bes 5 Salary open. Good opportunity with well established, me- 
{ONE MAN newspaper, magazine, and trade publi- A 
—" dium sized, independent manufacturer. Location Western 
PIANO TRUCK CO. +) TRUCK cation ads 
425 N. Main St Findley, Ohie New York. Submit resume. Confidential. 
Handle refrigerators, | 
ranges & freezers the | P-4338, Electrical Merchandising 


quick and easy way .. .| 











| “Noasifia ; > 9 » F 
ROLL-OR-KARI | FBI D I a : | Classified Adv. Div., P. O. Box 12, New York 86, N. Y. 
DUAL TRUCKS / VOes gain | 
Pat'd Step-On-Lift. Re Landers, rary & Clark’s Uni 
tractable wheels. Cap ARERR SIREN Sai TEES OTM 
800 Ibs. Ship. wt. 48| versal Solid Gold Coffeematic has SIDELINE SALESMEN WANTED 
Ibs + teat ee been freed by the | ede , i] Bure nT Established firm seeks sales representative now call 
equippe wit swive < ing on the following: Furniture manufacturers, re- 
wheels of one end. of Investigation and returned to its || {lt genllance, furniture and aenartment, saree PROMOTION-MINDED 
fixed wheels owne! Ihe jews l-studded ipphi rere and ooeynee covers. All territories epen 
: ractive commission ’ 
oe 8 ince was stolen by an air freight CANVAS SPECIALTY COMPANY MANUFACTURER 5 
vail moc went recently while it was on tour oo Went st Owen wow Von 1% mV 





ROLL-OR-KARI CO. 


Manuiucturers ZUMBROTA, MINNESO'A 


for the 1957 March of Dimes REPRESENTATIVES 
ith iat CANADIAN WANTED BY 


ELECTRICAL APPLIANCE LEADING MANUFACTURER 
MANUFACTURER NOW EXPANDING INTO 








LETTERS TO THE EDITOR 


lo the Editor: only about 20% of all profession 
which ally-built homes Well established for many STAINLESS STEEL SINK FIELD 
Knowing the influence : 7 [ am enclosing the material years and with splendid 
soscn bet ard ha = it ZZ re upon which these figures are based reputation, desires a work Territories still open in 
vould like to draw your attenhion Though the BLS study dates back conn t with U.S.A ' 
to an inaccuracy in your fine edito g agreement wi VA. Chicago Jenver 


to 1949, it is still the only national 


rial in the February issue lhe government census of the industry Manufacturer possibly Milwaukee Philadelphia 

statement reads as follow published. In all likelihood, the amalgamation. All negoti Alabama Arkansas 
Over 60% of the homes con concentration of the industry in ations confidential. Georgia Louisiana 

tructed were put up by builders the hands of builders of five, fifty North Carolina South Carolina 

who accounted for anywh re from or more homes a year has become If interested write: New York State Oklahoma 

two to ten homes per year even more marked due to increased ‘Tennessee Virginia 


Ihe fact is that today builder 
of two to ten home per ycal 


184)-4532, Electrical Merchandiaing 
um. Adv. Div., P.O. Box 12, N.Y, 36, N.Y P 
upply In replying, describe territory you 


competition and the tighter money 





iccount for only about 25% of all his is borne out by the F. W cover and companies you represent 
professionally-built hom«e While Dodge figures of 1951 which 


it is true that in vear vast the ew : ‘ 7 e1 ° Write: RW-4657 
mall contractor did put a most — . os & * pee What 1S Your Problem? 


builders of 5 or more house 


of the nation’s homes, today they i sod though only 27% of the Do you need competent men for your ELECTRICAL MERCHANDISING 


don't 





builders) put up 92% of the staff? Men experienced in the merchandis 520 N. Michigon Ave., Chicago 11, Il 
Less that 1% of the nation’s home ing of electrical products? Men to fill ex- 
} nee SEEDED LE ALLO AINE DEBE ARES TS 
builders (those building 100 or While questioning this one sen ecutive, sales or technical positions? 


more houses a year) put up about tence in your editorial, I can only 

















one-third of all professionally-built say hurrah for the other 99% Or are you one of the reeders of ELEC- _ = o 
homes. Cattalale the need tor quater 00 TRICAL pocaper recta sorting employ SERVICE NTATION 
Builders of 25-99 house a yeal operation between manufacturer mont in ony of these capecttios 
put up 21% of all professionally and dealers also applies straight Or are you looking for—or offering—a KO) NEW YORK ARBA 
built houses iCTO the board to builders, ar- business opportunity of special interest to hk . ; . 
Builders of 5-24 houses a year chitect lenders, appraisers and men in the field served by this publication? Centrally located with ample space 
put up 23% of all professionally- realtors 
built Ba } Fugene EF. Wolfe The solution of ony of these probioms ome mpc pee nr core 
Builders of 1-4 home 1 year Sales Promotion Mer can logically be found first among other woes vit a 
. ie ol to, 4. . c and service. 
though close to 80% of ill’ the HOUSE. & HOME readers of ELECTRICAL MERCHANDIONNG. 
builders in the industry, put up New York 20, N. Y You con get their attention—ot small cost BO-4635, Klectrical Merchandising 
i. through a classified advertisement Clase. Ady. Div., P. 2, N.Y. 36, N.Y 
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EDITORIAL 





Discounting Today 
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bted ken | tional ret t thi t chains, typified by Sears-Roebuck; they ha 
foundation ti 1 th feal f God into departm t t th - 
Meahizimg that di ntin n all its manifold torn nfronted independent legitimat t 
i T im a epted part r fl ipphian i ty t hest question ind answers of their busin 
ision imdust distribution problem, ILecrricat icc) thre have left the side streets and lofts for a 
Viencnanpisine decided recently to make a fresh ap hoppin nit ind plush suburbs; they have becon 
j | of the ettect di winting has had on both hole important idvertisers in their own right thev enjov th 
ling and retailing in the trade. For the past t pect of manufacturers and distribute ilike; an 
ionth our field edito have been interviewing and hina they in buy merchandise almost on their own 
Zzin markets mn mou tion f th ountt term 
lhey have talked with the smallest deale mam But as an il vill observe from a careful persual 
ipa store department stor independent servicin f th uc th ire many degre ind types of 
ie! r mad tor discount house merchandisu | yuan te A whole new argon 1 required to describe 
hain ind th nost successful of the “pl ymnotiona thie irious breed You have to know the difference Ww 
liscount house Ihe results of their investigation: between a chlock’ operator ind a “borax operator f 
on four major markets—New York Chicago. Lo u have to know the difference between a “closed 
Angel ind Dallas—are contained in this issue om door’ discount house and an “open door’ discount 
wising over 20 pages of down-to-earth evidence on the house: you have to know the difference between a 
resent status of discountin legitimate cutthroat dealer” and a “negotiating”’ dealer 
LAURENCE WRAY Discounting, of course, or competitive selling at a You have to know the difference between a “promo 
Editor price, has always been with us. You can go back into tional discount house’ and the “promotional discount 
the Middle Ag ind find plent f examples of a lealer The former builds volume from the goods 1t 
merchant-customer relationship which involved hagglin idvertises, but it does no selling up, nor does it nego 
over price. But these negotiations between the buver tiate price. In other words, it knows it osts, and i 
ind the seller generally were fought over—with mutual emingly content with it prohit The latter—the 
understanding—a piece of merchandise of dubious mat p ynotional discount dealer’—relies, too, on low dis- 
ket value at best—rugs, jewelry, perfume, spices, pottery, ount prices but makes most of its profit from met 
ilks and clothing apparel, etc. If one man could live handise which is not featured in its advertising. It 







cheaper than another, or valued his time le he could POU m selling up, on trade-ins, on negotiating price 
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undersell a ompetitor vith more cunning IVarice 
demands for his particular product. With the ris 
however, of mechanization in the production of con 
umer goods as we know them today there evolved a Ob, of the newest forms of discounting is the 
issociate distributor.” In plain English this 









pattern of relatively fixed costs in the consumer durabl 










soods industry. The cost of labor followed a fairly set means that a retailer who has gotten big enough to 
pattern; the cost of raw materials was relatively stable dispense with cither the credit or warehousing facilities 
ind the cost of distribution depended on the relatiy if the distributor, can buy from the manufacturer on 
ize of the manufacturer in seeking wider markets for 1 distributor or better price. Examples which are quoted 
his product Advertising also became an integral part in this issue include such retailing giants as Polk 
f the distribution cost picture Brothers in Chicago, Masters and Korvette in Ne 






York, Vim and Davega in New York Phillip LaBrea 
Sale in Los Angel ind other such outfit It 
W! ill know what has happened since World Wat nerally conceded that major manufacturers in the 
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~ “A GOOD SELECTION is very important. Because price isn’t the only “POSITIVE ACTION shows how a Lovell wringer gets out the dirt 
factor, a choice of models lets the customer pick the machine that often stays in. Slipping a dollar bill and a folded rug into 
that will do the job for her. And in some cases, a large display the wringer at the same time demonstrates how Lovell wringer 
helps reassure the housewife that she won’t be the only one on pressure is even all the way across. Balanced pressure is the key 
the block using a wringer washer.” to Lovell wringer cleansing action,” 


4 big savings make our wringer washer sales hoom’ 


. says Angelo J. Piazza of Piazza & Sons, Dunkirk, New York 
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“We tell our customers that when they buy a wringer From the standpoint of good business, I like wringer 


washer, they’ll save time, water, soap and electricity. washers because | don’t have as much trouble with 
And we can back it up. So well, in fact that we’re sell- competition and discounts. And we have fewer service 
ing 9 wringer washers for every automatic. And wringer headaches with wringer washers. 

washers appeal to a broad market. Many people who “Qur Lovell-equipped wringer washer sales are on the 
come in to buy an automatic, happily take home a rise and | don’t think wringer washers will ever go out 
wringer type. Some of our customers have owned auto- of style. Lots of our customers are sold—by their neigh- 


matics and are now going back to wringers. 


bors—before they ever come to our store.” 
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“AN AUTOMATIC DRYER is a perfect companion piece to follow a 
wringer washer sale. It assures the housewife that she'll have 
the laundry washed and dried the same day. Women who have 
just purchased a wringer washer are ready to be sold an auto- 
matic dryer.” 







N 
“WRINGER SAFETY is quickly demonstrated, too. A slight push on 


the release bar quickly releases roll pressure on standard models. 


PRESSURE 
CLEANSING WRINGER 


Also makers of gas and electric drying systema 


And on deluxe models, safety is based on the instinctive 





response to an emergency. An instinctive pull back releases roll 
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pressure on the Lovell Instinctive 62, stops rolls on the 77. 


Lovell Manufacturing Company, Erie, Pennsylvania 
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f; TRADE WINDS 


BLOWING GOOD BUSINESS YOUR WAY! 
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A WHALE OF A PROMOTION 







IT’S THE 
BIGGEST! 


IT’S GOT EVERYTHING! 


‘ New Models= Special Prices — Proven 
a Traffic Builders — Powerful Closers 
that Mean Good Business—FOR YOU! 





Here’s the promotion that has what it takes to do 


good business in 1957. Again to back the most 
advantageous line in the industry today, Kelvinator 
brings you another great retail store spectacular 
—Trade Winds! 

It’s new, it’s different and it’s complete. There’s 
terrific trim for your floor and windows to set the 
buying mood. There are traffic builders that will 
keep your activity in high gear. And Trade Winds 


bring you not two or three, but over a score of 
pre-tested premiums and ‘“‘closers.”’ 

And Kelvinator backs this business building 
bombshell with strong advertising in the big 
national magazines, on America’s favorite family 
TV program, Disneyland. 

Everything is ready to help you tell them and sell 
them. Get full details now on Trade Winds that will 
blow good business your way for this coming season. 


live Better 
Electrically 


af ty American Motors Means 
a More For Americans 
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Ketwar2zatOr MEANS BUSINE GOOD BUSINESS FOR YOU! 
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